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Steel Is Short 
But Bed Makers 
Boost Budgets 


Nov. 14—Pessimism 
with optimism at the 
convention of the Na- 
tional Assn. of Bedding Manufac- 
turers held at the Conrad Hilton 
Hotel here this week 

Mattress and box spring makers 
were hopeful of at least maintain- 
ing their present output in 1952 
even if steel procurement contin- 
ues to tighten. Although their steel 
supply has dropped to 63% of their 
base supply and they will be faced 
with still another cut at the first 
of the year, the manufacturers felt 
that the steel situation would take 
a turn for the better in 1952. 

On the other hand, Harry J. Hol- 
brook, director, consumer durable 
goods division, National Production 
Authority, said the bedding indus- 
try to date has been given a greater 
amount of steel than that allocated 
to some other industries on the 
basis of essentiality of product. 

He pointed out that the bed- 
ding industry cannot expect to 
supply a broadening or expanding 
market. The supply of materials 
will be sufficient, he said, to pro- 
duce bedding for new family units 
and for normal replacement, but 
how far the supply will reach be- 
yond this is a question mark now. 


CHICAGO, 
was mixed 
36th annual 


e@ Another government official, 
M. V. Rosenbloom of the Defense 
Production Administration, said, 


however, that the second half of 
1952 should be more favorable 
than the first half because the 
military program is likely to level 
off after the middle of the year. 
(Continued on Page 8) 


The perfect all-year GIFT 
—and to choose from! 


for her “= 


vy 


LUCKY SANTA—This spread in Ladies’ Home Journal, and pages in Better Homes 


& Gardens, Capper’s Farmer, 


Home C in D ber issues, will 


Pp 


Coronet, Ebony, Progressive Farmer and Woman's 


spearhead o Christmas drive for Youngs- 


town Kitchens by Mullins Mfg. Corp. Brooke, Smith, French & Dorrance, Detroit, 
is the agency. 


TV Station WBKB | 
Sued for $100,000 


Over Time Contract | 


Cuicaco, Nov. 15—Cribben &| 
Sexton Co., manufacturer of rr 
versal Gas Ranges, today filed 
suit for $100,000 damages against 
Balaban & Katz Corp., owner of 
TY Station WBKB, and the Col- 
umbia Broadcasting System 
(WBKB is the local CBS affiliate). 

Cribben & Sexton based its suit 
on a contract with WBKB for the 
one-hour time period between 5 
and 6 p.m., Sundays. The contract, 
placed by Christiansen Advertis- 
ing Agency, provided for a pro- 
gram which started Dec. 10, 1950. 

Cribben & Sexton and the agen- 
cy contend that the contract speci- 
fically stipulated that the time 
slot involved was not subject to 
network preemption. However, 
WBKB took over the time Oct. 
14, 1951, to make the facilities 
available for a CBS net program. 


Clinic Sessions 
Draw Heavily at 
Bankers’ PR Meet 


Ho.ttywoop, F1ra., Nov. 15— 
Drawing heavier attendance than 
any of its previous annual meet- 
ings, the Financial Public Relations 
Assn.’s 36th annual meeting at the 
Hollywood Beach Hotel here this 
week was a real working show, 
with clinics on 24 different phases 
of bank sales work and 18 de- 
partmental sessions covering com- 
mercial banking problems, trust 
business development, savings 
promotion, consumer credit serv- 
ice and staff relations. 

The most heavily attended meet- 
ings were those where television 
was under discussion. Indications 
point to an expansion by banks 

(Continued on Page 107) 


Editors, Publishers 
Mollitied by New 
Security Ruling 


WasuincTon, Nov. 15—Proposals 
for joint action by editorial and 
publishing groups in the business 
paper field to handle abuses which 
may arise from President Truman’s 
“security” order collapsed here to- 
day after a White House represen- 
tative outlined precautions which 
will be taken within the govern- 
ment. 

The snag in negotiations to weld 
business paper groups into a single 
committee on censorship arose 
after Irving Perlmeter, White 
House press officer, reported that 
the government’s inter-agency 
committee on internal security is 
setting up a “watchdog” subcom- 
mittee to supervise the operations 
of the security order. 

At a luncheon meeting with rep- 
resentatives of National Business 
Publications and Associated Busi- 
ness Publications (from the pub- 
lishing field) and the National 
Conference of Business Paper Edi- 
tors and Society of Business Maga- 
zine Editors, Mr. Perlmeter said 
the special subcommittee is to be 
composed of representatives of the 
Defense, State, Justice and Treas- 
ury departments. 


s The committee, which will in- 
vestigate instances of alleged 
abuses of the security order, will 
include a security officer and a 
public information officer from 
each agency. In addition, it will 
have a full-time executive secre- 
tary of its own. The committee's 
recommendations are to have 
White House support. 

Following the luncheon, L. C. 
Morrow, editor of Factory Man- 
agement & Maintenance, and presi- 
dent of the National Conference of 

(Continued on Page 110) 


‘Rate Cutting’ 
by Radio Nets 
Appalls Kobak 


‘Tailor-Made’ Networks 
Forebode a Complete End 
for Net Radio, He Says 


Boston, Nov. 16—Asserting that 
“secret under-the-table cutting of 
rates. . .depresses values and makes 
radio harder to sell,” Edgar Kobak 
today warned 
that a continua- 
tion of the pres- 
ent trend will 
mean the end of 
national net- 
works. 

Formerly 
president of the 
Mutual Broad- 
casting System 
and now a busi- 
ness consultant, 
Mr. Kobak 
spoke before the 
Radio Executives Club here. 

“If I read the trade press cor- 
rectly, a sponsor can now go to a 
network and pick and choose his 
own markets (that is, within cer- 
tain limitations). He can yjave a 
network tailored to his needs. Once 
major networks were primarily a 
national medium doing a national 
job. The new rules break up this 
medium into as many networks as 
there are sponsors,” he said. 


Edgar Kobok 


@ “I believe this is carrying the 
_tailor-made business too far. It 
takes networks into the field of 
spot—and networks are fighting 
not for network business but for 
spot business...This changes the 
(Continued on Page 110) 


Highlights of the Week’s News 


Edgar Kobak predicts that a continuation of cur- 
rent network radio sales practices will mean 
the end of the national radio nets Page 1 

Manufacturers of mattresses and box springs are 
hopeful of maintaining their present output in 
1952 even if the steel procurement situation 
should tighten . 

A guide to the writing of television time contracts 
may emerge from the suit for $100,000 in dam- 
ages filed by Cribben & Sexton Co. against 
CBS and Station WBKB ... Pagel 

Grocery manufacturers discuss taxes, profits and 
losses, prices, governmental growth, farmers’ 
income, food trends and the proper role for 
radio and video ae ...Page 2 

Ideas are the real key to America’s greatness, Mc- 
Cann-Erickson’s Marion Harper tells members 
of the Detroit Adcraft Club .Page 6 

Do liquor ads boost sales or just cause people 
to switch brands? Calvert's W. W. Wachtel 
stirred comment when he argued in favor of the 
latter. Now he’s back with some facts and fig- 
ures to bolster his case on 

Duane Jones wins in his first court encounter with 
former employes but he still hasn’t filed that 
promised suit. Ex-employes, meanwhile, have 
filed two more suits against him, for a total of 
$95,000. Other suits are in the works ... .Page 36 

You may have some doubts, but an Industrial Mar- 
keting survey turned up the fact that the sala- 


ry of the average industrial ad manager has 
risen 125% since 1940 ... Page 40 
McCray Refrigerator Co. credits sales improve- 
ment to all media, but direct mail gets an extra 
CE, ie be odin aa Sul nin oe 60 Page 76 
Impossible to combine a supermarket and a laun- 
dry? Piggly Wiggly doesn’t think so. Built just 
such a combination, in fact. Main advantage is 
that the laundry builds traffic. Profitable, 
eee Sata ...Page 97 
There’s a young man in Chicago who has given 
post-graduate education a new twist. To finance 
his academic efforts, G. Herbert True has sold 
UIE 6 ov. 4.50cda0d0ecanus oo Page 106 
It takes $150 teday to buy the same amount of 
advertising that $100 bought ten years ago, ac- 
cording to an analysis made by Needham, Louis 
DE hap aacas tee cs caked waeente Page 113 
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Last Minute News Flashes 


Heublein Goes to Scheideler, Beck & Werner 
HartrForpb, Conn., Nov. 16—The liquor division of G. F. Heublein & 


Bro. will announce Tuesday, Nov. 


20, the appointment of Scheideler, 


Beck & Werner, New York, as the agency for Heublein’s club cocktails, 
effective Jan. 1. SB&W already handles Heublein A-1 sauce and A-1 
mustard. The club cocktails had been with Lawrence C. Gumbinner Ad- 
vertising Agency, New York, which retains Heublein vermouths, Mil- 
shire gin, Bell’s Scotch and Smirnoff vodka. 


Anahist Will Launch Saturation Campaign 
Yonkers, N. Y., Nov. 16—Within a month, Anahist Co. will launch 


a saturation campaign in all major 
ucts as well as a public relations 


markets for its antihistamine prod- 
campaign educating consumers on 


what antihistamines will and won't do. The program will break in 
Cleveland with radio spots and frequent newspaper insertions ranging 
from 1,500 to 400 lines. Batten, Barton, Durstine & Osborn, New York, 


is the agency. 


Two Duane Jones Stockholders Appeal Ruling 

New York, Nov. 16—Two stockholders in the Duane Jones Co. will 
appeal the denial of their application for a writ of mandamus which 
would have allowed them to inspect the Jones company books (See 
earlier story on Page 36). The appeal, scheduled for Nov. 27 in the 


appellate division, lst department, 


will be made by Don Gill, former 


executive, and Julia McKecknie, former secretary, both of the Jones 


company. Mr. Gill is now with W. 


Earl Bothwell Inc. Miss McKecknie 


is secretary to Joseph Scheideler, of Scheideler, Beck & Werner. 


Levitt Is Associate Publisher of ‘American Weekly’ 


New York, Nov. 16—Robert D. 


Levitt, with the Hearst organiza- 


tion for 20 years, has been named associate publisher of The Amer- 
ican Weekly. William Randolph Hearst Jr. is the publisher 


(Additional News Flashes on Page 111) 
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Willis Stresses 
Grocery Firms’ 
Profit Problems 


New York, Nov. 13—The Amer- 
ican economic system is not a prof- 
but a profit and 
system based entirely on risk, Paul 
S. Willi president of Grocery 
Manufacturers of America, told 


it system loss 


members at the opening of the 43rd | 


annual GMA meeting 


“The new low rate of profit mar- | 


gins in grocery manufacturing and 
distributing is highly disturbing,” 
Mr. Willis declared. Combined net 
profits of grocery manufacturers 
and distributors in the first 
of 1951, he said, amounted t 
on dollar 


Sloe 
sales 

Retained profits of a group of 25 
grocery manufacturers, he pointed 
out, declined by $15,000,000 from 
the first half of 1950. It is becom- 


half | 


ing increasingly difficult, he said, 
to pay adequate dividends to stock- 
and still retain enough 
money to finance necessary re- 
placement, modernization and ex- 
pansion of plants and equipment. 

Discussing taxes, Mr. Willis 
pointed out that for the first time 
in peacetime history, the nation’s 
tax bill has outstripped its food 
bill. “Taxes last year,” he said, 
‘were $57'» billion and the food 
bill $52'2 billion 


holders 


® “Retail food prices,” Mr. Willis 
said, “have remained fairly stable 
since last January. Instead of go- 
ing up 5% to 10% as top men in 
government predicted last summer, 
food prices have not only remained 
stable but there has been a decline 
on some items.” 

In conclusion, Mr. Willis said 
that while management has done a 
good job in mass production and 


| mass distribution of grocery prod- 


ucts, it must do more in the field 
of public information and educa- 
tion P 

“The encouraging part,” he said, 


“is that the American people are 
in a more receptive mood now than 
ever for information about busi- 
ness, and we must Satisfy this 
newly stimulated appetite of a free 
people for information.” 


® Leo Wolman, professor of eco- 
nomics, Columbia University, told 
the convention that government 
and fiscal policies “are leading 
straight toward the progressive de- 
cline in the value of our money, 
investments and contractual obli- 
gations. 

“However much we tax,” Dr. 
Wolman said, “we shall not arrest 
these trends. The government has 
injected itself more and more 
deeply into the affairs and deci- 
sions of men and business. This is 
a process that has no end. The 
more a government spends, the 
more it has to do and the larger 
and more powerful it becomes. It 
is such a growth of government 
throughout the world that we have 
undertaken to stop. The place to 
stop it is at home.” 


Allan B. Kline, president of 


“This is the way it’s been since selling that statewide 
market of 2'/2 million people through the 
Des Moines Sunday Register!” 


If business could be better where you’ re sitting, listen to this: 


lowa is a bustling, big 42 billion dollar per year double- 
feature market—best by far as a farm market, exceeding by 
far in urban spending such top cities as Philadelphia, Boston 


and San Francisco. 


And such a snap-to-tap market! Single-handed, the Des 
Moines Sunday Register rounds it all up for you... delivers 
all-county coverage on Sunday, the day these busy people 


plan buying for the week. In 


79 out of lowa’s 99 counties 


coverage ranges from 50% to complete domination . . . in 


12 counties more it’s 40% to 


49%. 


. 


At least 21% in the few 


others! All this for a milline rate of only $1.76. 


PACKAGES A STATEWIDE URBAN 
MARKET RANKING AMONG 
AMERICA’S TOP 20 CITIES 


ABC CIRCULATION March 31, 1951: 
Daily, 374,303—Sunday, 540,836 


THE DES MOINES REGISTER ann TRIBUNE 


Gardner Cowles, President 


Represented by: 


Scolaro, Meeker & Scott—New York, Chicago, Detroit, Philadelphio 
Doyle & Hawley—tos Angeles and San Francisco 


Advertising Age, November 19, 1951 


American Farm Bureau Federa- 
tion, pointed to a decline in farm- 
ers’ net income of about 28% be- 
tween 1948 and 1950 as indicative 
of unsettled conditions. “Farmers’ 
net income,” he said, “was $17.8 
billion in 1948. In 1950 it was just 
under $13 billion. During the same 
period, the national income was 
going up 16%.” 


® For the second consecutive year, 
Mrs. Agnes Reasor Olmstead, home 


economics editor of the Atlanta 
Constitution, was awarded a Life 
Line of America trophy for her 


contributions to consumer educa- 
tion on the food industry. The 
award is made annually by GMA 
Edna E. Weston, home editor of 
the Ohio Farmer. won the award 
for promoting new understanding 
of the close relationship between 
local farmers and city buyers 
Kay West of Westinghouse radio 
station KEX, Portland, Ore., won 
the award for her series of broad- 
casts on the story of wheat. 


Johnson & Johnson Plans 
Disney Xmas Telecast 


Johnson & Johnson, New Bruns- 
wick, N. J., will present a special 
Christmas afternoon TV program 
to be produced by Walt Disney. 
Young & Rubicam, New York, 
has not yet cleared network time 
for the show 

The filmed telecast will feature 
famous Disney cartoon characters 
as well as live performers. John- 
son & Johnson's sponsorship will 
be institutional; company offi- 
cials report there will be no prod- 
uct commercials during the hour- 
long show 


Wapsi Co. to Reilly, Brown 
The Wapsi Co., fishing lure and 
tackle manufacturer, has ap- 
pointed Reilly, Brown & Willard, 
Boston, to handle advertising and 
merchandising. Consumer and 
business media, primarily in the 
sporting field, will be used. 


THIS TIME WE TAKE OUR HATS OFF 


TO 
CONTADINA 
TOMATO PASTE 


LAST TIME IT WAS KNOCKED OFF AND TRAMPLED IN 
THE RUSH TO BUY THAT FIRST CAR WE OFFERED. 
NEVER iN 28 YEARS HAD WE SOLD SO MANY CANS 
OF ANY GROCERY ITEM IN SO SHORT A TIME 
STORES THAT THOUGHT THEY MIGHT SELL a Ca’ 
SOLD 2000 AND 3000 CANS AND THE 130.000 CANS 
JUST MELTED 

IT WaS SUCH A SENSATIONAL SALE FOOD BROMERS 
WERE EXCITED DEALERS CO} 
THE TRADE GENERALLY MOST CON 
WE NEVER HAD MORE FUN OR MADE MORE MONEY 
ON & PRODUCT OR SAVED OUR CUSTOMERS SO MUCH. 
ANO THERE ARE STILL LOTS OF PEOPLE WHO DONT 
COUNT TOMATO PASTE ONE OF THEIR REGULAR 
GROCERY ITEMS. THOUGH IT S BEEN IN THE TOP 10 FOR 
YEARS. ITS & MUST WITH THOUSANDS. 


os 
THE PRICE 0 cons 1 
CASE OF %% CANS S10 


ALL YOU WANT THIS Time 
FOR THE 81G SALES ON THE TOF SRaNDS 
vs 


OPEN EVERY NIGHT “TH * 


ESPECIALLY FOR THEM—This od placed 
by Thorofare Super Morkets appeared in 
the Pittsburgh Post Gazette Oct. 18 pro- 
moting Hershal California Fruit Products 
Co.'s Contadina Tomato Paste. Who said 
the days of grocer cooperation are over? 
asks Hershal, which had no foreknowledge 
of the ad 


Smith Buys Barrymore 

A. O. Smith Corp., Milwaukee, 
will sponsor the “Christmas 
Carol,” starring Lionel Barrymore, 
again this year over Mutual. The 
drama will be broadcast Dec. 23 
at 4 p. m., EST. Henri, Hurst & 
McDonald, Chicago, is the agency 


Canadian Agency Names V. P.s 

J. J. Gibbons Ltd., Toronto 
agency, has elected John G. Rus- 
sell and E. T. Saunders v.p.s. and 
directors. 


. 
~ geano PROOUCTS 


“po mut TEAM 


these ‘folks” 
—don't guess 


@ The monthly-audit-reports from the Burgoyne Store 


Panels like the radar screen give you up-to-the-minute 


facts and figures or how your new promotion idea ean 


be expected to work . . . how you stand competitively. 


@ In representative test cities like Charlotte, Syracuse. 


Peoria, Madison, South Bend you ean pretest your new 


product, package, price ... off the shelf sales .. . faets 


your Management will act on! 


® And this research method of Burgoyne’s has been 


pretested for you for years by leading national adver- 


tisers ...a few of which are shown above. 


@ What do you want pretested now? 


Burgoyne rocery & Drug Guba 


FIRST NATIONAL BANK BUILDING °¢ 


CINCINNATI 2 
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er (ype of magazine 


With audited circulations : 
that read like national ie 
census figures . . . with 
more individual titles 

than all other kinds of 
magazines put together .. . 
with an inside track into 
the hearts and minds 

of their readers . . . comics 
books are firmly established 
as a major publishing force. 
This, coupled with 
remarkably low advertising 
rate-per-thousand 
circulation, makes comics 
books a particularly efficient . 
mover of merchandise a 


in the mass market . . . as 


our advertisers have 2 
already learned. We invite we 
you to share their an 
pleasant experience. 

z a8 


National 
Comics 
Croup : 


Represented by 
Richard A. Feldon & Co., Inc. 
205 East 42nd Street 
New York 18, N.Y. 


CHICAGO LOS ANGELES 
SAN FRANCISCO PORTLAND 
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Seattle Men Buy American Vitamin 


Los ANGELES, Nov. 15—Ameri- 
can Vitamin Associates, which 
filed a bankruptcy petition here 
last week (AA, Nov. 12), has 
received U. S. district court ap- 
proval for proposed refinancing. 

The decision gives a group of 
Seattle business men control over 
a new organization, to be known 
as Thyavals Inc., which has an 


initial capitalization of $25,000 and 
additional capital of $100,000. 

Thyavals Inc. is headed by Ar- 
chie Taft and J. Elroy McCaw, 
owners of KING and KING-TV, 
Seattle, and Homer Snowden and 
Lloyd H. Daviscourt. 


@ The court gave the new Thyavals 
organization permission to pro- 


now 16 million | 


5 


cars registered here! 


tourists 


adding 412 million visiting cars to 
South-Southwest market 


your 
this winter! — 


: QD 806 Peachtree St. N.E. Atlanta 5, Ga. 


mote, sell and distribute Thyavals, 
Orvita and Formula 621 on the 
basis of royalties to be paid AVA. 
Royalties will be used to reduce 
liabilities of AVA totaling ap- 
proximately $750,000 against as- 
sets of $350,000. 

It also has an option to buy 51% 
of AVA stock. Thyavals will be 
a management group and handle 
all promotion, with sales super- 
vised by a new sales organization 
which is being formed by George 
S. Johnston Sr., former AVA pres- 
ident. 

Advertising 
through Craig 


will be placed 
Muadsley Adver- 
tisement Agency, Seattle. Frank 
Miller, erstwhile Counsellors 
Agency head, and ex-Schwimmer 
& Scott v. p., will become the ac- 
count executive, with offices in 
Hollywood. 

The new organization will pull 
in its horns and confine distribu- 
tion to the 11 western states. A 
gradually expanding ad program 
will begin with sponsorship of 
“Dude Ranch” on KLAC-TV, Los 
Angeles, beginning Nov, 25. 
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‘Jersey Journal's’ 
Newhouse Purchases 
‘Jersey Observer’ 


Jersey City, Nov. 
Newhouse, publisher of newspa- 
pers in four states, today pur- 
chased the good will, feature con- 
tracts and circulation of the Jer- 
sey Observer. On Oct. 17, 
Newhouse became sole owner of 


15—S. I.} 


Mr. | 


the Jersey Journal (AA, Oct. 22).| 


The Jersey Journal, including 
all features and news services of 


} 
| 


the Jersey Observer, will begin ex- | 
panded operation in Hudson Coun- | 


ty Monday. The Observer publish- 
es its final edition Saturday. 

In a front-page announcement 
today, over the signatures of Fred 
E. Siede, publisher, and Elizabeth 
Fagan, co-publisher, the Observer 
announced its suspension after an 
uninterrupted daily publication of 
5S years. 


8 “Since 1939,” the announcement 
said, “the cost of our newsprint 


Never before have you had such 
an opportunity to sell 

interior design products 

and materials to the world’s 
largest architectural audience— 
27,241 architectural design 


DRAFTSMEN 


tural practice . . 


In 1951, 99° 


interior design data 


ming Survey—Fall, 1951. 


Interior and exterior design are inseparable in modern architec- 
. a fact which makes it imperative that archi- 
tectural team members have all the data on products and materials 
which must be purchased to complete the interiors of buildings: 


Today, 90° of the nation’s architectural firms offer 
their clients interior design services—from the Ameri- 
can Institute of Architects “Survey of the Architectural 
Profession”—published in Fall, 1951. 
of architectural firms with interior de- 
signs on the boards, participate in the selection or 
specification of interior design products and materials 
—from Progressive Architecture’s Editorial Program- 


To meet the needs of its architectural audience, PROGRESSIVE 
ARCHITECTURE, beginning in January, will expand its cover- 
age of architectural interior design with an 8-page editorial sec- 
tion. These additional pages will be devoted each month to a 
discussion of the Problems of the Design of Interiors and to the 
Selection of Products, Equipment, Finishing Materials, and Fur- 


nishings that compose the interior—from the architect’s point 


of view. 


and specification team members. 


Call in your PROGRESSIVE ARCHITECTURE representative 
right away. He will gladly supply you with a complete list of com- 
ments from architects regarding the type of interior design data 


they need. Act now . 


. . tell your product story in the only archi- 


tectural magazine with an editorial section aimed specifically at 
architectural needs in the interior design field. 


progressive 


330 West 42nd Street, New York 18, N.Y. 


REINHOLD PUBLISHING CORPORATION 
. 
architecture 


CHICAGO 
CLEVELAND 
SAN FRANCISCO 


LOS ANGELES 


| the 


has risen from $48 a ton to the 
present price of $116 a ton, with 
further price rises almost certain 
to come. In the same period, pay- 
rolls have risen from $600,000 
yearly to $1,100,000, with other 
costs rising proportionately. To 
meet this enormous increase in 
costs we have raised our subscrip- 
tion and advertising rates to a point 
where further increases would 
be unjustly burdensome. Since 
further rises in our costs are 
threatened and since our competi- 
tive problem continues to impose 
additional burdens, we face a road 
that can no longer be traveled. 
“It has therefore been decided 
to discontinue publication before 
encroaching economic diffi- 
culties wipe out the whole of our 
investment and equity.” 


@ The Observer's plant, including 
all printing machinery and de- 
livery equipment, will be sold and 
bids will be received until Dec. 15. 

The new, expanded Jersey Jour- 
nal, Mr. Newhouse said, will aim 
at a circulation of 100,000, which 
will make it the second largest 
evening newspaper in New Jer- 
sey. Only the Newark Star-Led- 
ger, a morning newspaper, also 
owned by Mr. Newhouse, has a 
larger circulation in the state. Net 
paid circulation of the Observer, 
according to the latest Audit Bu- 
reau of Circulations report, is 46,- 
070, and the same source reports 
the Journal’s net paid circulation 
as 51,228. 

Most of the advertising staff of 
the Observer will join the Journal, 
AA was told. 

Advertising contracts for some 
Observer advertisers will be taken 
over by the Journal, it was said, 
but in most instances national ads 
carried by the Observer were also 
carried by the Journal. 

The purchase price of the Ob- 
server was not disclosed and no- 
body in authority on either paper 
would comment. 


Discount House 
Sues Sunbeam in 
Anti-Trust Suit 


New York, Nov. 15—In what 
is reportedly the first action of its 
kind, Masters Inc., local “appli- 
ance department store,” has 
filed suit against the Sunbeam 
Corp. and eight New York dis- 
tributor co-defendants, charging 
that Sunbeam’s “voluntary univer- 
sal contract system” is a viola- 
tion of the anti-trust law. 

This action comes on the heels 
of Sunbeam’s $6,000,000 treble 
damage suit filed against R. H. 
Macy & Co., also charging re- 
straint of trade (AA, Nov. 5)— 
this time on the part of the re- 
tailer. 

The complaint charges that 
Sunbeam’s universal contract sys- 
tem, under which its recognized 
distributors agreed to sell Sun- 
beam products only to retailers 
who abide by Sunbeam’s retail 
fair trade contract, is a “combina- 
tion and conspiracy in violation 
of section one of the Sherman 
Anti-Trust Act.” 

The plaintiff asks that the con- 
tract between Sunbeam and its 
distributors be adjudged illegal, 
and requests $75,000 for treble 
damages. 


‘Service Management Bows 
Service Management, devoted to 
the business side of the radio-tele- 
vision service field, described as 
a $1 billion market, published its 
first issue in October. Circulation 
includes distribution to 20,000 
service establishments and 1,250 
jobbers. Editorial and advertising 
offices are at 501 Fifth Ave., New 
York. Paul H. Wendel, well known 
in the industry through his work 
for the Lecture Bureau Publishing 
Co., is editor and publisher. John 
Iraci is advertising manager, and 
Lee B. Weyburn, Chicago, is mid- 


| western advertising representative. 
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THE VOICE, WITH ITS SPECIAL EXPRESSIVENESS... 


In Priscilla Mullins’ day, white things came 
out dingier even with rinsing, and people who 
inhaled were seized with paroxysms of coughing. 
In her day if nature wasn’t always right, it was 
just tough. But even in Plymouth colony, the Pil- 
grim Fathers (and, obviously, the daughters) 
knew that people sell better than parchment. 
What more proof than Priscilla’s advice to John 
Alden: “Why don’t you speak for yourself, 


John?” 


The point is, when you want to sell something, 
the best way is to speak up about it. And only 
network radio makes it possible to speak up to a 
truly national audience. 


NBC Radio Network oovww iw 


CAN HASTEN A PILGRIM’S PROGRESSIVENESS 


Priscilla and her pilgrim friends remind us 
of Thanksgiving. Thanksgiving reminds us of 
Christmas selling. And Christmas selling re- 
minds us of the way you can use NBC radio to 
boost your sales this season. This year you can 
use network radio as a seasonal medium. Under 
our new plan, you can use anything from a one- 
shot to a saturation campaign. It’s not too late 
either. If you call us today, we can have you on 
NBC coast-to-coast in 3 days. Call us today and 


hear the whole story. 


If you speak for yourself on NBC Radio, 
you'll convince a lot more Priscillas...a lot more 
Johns, too. 
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Dermot Williams Promoted 

Dermot A. Williams, account ex- 
ecutive, has been promoted to as- 
sistant manager of Stewart-Bow- 
man-Macpherson, Edmonton, Al- 
berta, agency. 


E. A. Dreher Elected V. P. 

E. A. (Hap) Dreher, who has 
been with the company since 1945, 
has been elected v.p. of Monroe 
F. Dreher Advertising, New York 


WBTM Promotes Gardner 

WBTM, Danville, Va., has pro- 
moted Edward G. Gardner, treas- 
urer, to v.p. and acting general 
manager to succeed Sanford W. 
Guyer, who has resigned 


Genuine Radio to Mirel 


Genuine Radio & Refrigerator 
Co. has named Jules Mirel Adver- 


tising, New York, to handle 


account 


its 


e FREE-LANCE COPY by a Copy Chief 


For top-level planning and writing, bring your copy problem to the cre- 
ator of major campaigns for national advertisers in more than a dozen 


industries. All media 
mail. Also sales promotion, 
including films and pres- 
entations. Write or phone: 


television, magazines, newspapers, radio, direct 


MOULTON H. FARNHAM 
420 LEXINGTON AVENUE 
YORK 17, N. Y 


Phone: LExington 2.0880 
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Ideas Are Key to U. S. Greatness, 
Harper Tells Detroit Adcraft Club 


Detroit, Noy. 14—*“To get at the 
vital role of advertising in Ameri- 
ca it is necessary to recognize that 
America’s ideas are the key to 
America’s unique greatness among 
all the societies of history,” ac- 
cording to Marion Harper Jr., 
president of McCann-Erickson Inc 

In a talk before the Adcraft Club 
of Detroit, Mr. Harper said that 
“when you compare the lot of peo- 
ple here with that of the people 
in Russia, for instance, it is clearly 
not advantages which we have 
either in natural resources or in 


manpower which account for the 
difference in result for the individ- 
ual. 

“It is a difference in ideas,” he 
contended, “and in freedom to 
have them, use them, accept them 
or reject them. It is the wide open 
competition of ideas in this country 
which is the key to its success.” 


® According to Mr. Harper's rea- 
soning, if freedom of choice is es- 
sential to enlightened and success- 


ful living, then competition be- 
tween ideas offered for choice is 


“They spend the most 


where the most 1s spent” 


82°% 


ey ; ”» 
“ Ind if 1 may say so, sir, you've made me very happy, too. 


of THE NEW yorKER’s U.S. circulation is concentrated in the 41 trading areas 


where most of the retail dollars are spent. To give you an idea: These 41 areas 


dominate the 30 states where 91% of the nation’s jewelry business is done. 


This explains why THE NEW YORKER 
carries more jewelry advertising than 


anv other magazine. It is profitable 


THE 


EW YORKER 


No. 25 WEST 43x0 STREET 


NEW YORK, 18, N. Y. 


to cultivate NEW YORKER subscribers. 


They spend the most where the most is spent. 


SELLS THE PEOPLE 


OTHER PEOPLE FOLLOW 


essential also. 

“The basic function of advertis- 
ing in this country has been and 
must always be to keep the 
fact of competition for people's 
choice alive and vigorous,” he as- 
serted. 

“The function of competition, 
from business's side of the medal, 
is nothing more or than the 
function of free elections from the 
people’s side. 


less 


@ “And advertising is the constant 
and continuous process of present- 
ing the competitive choices to the 
choosers. 

“When ideas for human better- 
ment know they must compete to 
succeed, then the improvement of 
those ideas is pretty automatic. It 
is advertising’s privilege and pur- 
pose to keep the sharp prongs of 
competition under the men who 
decide what and how good are the 
merchandise and services from 


which the American people will 
choose.” 

Mr. Harper argued that, in the 
final analysis, all business is 
transacted in the human mind 
and that people really buy only 
ideas, not things 
@ In pursuing this line he con- 
tended: 

1. Ideas are what sellers must 
sell 

2. Ideas are what line the 


shelves of our pantries and refrig- 
erators 

3. Ideas are what people brush 
their teeth with, shave with, bathe 
with and dress in 

4. Ideas are what one eats and 
where young people go to college. 

5. An idea is whom you marry 
and what vou decide to do to earn 
a living 

6. Ideas are the clinchers to hu- 


man decision—and so the deter- 
minants of human action 
Mr. Harper asserted that the 


function of advertising, basically 
and unendingly, is simply to keep 
alive the competition of ideas de- 
veloped by business in the minds 
of the people who make the de- 
cisions as to which ideas they'll 
buy and live with 


S. C. Johnson Signs MBS 
for Four Programs a Day 
S. Johnson & Son, Racine, 
Wis., has signed with Mutual 
Broadcasting System to sponsor 
four news shows daily over the 
full network, through Needham, 
Louis & Brorby 

Neither client, agency nor the 
network will comment on the pur- 
chase, one of the largest network 
time buys in recent months. Offi- 
cial confirmation of the purchase 
and the reasons behind it probably 
will be withheld until a Johnson 
sales meeting late this month 


Hinch Joins Kelley Ltd. 

Gordon Hinch, formerly 
the media department of 
Gibbons Ltd., Toronto agency, has 
been appointed space buyer of 
Russell T. Kelley Ltd., Hamilton, 
Ont., agency. 


with 
J 


SOWBELLY 
& POT-LICKER 


That's what we like about the South! 


"'Sumpin’’ else we like down South is 
fishing and hunting oll year ‘round! 
(7,500,000 licenses sold!) Read by out- 
door sportsmen, and families (and 
Northerners interested in Southern 
sports) is OUTDOOR SPORTSMAN 
Over 104,000 circulation; each copy 
read by four or more. A PROVED 
medium for sporting goods, mer- 
chandise with male appec!, and mail 
order 

Write for sample copy, rates, results date! 

“Repeat ad in next 12 issues,” 
wrote a HAPPY advertiser 


Outdoor Sportsman 


PULLS LIKE A PIKE 
Dept. A-6, Little Rock, Arkansas 
REPRESENTATIVES: Prendergast & Mine- 
hon, 168 N. Michigan, Chicoge Reps., Inc., 
114 E. $7th, W.Y.C. 
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SALEs at the factory grow today 
as plans are based on conditions 
at the retail level. With little per- 
sonal selling by retailers, the crit- 
ical phase of sales work has moved 
beyond the store and into the 
home. 

Today’s advertising job is to 
sell the consumer before she goes 
to the store. Advertising which 
is run to influence the retailer im- 
presses him only when it impresses 
his customers. 

To get retailers to take on your 
line—and to keep it in the face 
of competitive claims for his 
space and time—your advertising 
must be used to build a consumer 


franchise that will produce for 


a 


| 


ey 


your brand an important share 
of the day-in, day-out buying of 
consumers. 

From first-hand experience in 
working with manufacturers and 
retailers the Chicago Tribune 
has developed a sound procedure 
that successfully builds sales 
volume and a strong brand 
position. 

It will enable you to turn to 
your advantage the trend to fewer 
brands per product class per store 
and the increasing reliance on self 
service in retailing. 

It starts with the retailer's 
own need for higher volume and 
faster turnover. And, because it 


does, it gets his active support. 


Successful in getting support from retailers 


because it gets response from consumers— 


THE CHICAGO TRIBUNE 
CONSUMER-FRANCHISE PLAN 


You can use this consumer- 
franchise plan to secure larger or- 
ders and better store display. 
With it your staff can sell more 
and earn more. 

Pointed for immediate sales, 
it calls for no special prices, dis- 
counts or deals. Successfully used 
in Chicago, it is readily applica- 
ble in other markets. It works 
for big units as well as for pack- 
aged goods. 

Why not decide now to learn 
how you can put the plan to 
work for you. A Tribune repre- 
sentative will be glad to talk to 
you. Ask him to call. Do it now 
while the matter is fresh in your 


mind. 


pat 


| Chi Crib 
i} THE WORLD'S GREATEST NEWSPAPER 
) CHICAGO TRIBUNE REPRESENTATIVES: 
Chicago New York City Detroit San Francisco Los Angeles 
A. W. Dreier E. P. Struhsacker W. E. Bates Fitzpatrick & Chamberlin Fitzpatrick & Chamberlin 
1333 Tribune Tower 220 E. 42nd St. Penobscot Bidg. 155 Montgomery St. 1127 Wilshire Bivd. 
MEMBER: FIRST 3 MARKETS GROUP AND METROPOLITAN SUNDAY NEWSPAPERS, INC. 
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WISN Promotes Joe Sergio 
WISN, Milwaukee, owned and 
operated by Hearst Radio Inc., 
has promoted Joseph Sergio, chief 
accountant, to business manager 


22 MQNUMENT SQUARE 
PORTLAND, MAINE 


told the group that foam latex, 
now being stockpiled by the gov- 
ernment, would probably be avail- 
able in 1952. Other spokesmen re- 
ported that the cotton and ticking 
supply should be adequate, too. 
It is interesting to note that even 
B tB d ts though the important steel supply 
oos u ge picture is almost bleak, manufac- 
turers in general are planning in- 
(Continued from Page 1) creased advertising budgets. Here 
Reports on other supplies for the is what a quick check by AA 
industry seemed to be more favor- shows: 
‘able. One government spokesman Restonic Corp., 


Steel Is Short 
But Bed Makers 


Chicago, is mak- 
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ing plans to increase its trade pub- | 


lication budget 100%. Several of 
its local factories have already 


planned large advertising sched- 
ules at a local level, Jesse Gorov 
Co., Chicago, is the agency. 


® Sylcon Management Assn., Chi- 
cago, through Lauesen & Salomon 
here, is planning to expand its 
advertising by using a greater 
number of publications both in the 
magazine and trade groups. The 
company’s local factories also plan 


nor the magazine read by 
more boys 10 fo 17 than 


“the national magazine for boys” 
Published by The Boy Scouts of America 


To reach a Boy's Mind 
There is no substitute 
for a BOY'S Magazine, 


any other magazine in America. 


to increase advertising 

Serta Associates Inc., Chicago, 
whose agency is A. Martin Roth- 
bardt Inc., will use 23 national 
magazines (large space in color) 
as part of its new campaign in 
1952. Thirty-seven of the com- 
pany’s local factories are planning 
an intensified campaign using 
newspapers, magazine sections, 
dio, TV and outdoor posters. 

Burton Dixie Corp., Chicago, is 
another company that is “not pull- 
ing in its horns” because of the 
supply situation. Plans have al- 
ready been made to increase the 
1952 advertising budget. However 
the new schedule will be drawn up 
on a quarterly basis rather than 
a full schedule to “see what hap- 
pens in °52.” Renewals of radio 
and TV advertising are also in- 
cluded in the schedule. Turner Ad- 
vertising Agency here is the agen- 
cy 

A. Brandwein & Co., Chicago, 
through W. B. Doner & Co., plans 
to increase trade publication ad- 
vertising 25%. The schedule also 
calls for more newspaper as well 
as radio advertising for the coming 
year. 

Sealy Inc., Chicago, is in the 
process of making up a greatly ex- 
panded budget which wil] include 
an increased appropriation for TV 


Ta- 


® A spokesman for the bedding as- 
sociation, however, didn’t think 
these expanded budgets would 
hold up. His view that the 
individual manufacturers weren't 
very interested in increasing ad- 
vertising schedules with the supply 
situation as it is today. He felt 
that, with supply shortages cutting 
into production and little hope for 
relief before the last quarter of 
1952, advertisers were going to go 
into advertising more cautiously 

J.C. Feldman, president of New 
England Bedding Co., Medford, 
Mass., was elected president of the 
association. Other officers elected 
to serve the group during 1952 are 
Edward Bronstien, United States 
Bedding Co., St. Paul, v.p., and 
Ralph M. Quinn, Kentucky Sani- 
tary Bedding Co., Louisville, treas- 
urer 


Was 


@ James Michelbach, president of 
Frank Michelbach Inc., Alexan- 
dria, Va., was presented the Sleep 
Show national award for 1951 at 
the 36th annual convention of the 
National Assn. of Bedding Manu- 
facturers here 

The selection of the award win- 
ner for this annual bedding retail! 
group event is based on the con- 
duct and success of the individual 
promotion. Facilities available are 
taken into consideration so that a 
store of any size may be a winner 

The 1952 Sleep Show has been 
scheduled for April 14-26 


FC&B Names E. F. Braden 
Merchandising Head in N.Y. 


Everett F. Braden, 
sales and promotion manager of 
the John G. Paton Co., has been 
named director of merchandising 
of the New York office of Foote, 
Cone & Belding. For the past 22 
years Mr. Braden has been asso- 
ciated with advertising and mer- 
chandising in the grocery field 

He has been with Kroger Co., 


formerls 


Detroit, Stop-and-Shop Food 
Stores, Boston, and J. R. Poole 
Co., New York 


Ss. 


ENGINE Excess Cement Removed By Rubbing 
With The Fingers 
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If you want to sell more FOOD 


the Pacific Coast...use Suis 
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ALL MAGAZINES 
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| = ramities have the habit of — read in Sunset... of this magazine's 
getting their food ideas from their unmatched influence with food deal- 
own regional magazine ...the maga- — ers and distributors throughout the 
zine they live by! So more and more — Western region. 
food advertisers have come to depend Sunset is the only medium with 
on Sunset for concentrated, regional — which you can reach best-prospect 
selling in the rewarding Western families in every Western community 
market. ...and merchandise with every broker, 
Behind the figures on food adver- distributor, salesman and retail outlet 
tising printed here there’s a human — on the Pacific Coast! 
story which explains them... Whatever you want the West to 
It’s the story of Sunsers unique buy in food stores, advertise it in 
and specialized food service for the Sunset. The families who believe in 
West ... of the confidence Western this magazine will believe in your 
housewives have in everything they product, too! 


A HALF-MILLION WESTERN FAMILIES 
BELIEVE IN, LIVE BY, AND BUY FROM 
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{All figures given above 
from Publishers 
Information Bureau) 


THE MAGAZINE OF WESTERN LIVING 
LANE PUBLISHING CO. + MENLO PARK, CALIFORNIA 
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Survey among media men proves HOLIDAY 
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/ appeal and growing advertising impact! oe 


executives proves HOLIDAY 


Survey among business 


xecutives, @ cross- 
ers, listed Holiday 


all magazines! 
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‘THE DECEMBER ISSUE—> 
biggest in HOLIDAY history 
in linage and revenue! 
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A new high in ad revenue! Year after year 
Holiday grows by leaps and bounds. 1951 
topped all previous records with more than 
$4,320,000 advertising revenue. The $600,000 
Christmas issue is the biggest in Holiday’s 
history. Fourth-quarter revenue is up 22 per 
cent over 1950! 

A new record in linage! 1951 was also Holiday’s 
top year in linage. The fourth quarter was 


up 155 columns over 1950—climaxed by the 


We’ve just had the biggest month... the biggest fourth 
quarter... the biggest advertising year on record! 


huge, record-breaking December issue! 


The secret’s in HOLIDAY’s pleasure appeal! Yes, 
there’s a good reason why Holiday has been 
called the hottest monthly — and why adver- 
tisers have been backing that statement with 
dollars! It’s the Holiday pleasure appeal—the 
appeal that puts Holiday’s more than three- 
quarter million families in a mood to buy! 


And, remember, those Holiday families are 


the most responsive in America! 


and Preasure means Business! 
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Putting Advertising in Proper Focus 

Simon A. Halpern, an agency man for 25 years and former creative 
head of Lord & Thomas as well as copy chief of William H. Weintraub 
& Co., is now president of Pres-A-Lite Corp., an up-and-coming 
manufacturing, company, and a prominent user of advertising. 

In a conversation with an AA reporter last week, he said some 
things that deserve repetition. “Years ago, when I was creative head 
of L&T, I remember making a speech to the staff in which I said 
something like this,” he recalled 

“No matter how appealing your consumer advertising may be— 
it is the dealer who can make or break your campaign. You cannot 
succeed without his support. So plan your campaign around the dealer 
Consider his problems. Anticipate his needs. Remember, he is a very 
busy man, with little time for correspondence 

“Your dealer sales helps should encompass every phase of store 
@#romotion—newspaper mats, radio spots (and TV, today), counter 
and window displays, mailing inserts, even sales instruction sheets 
for his sales staff and the store’s ad department 

“Be more than a copywriter—be a business man and your cam- 
paigns will achieve the best results.” 

He added a couple of words which will probably annoy some of his 
former co-workers in agency vineyards: “Agencies seldom know one- 
fifth what the manufacturer knows about his problems,” and “agen- 
cies must rightfully shoulder the blame in most cases where sales 
slump off. Agencies must remember that the advertisement itself is 
the least important thing; what really counts is, ‘Where you go from 
there, merchandising-wise.’ ” 

We like that last statement, because, even though it may be a bit 
on the strong side, it demonstrates again that advertisers who have 
sense think of advertising as an integral part of a well-rounded pro- 
motion, not as a thing apart 

But we're not so sure that agencies must “rightfully” shoulder the 
We are perfectly willing to have the 
blame placed on agency shoulders if they have been (a) given all the 


blame for most sales slumps 


facts which enable them to make an intelligent sales decision, and (b) 
their judgment has been followed 

These are two important “ifs.” And in altogether too many cases, 
failure of a campaign cannot properly be placed at the door of an 
agency because these two “ifs” have not been met. Too often still, 
the advertiser expects his agency to work with too limited a knowl- 
edge of the sales facts, and too often he is unwilling to accept the 


recommendations for meeting those facts made by the agency 


Another Lesson in Public Relations 
Last week ADVERTISING AGE reported the extremely interesting story 
of efforts—apparently unsuccessful—of representatives of direct sell- 
ing companies to induce Green River, Wyo., to repeal its famous Or- 
the River 
house selling, except upon invitation, and which has served as the 


dinance 175 “Green ordinance’—which bans house-to- 
model for countless other ordinances, whose legality was upheld by 
the Supreme Court this spring 

The idea of getting Green River to repeal its ordinance was an in- 
triguing one, but if the Green River Star's report of the negotiations 
is accurate—and apparently it is—the direct selling representatives 
made a ridiculous political and public relations mistake, first in get- 
ting the Union Pacific Railroad to support the move for repeal (which 
support was subsequently withdrawn), and secondly in basing much 
of their case on national publicity for Green River and assistance to 
a number of national companies 

If their case had properly and carefully been built around benefits 
and advantages to the citizens of Green River, perhaps the results 


would have been different 


Advertising Age, November 19, 1951 


—Elecirical Merchandising 


"V-e-+-y educational.” 


What They're Saying 


Visual Merchandising Boom 

The cost of getting customers 
into the store has increased. News- 
paper space rationing and current 
| higher rates of newspaper, radio, 
TV, direct mail and other media 
have increased the importance of 
store displays. 

There are several important 
communities where store use of 
newspaper space has been cut due 
to rationing. There are many 
places where newspaper rates 
have skyrocketed. Store windows 
and interior store displays remain 
the one advertising vehicle over 
which the store has complete poli- 
cy, financial and space rationing 
control. 

Display space has therefore in- 
creased in store promotion impor- 
tance with more store heads, mer- 
chandise managers, buyers, etc., 
paying increased attention to this 
sales arm. 

Newspapers, traditionally, have 
been the typical store’s most im- 
portant and most used medium. 
Newspapers hold this position and 
unquestionably will for a long 
time to come. 

Yet, in the past 11 years, we've 
seen stores spending a much small- 
er percentage of their promotion 
dollar in this medium, a drop from 
64¢ to 53¢. During this same time 
we've seen store display use grow 

| from 13¢ to 17¢. 

Obviously, there is a reason for 
this. 
newspapers less, but are aware of 
the value of visual merchandising 
more. 

Immediately ahead, visual mer- 
chandising has its greatest oppor- 
tunity. Instead of talking to lim- 
ited street audiences or to internal 
store traffic, the visual merchan- 
dising manager can reach un- 
told thousands of people through 
television. Just as radio can be 

| called publicity on a wholesale 
scale, TV becomes visual merchan- 
dising on a wholesale basis. TV 
demonstrating and selling is made 
to order for the visual merchandis- 
|}ing manager who combines his 
| talents with the advertising man- 
| ager and the radio station 


—Howard P. Abrahams, manager, 
sales promotion division and visual 
merchandising group, National Retail 
Dry Goods Assn., in recently-pub- 
lished NRDGA Display Manual 


| 
\‘The Business Press 
| Means This to Me’ 
There is no clearer mirror of the 
complexion of business than that 


| great and influential and patriotic | 


It is not that retailers love! 


group of service publications we 
have come to identify as “The 
| Business Press” 

I have no hesitancy in saying 
that, without the inspiration of the 
|} business press and without the 
| valiant guidance and leadership 
| business publishers supply, it is 
conceivable that business could 
have been much less of a force for 
progress in the past than it has 
been. The freedom of the business 
press to lead and to criticize is as 
much a part of our American heri- 
tage as is the freedom of the daily 
press 

Over the years, I have come to 
appreciate the importance of busi- 
ness media as reflectors and cre- 
ators of opinion. Business papers 
and magazines provide a means of 
communication vital to the inter- 


play among industry, science, fi- 
nance, distribution and govern- 
ment 


To date, except for a few in- 
stances, the business press has 
been sympathetic to the great 
tasks facing those charged with 
planning and executing our mobil- 
ization and stabilization efforts 
The business press has performed 
with distinction in keeping pro- 
duction goals ever visible for in- 
dustry, while at the same time act- 
ing as industry’s advocate in pre- 
senting practical views to govern- 
ment agencies concerned with pro- 
| duction of defense goods, plant ex- 
pansion and diversion of critical 
materials from civilian items to 
military goods... 

On the stabilization side, how- 
ever, many avenues of coopera- 
tion still merit exploration. It is 
here that the business publisher 
can be of great assistance, both to 
business and to those charged with 
the heavy responsibility of doing 
all possible to maintain the value 
and the sturdiness of the Ameri- 
can dollar... 

It is in this field that I feel the 
American business press has an 
important responsibility as a cata- 
lyst to bring together, in a working 
team, the energies of business, 
consumer and government. When 
the business press takes the lead| 
in this endeavor, it will mean to 
me that the business press is still 
the potent prod I found it to be 
the Chamber of Commerce of the) 
during my tenure as president of} 
United States. 


—Eric Johnston, Administrator, Eco- 
nomic Stabilization Agency, in a 
new series on “What the Business 


Press Means to Me,” published by 
National Business Publications. ' 


jas happy 


| Rough Proofs 


The ABP has suggested a set of 
agency acknowledgment forms to 
its members, and very appropri- 
ately the color selected for hand- 
ling cancelations is blue 

* 

The Old Professor says he sees 
Wall Street Journal is’ using 
“mfgr.” as an abbreviation for 
“manufacturer” in its promo- 
tion ads, and he supposes this is 
a new form of unsimplified spell- 
ling 

e 

It’s always encouraging to ad- 
men to find that when an old prac- 
titioner like Simon Halpern starts 
in business for himself, his ideas 
work as well when he’s spending 
his own money as they did for his 
clients. 

- 

Just about the time direct mail 
advertisers were discouraged be- 
cause of the new postal rates, a 
mail order offer to double return 
postcard percentages bobs up 

. 

“Is there anything like home 
cooking?” asks Household Maga- 
zine. 

Some young husbands reluctant- 
ly admit that the are all 
against it. 


odds 


e 
Just about the time the indus- 
try has shifted from mechanical 
to automatic transmissions, the 
Brookings Institute says the auto 
has shifted from a luxury to a 
necessity 
e 
Midwestern college football be- 
ing what it is, partisans of the 
Fighting Illini are probably just 
that Michigan State's 
eleven isn’t eligible for a trip to 
the Rose Bowl. 
e 
Odorout is a new domestic ozone 
lamp which Westinghouse says de- 
stroys odors electronically, but lots 
of consumers hope it won't dis- 
turb such ingratiating aromas as 


those of a sizzling steak or hot 
pumpkin pie. 
a 
Statesmen who keep landing 


jobs are successful promoters of 
ideas, and so it’s not too much of 
a surprise to see that Pathfinder 
labeled its cover picture of Win- 
ston Churchill, “Portrait of a 
Salesman.” 

Promotion is useless unless the 
product is really good, says P. J 
Stomberg, but many of the most 
enthusiastic customers of the cos- 
metics houses keep hoping it ain't 
necessarily so. 

e 

McGraw-Hill says business pa- 
per advertising is mechanized sell- 
ing, and fortunately this is one 
kind of business machinery that is 
neither rationed nor controljed. 

. 

Scholastic Magazines’ posters in 
Latin promoting a tie-in with 
MGM's “Quo Vadis” may reveal 
whether interest in dead languages 
on the part of high school students 
is really as dead as has been al- 
leged. 

7 

“Present salary $10,000, but my 
wife needs more money,” says an 
adman looking for a new job. 

Better get one that has an es- 
calator clause. 

Copy Cus. 
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In the first 10 months of 1951 4 
The Philadelphia Inquiver = 
published 30.000.000 2 
lines of advertising 


This is a lead of more than 5,100,000 lines over the see- 
; ; ond paper—and is the largest volume ever published See 


by any Philadelphia newspaper in any similar period. 


in Philadelphia. The Inquirer is FIRST ™ a 
in National—Retail—Classified 
and Total Advertising 


Source: Media Records men as 


Now in its 1%th 
Consecutive Year of Total 
Advertising Leadership 

in Philadelphia! 


ye 


| Che Philadelphia Pnguirer 


| Philadelphia Prefers The Inquirer 


Exclusive Advertising Representatives: ROBERT T. DEVLIN, JR., Empire State Bidg., N. Y. C., Longacre 5-5232; EDWARD J. LYNCH, 20 N. Wacker Drive, Chicago, Andover 3-6270; GEORGE S$. DIX, Penobscot 
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individuals. We oppose statism and totalitarianism in all forms. We 
believe we can best support freedom by printing facts without 
- bias, because we think that all the facts are on the side of freedom. 
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Ekco Products Buys 
Minute Mop Co. 


Cuicaco, Nov. 13—As part of its 


L, 0 l l, 6 87 
expansion and diversification pol- 


icy, Ekco Products Co., Chicago, 
purchased the assets of Minute 
Mop Co. here, maker of sponge 
mops, and Minute Mop Co. of Can- 
ada last week. | 


Ekco President Benjamin A.} 

Ragir said that the Minute Mop| 
products were complementary to 

You can sell 1,011,687 Elks — 

men with class incomes at the 

mass rate of $5 a line 


the Ekco houseware items and 
would be sold through the regular 
In 


sales force of the company 
Ekco has not decided whether 


Minute Mop advertising will con- 
tinue through Guenther-Bradford 
& Co. here or through Earle Ludgin 
& Co., the Ekco agency 


D'Arcy Sets Up PR Dept. 

The Cleveland office of D'Arcy 
Advertising has set up a_ public} 
relations department, with Mark | 
Finley, formerly a West Coast ra-| 
dio and newspaper man, appointed | 
head of the new division. 


Ettinger Expands PR Service 

Ettinger Co., Hollywood, has an- 
nounced the expansion of publicity 
services to include Great Britain 
with the signing of an agreement | 
with the English publicity concern | 
of Mullaly & Warner, London 


Morse Appointed PR Head 

F. Whitton Morse has been ap-| 
pointed head of the public rela- 
tions department of Cabell-Eanes, | 
Richmond, advertising and public | 
relations agency. 


Bank Sponsors Radio Show 


| 
a Bank of America, Los Angeles, 
has signed to sponsor a daily musi- 


New York + Chicago * Detroit - Los Angeles 


on KMPC, Los Angeles. 


Advertising Age, November 19, 1951 


Getting Personal 


A new series of Christmas cards appearing in Cincinnati shops are 
signed by Jack Frost himself. Pencil sketches—lithographed—of 
Cincinnati scenes, they’re the work of the Cincinnati artist now 
handling sales promotion for Frederick W. Ziv Co... 

Ford Motor Co.’s director of publications, William D. Kennedy, 
editor-in-chief of “Ford Times” and “Lincoln-Mercury Times,” 
has been granted a leave of absence to serve as consultant to the 
government’s Psychological Strategy Board in Washington... 

W. J. J. Butler, director of advertising, Toronto Globe & Mail, has 
just returned from a trip to England and the continent . .. C. Russell 
Noyes, ad manager of the Phoenix Mutual Life Insurance Co., Hart- 
ford, has been elected Ist v.p. of the local Kiwanis Club... The West 
Hartford Chamber of Commerce will fete J. C. Penney, founder of 
the J. C. Penney chain stores, at its annual banquet Nov. 28... 


PROFESSIONAL JAILBIRDS—When the United Fund of New Brunswick, N. J., began 
its $485,000 drive, public relations chairman George A. Kellogg, v.p. in charge 
of advertising and promotion for Ethicon Suture Laboratories, decided to line up 
some joilbirds whom the public could bail out through ao UF contribution. In uniform, 
the ‘‘gang,”’ composed of busi and professional men, looked good enough for 
a TV appearance on “We the People.” Honest citizen Kellogg (left center) is shown 
giving last-minute telecast instructions to the “convicts,” who include: Dr. William 
E. Bunney (fourth from left rear), v.p. in charge of the manufacturing and research 
laboratories, E. R. Squibb & Son; William J. Walters (fifth from left, rear), retired 


cal program, 8:30-9:25 p.m., PST, | 
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p t of Johnson & Johnson Internationol; and Dr. Mason W. Gross (first ot 
left rear), provost of Rutgers University. 


Joseph B. Hall, president of Kroger Co., Cincinnati, has been ap- 
pointed a trustee of Ohio University, Athens, O ...Vernon R. Chur- 
chill, promotion manager and assistant to the publisher of the Port- 
land Journal, has been named to the advisory council of Junior 


Achievement, Portland, Ore. Appointed at the same time was 
Lawrence C. Mann, president and manager of Portland Printing 
House. .. 


Friends of Carl Dipman, editor of The Progressive Grocer, held 
a dinner Nov. 11, honoring Carl’s 30 years of service to the food 
trades...Norm Fenichel, formerly with Travel magazine, is now 
assistant to the executive secretary of the National Industrial Ad- 
vertisers Assn. .. 


DONORS—This is the first contingent of more than 350 National Broadcasting Co. 

employes who have pledged a pint of blood to the Red Cross drive. Around the table 

talking to nurse Venora Major ore Sylvester (Pat) J. Weaver Jr., v.p. in charge of 

television, and Robert Montgomery, actor and NBC-TV executive producer. Behind 

them, four Purple Heart World War II veterans are (left to right) Norman Cash, 

radio station relations; Tom Naud, personnel; Arthur Hamilton, owned and operated 
stations; and Josef Dine of the press department. 


Staff members of WACO, Baltimore, had a twofold dinner cele- 
bration recently. They honored new prexy L. Waters Milbourne 
with a formal dress stud set, and seven veteran staff members re- 
ceived gold watches for 20 years’ service. The seven 20-year people 
are Melvin F. Woods, Edyth Fox Suess, Edward L. Anzmenn, 
George L. Filling, Mrs. Frances L. Jordan, Sydney W. Bassford Jr. 
and Martin L. Jones. . . 

Martin Goldstein of Kiesewetter Associates lined up better than 
half of the agency’s personnel for a mass donation to the Red Cross 
blood bank. Copy, art, production and clerical people are repre- 
sented, including a father of five sons, v.p. and art director Ted 
Russell. . Sales manager Powell Ensign has returned to his desk at 
Everett-McKinney, radio station rep, after an extended illness. . . 


/ = 
Na 
4 > ? : , 
. md s ; ts * 4 : : ue, 5 4 
: -_—™~ i Ee 9 
2 : a = ee 7 Ler] | 
car . \ ae x 4 ~ ! , 
. od , @ : ¥ ~« Pe ‘ : se a } r 
‘ j THE ST .,. eS _ e es ah . j 
i | mete he A 
é PN ‘-—_ = on . 
4 ~ pn we ~~ & 
a / 4 ’ 
| 7 
ES 
a” , = icone —— 
4 | : 
ee | 
F 
Ww Po : ’ 
7 ‘ : % - j Yd J ‘ay 7" L. \ , ; 
d , 
; > = f e; : q 
iy * 
y e i. \ i * ; 
, fal, i oo 
| ——\ 7. es - bh « ee. 
4 , 
: , 
+ . 
| ee | : 
a t2% ‘i : ’ ia. = ne - = a 


Ma am BRITISH 
You Get the - 


MOST 


n You Get the 


POST 


met 1 
my 
aner & - 
sy yesterday 2 
you rd 
_ tte he 
r , ol coors 
88 gacGret™ 


ee ete 
or > aa 
“y oa nee 
; 7 Be fe? ae ae) 
43 a | ac 
r es apart 2") eee aad Se 
: fe eae te Sime Be as : ; . tot 
He oe a ei ite ae ae 98 oe 
i eget _ a — oo an ae Ss. vane 
2 eo _ To fe hoo te es ee re. °: ve alae J sae 
: 2 ie ee a cme geids oe : yaa ae oe ae = mee 
; eee _ ee . et Tae ae : | iar 2 Pe dae % he Pa. 
i a ie 7 oe ‘. . ae. | cane. Oe we - tee ae ' ; Ae Ree acl ee : eg : 2 ; Dek ce 
see ae ot oe comment om pa © moe bere eae oe ade : aie a oe = ay oes f Sy 
ee SS ee ees Sees wet San oe Y : eae " Beer an i. - a eke 
ee He Ks tire wre oie ae - " 2 ae Bris i ae i : fee. © aay 
oo: . ee Mee Snow tat ey ‘ore \eme tld oftiee = -) Ths oe OF ae = ope . eee as Eas ate 
; gee oe H: : ges peo ont > come wo" 0, She ac Se efit, : ine trae ee 
eae ee eats oe oe pare, me morsnea aet On, Sin wile Tea © ras, | ieee oe : es 
| ee ore ote eee — ae ll ee ke 
gs} ie rp) ae et TENsa. OF ye PF ‘we oot oa knew | owe vel arene? m2 oo: = eee aay ee ce ee ee tek 
7S oe ¥ ; a weerty OS neat oh oe. nt ae . Pid ae ee 3 I ee or) 2 ae 
: ee Se are Tenaee gover pustree es of ® Swen se, Von eat os Ses vas ‘ ae ee <2 oo oe i ati tte ; Bete 
eS le ae og ones cies OO Mea |e oe. Le wre pine | Fee at gna "Te Sei = Se ae — , a Ba 
a os, os os writ oe (aes, oat how rs, aoe te ee ore ie Sk oo i 4 . es a 7 
| —- estat Pasar sei Ses kts ase : =. a sy 
ae - Tt a 4 22° . : —" ao DS j 2 y ae 
RESO Sone ee ae =. . a = RS 
t S \ = a X: : Besar eh) : S08 es a Pit 
: —\o oe a ae Ea ant a Re 
: r eh. ~ a os ‘ i ae Ree 8S 
— . ae a Benes _ es mee 
aN a oe eS ae 
a SS a — fa 
| - si “= ¥2 bc ee: Be 
-_ = ale : ‘Ge = + ae Be 
: s ¥. “og "- = ak, iar pe 
f = ce 4 2 + ae > 
(7304 Yer) ‘ a : : The 4 ae : ae 7 aie 
| ON NEW | 2 a x 
ye? AX. INCREASE EGYPTIANS Risa: - om a 
pil FOR T 4 1g = —.. ae 
. ——— 1 pet. Rise 8 0 fee i Ree bee 
7 q}, income Bracket, Differing en ¥ = Bes i ep — ie “i 
: $2 From Rejected HE URGED \e-: ; ae ee, Tes 
Z —— me , mort une 4 SA Bare : : : —- es 
my eAsHincToy on. 18 Oe sone OTe marries . Vs rake J aa (ae 
: womens ees 2 Not T0 eS —— ¥ 
4 \ pee agree ww ® s ° . ve They ai a *. ae Prd ee ~o , 
i $8 OO ee jen ee a | » nieve ee ae ae, 
- Tre revert Sere ar ome ot cent i - : <qvas Health THA y ae “ae op de 
- eee ee =o ta ee . — a 
: : os hoe Pa ays wereet ‘owe A" : 2 Forced Party Chairman bas \ ; pa £ saa Oo na , ie 
> . ee se) ae: 
| See ee oo <a pressaent ASSET | an a 
i /} on Seton Oe wcrace, 1 tert the ied : in ee me ea . ae! 
i ay i Sages Tae ee paanot — en wo oe ee E ae srs 
mesnes whe OE Faces pres oy seaereiee wa { garHone 7 atio® ae ee peed: as 
sa ee Ree. 3 Foes sae a aa 
4 ’ or ess. vereene ween ond Nseo0 sours em eer Sk. pe conerat a Pre x noon weaint pores h a Ds = iP 
a ieee OF -”* oan reer one nae to erent wastiNcTor oc vettet A a we ¢ = oes Sin. 
i: veee provides oS pus and ar * mae vere a= » wie vodey nt FF beg nim. THERE net une DO 7 sy ae ve ae 
: a eee nee 2 7 cetect # on were O08 See oS Pe * gon one’ dent Trew gute wee Se “ oe Come ee: ee aos a 
; ‘ _ Te oe me weet The pereen Noruet ws te we. we Post -Dasee™ __ eae net ~~ trom one — one A agree © he ae 4 Pte ‘ or" 
: ' ce Me ers Smee to ws vee = coumaes © ue we isareeds woes Snes DE jesse CN = aw pemocrsti® he Secting BOTS on * i. m. eae é 
2 — wt inerese tne ‘ges. 000 whe lone wm response wnauiry wT Se | Moers nod ATIOree? Gaoet enaie oan Troman sie wa 4 ae a : ine 
: eae enol ttt i Led a increase *° on Depateh. 5 Tart Romeneee 4 mcors® yesuer ony whe onal Commie’ treque™* nin Bore _ ex * a ee 
2 ‘ oe wo © as ~~ ae) ee porsnion® - Post _ —  egouret a we wre, tee? verepnooe? we aso conterenre wine tT i; fe. . - ae ae 
: vs — beg el tsed ¢ ‘oo, ‘ettectiv® ‘ance of the Lompa™ gictoe? wnat weet 1 * . persons! apoiet) WW punctuates with ee ‘asco? oo ‘owe o . Ppt ee: 4-3 are Exe 
é ; eae pdet Te preeene texe* 000.009, ofits 1% creait fromm Ss 4 sayuaroent e ‘cores ae Seah be grooet © agate potitics! ins, TO tel — pie *° eae - Si ae ao. , 
a ep eo i “) oe cont peorees wee amen compant propa! = retain on” ‘pe juaee tor aS con nat “eer be = ne Ca action ; o Re eee | hs - 
¢ | ie a ear met mee this YOR Ly she OF ese i cee inert eres oe prarenent® SP ee uel aened wie any crow vor Bev j P.°) ee Bet : ap 
‘ on ere ae tor = meengromise Oa utecturer® wagect but SL ME, cash thet rane ee ce steut aomenere Ne oer oO ood oe ut BS wou * r ee ' i. 
i ce wh gues 2 10 es com roaet noe che mT par and propose judee Moacarat® 1 a reves” Bol? Trumas conn: quit yaaih ot AO «3 as Ts ae ’ et. 
a gee a eo oe ona paereeees on ot feree waerd OP me 5 ene wnen Dae coat ps weet enat sorer® pie 0 Or ee peor Xe a : anes 
wok ose | onteren™ Lg 4 ienits. ree 200 wore ore ory Jueee moore ‘eer Junie raat aw mnpnateolly that — ; a coe ; ig 
Z = , oe + od ae ear continwet o* pose * comet vente 186. now Oe cee coms one costae 1 une out pcesurnaly x sores a one A ie bee Poy isd i a 
ee ao a at ~~ = omen ‘poaraine © te soeee ery weit ynto_1* tin aee : oo ont ne newer . mB + ae yu a ages 2 “ . 
: es NGS sa ees, oe om Gas eed ae SSeS wae ee ae | a, 
‘ ei . wu tere naa bee" undet an —E fe eet Ute — cao d ple ; ee 
eee : eructure ents ter oa 4 never 3 a a : eas 
: 2 = ea ae me cnned 1 ion st TP ig ine em Russians pune ’ aa ’ x 
: a aes a NUS NW a rea ye 3 ‘ones peace piG 3” 4 « eg : ; oF 
" | ‘jaa : Us ok gt eeut wee ee Moore Food, SAY a a : ae. 
‘ > ee a” a neta mone trom to the bone — ae E ao. | : sae 
: ae ei \ ects greg com sauatiee vo : oo PS { es 
Ba ee a tn oa? SS corn eee we Sic ae af ; ae 
- Tens” Saas eee * wer 4 reves , ee ar oe a aa : 2 
a . _ si he age to coneractutt ue moeninstion : omnes MEP Bese ae bs ae / Ee 
: ) ine Ta i; ee tare ares aime one sncresseé Grain te pers eortet ow <) ae — er” | oh 
i eee ool Soa ; w tanson IS costs Sersatien. oe ree. ie osu Peay 2 eat : ad 
: i ae pre ce ea = ams _ — ie Se oe = 3 pe 3 | ke 
; ‘* - e os ee ee i an se aa | 4% 
4 ' oe Ee ie ieee . oo) Se oe ee : cae a an . _ f Ete 
‘ ts oa é a a ad ae ; — + “ ‘aii a ea: a a : aged 
—— ee ae eee . = ca a —  : ; & 
- ee ee 3 Se oan ae ae a . = 
ae mn €e a S ig re 3 ai Pr re ic er. 4 a - 
oe pee a2 Save ae an “a in oa ae = 
os PRC ae ie “a ao ah eee a. =e 
% ere ae aa ae ; a ‘ eo am 
ie by eet nas ae Sor OF an s, Sein: ‘ ca Bar . Le 
oar fe Oh Mad iv = Sa = a ariel ee Ss 
: oo cram <a an : as ie ay 
ke Ay te ae z LS a a oe *. 
she pe ee ee. : .. &, if —— ” J Sn =| : : ie 5 te 
a a a ee : .. 5 ‘ 4. - " ae 
a eer i wit ire re ; 3 mA 
: Ses me ne Ov . 9 | ars 
‘ ee 1 ; : + = & ¥ er 
: eee ae a ER 2 iq = 
: ; re ae ; . 700 . 4 
4g phe Net Y 45 re) | 2% 
> aos Wes Fs iy P, re) D B. . ’ 7 scl 
7 a . oe (P Sid Do; 700 ILy 7 Ss 
| = a ly Ci Os L oS 
é _ any . ' 4 : q ar: 
3 = per oa: i. tes D 3 cae 
: an wise — “ is Stop Up o, AY j ae 
a oe pee * e Pig * ey ™ 3 @ e 
a oe, t <\3 os" a. an "OP-Tim er} “oe Res 
: a ow Cc As es Jui 19, — . re 
; ap ont guy © oo » 1951) 2 * 
= a 500 OY ott i 4 rr 
Cas ges 3 you ve = < 
; ee ’ che wre ee ie iy 
aS Sone Ke oo ee . ae aS 
| a  ™ of : tn as 
aa Bese ae. Ais 
st as ‘fi ae ive =. Se Ss ee 
F rae ; - . - ae = ae ’ a = a 3 i= : “4 e. = 
P a ' a oe a Oe ae ao a4 2 eee phe 
as . 4 oe i oe .o, 2 SS 4 ; : a a Ce 
ee : 2 SS i a a ees a ce ae ae a 
a . “a ae ne Neel ao = : es : i § 
cas. Bae — hea hoe ae Set =i s Vt a . 5 co , . a & Ps 
—/ — bag a De, ee ee es = “ A Me ise es 3 a. : tie eS fe is 7 ot 
; 1 a : — ae ’ = ee ’ pe toa te oS re ie eee = 2a 2 ie : fe mf 
‘ a 1 <i a - he a ae — “ae Eons Ses. a ee a q fas 
Go ae i se Sie ae the ag : oe . oa i 2 tee oS see 
‘ ae ce? ae — i. ae ee re os a “ 
é ere eee t ee oc = ee : ‘ee ewes pon 
os ee : — a aes 4 Ae see Ms anaes er 
. : ee : : aed’ bas cet 3 Ps ee 
| — ie we — . ae 
pa <— ae: a a By cae aa pat ee ee x nS 
ee _ © oe - . o> i ay pei eek eee we. 4 me 
eS oe pee rs a 
“" . = 4 ¢ 
, - 
- Be 


18 


Tanners Council Plans to Spend $1,000,000 ufacture, on the other hand, is to 


New York, Nov. 13--A $1,000- 
000 promotion program to edu- 
cate the public on the advantages 
of shoe leather and to fight the 
encroachment of synthetic mate- 
rials used in the manufacture of 
footwear is being prepared by the 
ranners Council of America 

This program, which is expected 
to be submitted to members of 
the council shortly after the first 
of the year, will call for an adver- 
tising campaign and public rela- 
tions promotion. Members of the 
council will be asked to contribute 
to the promotion fund on a vol- 
untary basis. After the program 
has been approved and a budget 
set up, a committee will be ap- 
pointed to select an agency, AA 
was told 

The use of composition soles 
made of plastics has grown rapidly 
during the past few years. About 
two years ago, sole leather was 
used on about 55% of all shoes 
made and synthetic materials were 
used on about 45% of the footwear 
manufactured in this country. To- 
day, the ratio is about 44% leath- 
er to 56° composition 


® New synthetics have been de- 
veloped which, reportedly, have 
all the so-called “breathing” or 
porous properties of leather. Shoes 
made entirely of synthetic mate- 
rials have been made, and it has 
been claimed that such footwear 
may replace Jeather entirely in 
shoe manufacture 

Shoe manufacturers and whole- 
salers, for the most part, regard 
this development with notable | 
scepticism. In some recent exhibi- 
tions of all-synthetic footwear, 
many of the shoes shown, manu- 
facturers’ representatives point 
out, had leather vamps. Few of 
the all-synthetic shoes, they say, 
are made of 100% piastic or com- 
position materials 


® The pro-leather men in the 
trade insist that so-called all-syn- 
thetic shoes hurt the feet of the) 
wearer because most synthetic } 
footwear lacks the “breathing” 
properties of leather. Advocates 
of synthetic materials, on the oth- 
er hand, claim this defect has been 
overcome, and they point out that 
an increasing volume of women's 
Shoes today are being made of 
synthetic materials 


Can 
You @ 


Visualize 


OVER 250,000. 
DEMONSTRATIONS 


Think what it would mean, perhaps 
to your business, if you had over 
250,000 experienced merchandise 
movers demonstrating the benefits 
of your product or service to every 
prospect you have; in all the 48 
states 


Yes, again and again, all day long 
these sales experts push your line 
often at their own expense; operat- 
ing solely on the margin of profit 
you allow They ring doorbells, 

nock on doors, make phone calls 
send wires, write letters, offer pre- 
miums anything to sell your 
wares. Nobody is missed; they know 
your prospects—for they live right 
there 


Every home. hotel, factory, store, 
institution, every place of business 
is fair game for these volume build- 
ers. So if your line can sell better 
by a personal demonstration you 
owe it to your good judgment to in- 
vestigate this vast $7 billion direct 
selling field—served by the leading 
publication in the field for 29 years 
Get everything without obligation 
by writing Barney Kingston. Mer- 
chandising Director, Dept. 333, Op- 
portunity Magazine, 28 East Jackson 
Blvd., Chicago 4, IMlinois 


relatively stable at about 30¢ tion 


to Promote Advantages of Leather for Shoes * »""“ 


Most 
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use of composi- which, admittedly, have equal if 
foot- not superior wearing qualities to 
wear is regarded as problematical. leather for soles 

that The tanners are fully aware of 


One advantage that leather has s The development of synthetic neither World War II nor current this. The campaign now being pre- 
over synthetics, some manufac- | materials for footwear is attrib- government orders have been ma- pared is intended to “fight fire 
turers say, is that if a surplus of | uted to technological progress. Mil- jor factors in the increased use of | with fire” and to make the public 


hides should develop the price] itary buying is not a factor, man- | synthetic materials for shoes 


could and would be drastically cut.| ufacturers say, in stimulating the 


jaware of the “advantages that 
| leather offers for protection, com- 


Hides are now selling for about} growth of synthetics. While com-|@ Authorities in the field told AA fort and appearance as footwear.” 
33¢ to 35¢ a pound. During the] position materials are used exten-| that advertising and promotion of 
depression of the 1930s, hides sold| sively for military footwear, the | synthetic sole materials by chemi- Bregge Joins WDTV Sales 


for as low as 4¢ to 5¢ a pound. This} demand for leather is said to ex- | cal 


companies have 


George L. Baren Bregge has 


can happen again. The cost of syn-|ceed the demand for synthetics. | been largely responsible for public joined the sales staff of WDTV 


thetic materials used in shoe man- Whether this has or is likely | acceptance of the new materials, Pittsburgh, DuMont TV outlet. 


Chicago grocers 


Women R 
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na Say ties 


eee ICE to the customer is a 
basic principle of successful 
selling -the better the service. the 


better the sales. 


Following this sound sales prin- 
ciple. the Herald-American has de- 
veloped a dynamic sales force to 
make vour advertising sales mes- 
sage more effective. It has created 
Service Features to match the in- 
terests of your customers and there- 


by to stimulate greater buying. 


These Service Features are a 
most important part of the Herald- 
American, where, at any time, on 
any day, readers can get practical 
buying information. Herald-Amer- 
ican Service Features cover Food. 
Home Furnishings and Appliances. 
Fashion, Beauty. Travel and Trans- 
portation. They tell the reader 
“What's Good.” “Where To Get Il” 
and “How Much It Costs”. 


As a result of this complete and 
practical information, the Herald- 
American is recognized as” Chicago's 
Service Newspaper” and a reliable 
guide to better buying. 

The Herald-American gives the 
Service — YOU make the sales! 
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GF Names Smith Sales Head, 
Promotes Henry Stockbridge 

J. Beveridge Smith has been 
promoted to general sales manager 
for the Diamond Crystal-Colonial 
salt division of General Foods 
Corp., St. Clair, Mich. Wayne E. 
Tjossem has been named to the 
vacant post of field sales manager 

Henry F. Stockbridge has been 
promoted to merchandising man- 
ager for Minute rice in the associ- 
ated products division, New York 
William F. Gilroy, who recently 
joined the company, succeeds him 


ees 
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La France and Satina laundry aids 


Belmont, A&P Tie In 


Belmont Distributors Inc., Chi- 
cago, and 120 A&P food stores 
in the Chicago area (Cook and Du- 
Page counties) have tied in on a 
promotion for Raytheon “futur- 
ized” television sets. Shoppers in 
A&P stores from Oct. 22 to Nov. 
17 have an opportunity to see 
Raytheon television and to enter 
an “I like Raytheon TV because...” 
contest to win a set. Entry blanks, 
procured at A&P stores, must be 


evidence contestants see a demon- 
stration of the set. Lists of dealers 
are available in the food stores 
Newspaper ads and radio spots 
have been used to promote the 
contest 


Two Join Byer & Bowman 

John T. Kavanagh, formerly as- 
sistant advertising manager of 
Charles Merrill Co., Columbus, and 
John D. Metzger, formerly con- 
tinuity director-producer of WLW- 
C TV and WCOL, Columbus, have 
joined Byer & Bowman, Columbus 


as assistant product manager for 


/ 
r 
~~ 


signed by a 


Raytheon 


dealer 


as agency, aS copywriters 


to Service.... 


and Herald-American Service features make sales in Chicago 


bd I. today’s housewife authentic, 

up-to-the-minute news from the 
food front, practical menus and 
money-saving marketing tips, and 
you've given her a service that out- 
ranks all others. 

To well over a half-million Chi- 
cago area housewives. the Herald- 
American’s attractive News of Food 
pages provide a service that leads 
directly to more than 13,000 Chicago 
area grocery counters. 

During the first nine months of 
this year, more than 126.900 house- 
wives consulted Herald-American 
Home Economies editors concerning 
suggestions they read in their News 
of Food pages — an increase of more 
than 20% over same period last year. 

Chicago grocers know this service 
means sales. Retail grocery linage in 
the Herald-American has increased 
more than 143% in the last five 
years. During the first nine months 
of this year. the Herald-American’s 
food linage gains — 175,366 lines 
over the same period last year — 
were vreater than those of any other 
Chicago newspaper. Greater by far! 

This amazing record of service 
and sales is further evidence that 
the newspaper that serves its readers 
best. best serves its advertisers, 
Proof, too, that if what you sell 
goes into the home, your advertis- 
ing belongs in the Chicago Herald- 
American. 


Outdoor Ad Group 
Plans New Defense 
Subcommittee Work 


WASHINGTON, Nov. 12—The Out- 
door Advertising Assn. of Ameri- 
ca announced plans for a defense 
subcommittee, following an all-day 
meeting with Defense Department 
officials here last Thursday 

The plan for the group to sup- 
port the Defense Department “in 
every practical way" was an- 


Retail Grocery linage in the Herald-American 
has more than doubled in the last five years 


460,058 


iH 


700,107 


912,278 


854,942 


1,121,162 


Chicago's Largest Grocery Gains 


During the first 9 months of 1951, Herald- 
American grocery linage gains, in Retail, 
National and Total, were greater than those 
of any other Chicago newspaper — a gain of 


175,366 lines over the same period last year. 
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nounced by Myles Standish, pres- 
ident of the association, and Hen- 
ry R. Johnson, chairman of the 
board Leonard W Trester, a 
member of the board of direc- 
tors, also pledged support 

About 40 outdoor executives 
from all parts of the country at- 
tended the briefing. During the 
conference, organization and func- 
tion of the Department of Defense 
was explained 


Parkhill Appoints Ellice, 
Promotes George Winterer 

Warren H. Ellice, formerly v. p 
in charge of sales for John Pilling 
Shoe Co., Lowell, Mass., has been 
appointed director of sales for 
Parkhill Shoes, Fitchburg, Mass., 
manufacturer of women’s casuals 

George Winterer, who has been 
with Parkhill Shoes for the past 
four years, has been promoted to 
sales promotion manager 


Bynam Elected Executive V. P. 


William Bynam, v.p. and gen- 
eral sales manager, has been 
elected an executive v. p. of Car- 
rier Corp., Syracuse. 


in the Toronto marker 
WHEN 


ONE NEWSPAPER 
TORONTO DAILY STAR 


PUTS IT RIGHT 
IN YOUR LAP 


ciecucation 427,897 


A.B.C. Publisher's Statement, Morch 31, 1951 
MAKE SURE YOUR ADVERTISING 
SCHEDULE IS ADEQUATE 


TORONTO 
DAILY STAR 


80 KING STREET W., TORONTO 
UNIVERSITY TOWER BLDG, MONTREAL 
IN U.S.A.—WARD-GRIFFITH INC. 
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Dell Modern Group is the only 
K 
jroup with two magazines 
Im 15 on the news- 


Modern Romances up over 
} 
11% for the first 9 months— 
now bth among women’s maga- 


E zines on the newsstands 


dern Romances — with 
America’s Youngest Married 
Woman Audience — shows 
ncrease in food and 
isehold advertising.’ 


etics and toiletries adver- 


1g among the monthly maga- 


iern Romances is one of 


the 12 magazines selling over 


n the newsstands’ 


fe Modern Screen, Modern Ro- 

* 
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ition in 5 years —27% above 


Dell Publishing Company, Inc 
261 Fitth Ave, New York 16,N_Y 
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Post-Mobilization 
Period To Arrive 
Early: Keezer 


Co._umeus, O., Nov. 14. -Warning 
that the post-mobilization 
will arrive before many people ex- 
pect it, and that even capital goods 
industries will probably be scram- 
bling for business a vear from now, 
Dexter Keezer, director, depart- 
ment of economics of McGraw-Hill 
Publishing Co., told the conference 


period 


of sales managers at Ohio State 
University recently that “the dif- 
ference between prosperity and 


depression in the post-mobiliza- 
tion period lies in persuading the 
American buy things 
they could postpone 
buying.’ 

Mr. Keezer said he expected the 
defense program “to be trimmed 
down to proportions which can be 


people to 
comfortably 


carried somewhere near a cash 
and carry basis with the present 
tax structure.” 

Then, he said, the fact that a 
large proportion of our civilian 
production goes into goods and 
services that the consumer can 
take or leave without any great 


inconvenience will become a dom- 


inant fact in the American econ- 
omy. These non-essential goods 
and services, he said, have been 
estimated as high as 40° of our 


production 
This means that our 
as our standard of living mounts, 
is increasingly in the hands of the 
salesman and the sales executive,” 
Mr. Keezer said 
“If business management fails to 
persuade the public to consume this 


prosperity, 


optional portion of our produc- 
tion,” he said, “there will be great 
public pressure for government 
intervention to stabilize the 
economy 

“The only way to avoid govern- 
ment controls over private busi- 
ness,’ he warned, “is for manage- 
ment to handle the problem of 
economic stability to the satisfac- 
tion of a safe majority of the 


electorate” 


Watts Joins Bigelow-Dowse 

Robert H. Watts, formerly with 
the sales and merchandising de- 
artment of Gulf Oil Corp., Pitts- 
hey has been appointed v.p 
in charge of sales for Bigelow- 
Dowse Inc., Boston, hardware, ap- 
liance, radio and television dis- 
ributor 


TELL IT 
TO THE MEN 


WHO CAN BUY 


Here's a group of 

top ranking executives 

(now over 285,000 ABC) 

who have what it takes to buy 


what vou sell. 


35,175 ere presidents 
12.913 vice presidents 
123,213 owners or partners 
28.624 general managers 


47.271 other key executives. 


71.7% of them buy or approve 
buying of materials, equipment, 


supplies and services. 


What better place to do vour selling 
than in the one magazine they all 


read? 


Rotarian 


WACKER OR CHICAGO FI, th 


The 
® 


Advertising Council Supports 


Women Volunteer Drive 

The Advertising Council, New 
York, has volunteered its services 
to the Depariment of Defense for 
a campaign calling for increasing 
the present number of service 
women to 112,000 by July 1. Eliza- 
beth Huntington Rice, advertising 
manager of Warner Bros. Co., 
Bridgeport, Conn., and a former 
WAC, is coordinator of the cam- 
paign 

C. J. LaRoche & Co., New York, 
s the volunteer agency, with a task 


force headed by account executive 
Richard T. Frick. The recruiting 
program breaks the week of Nov 
a8. 


Baird Markets Display Card 
Ron Baird Associates, Milford, 
Conn., displays designer, has an- 
nounced the marketing of a new 
22x8x3/8” sturdy, card-laminated 
plaque with brand name or logo 
affixed to background in die-cut. 
metal-faced character in chrome, 
copper, gold or colors, which hangs 
or stands at the consumer level 
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Backgrounds may be selected to 
match or harmonize with the die- 
cut characters. Visart Co.. New 
York, manufactures the plaques 


Streiker Named V.P., S.M. 
Richard M. Streiker, formerly 
sales manager of Carlisle Shoe Co., 
New York, has been appointed 
sales manager, executive v. p. and 
member of the board of Laird, 
Schober & Co., manufacturer of 
ladies’ footwear, and sales mana- 
ger of Colella Inc., both in Haver- 
hill, Mass. He will have charge of 


Fill 


all advertising, publicity and 

fashion activities 

Ritter Co. Promotes Noel 
Victor A. Noel, general sales 

manager, has been elected v.p 


in charge of sales for Ritter Co., 
Rochester, manufacturer of dental 
and medical equipment 


Earl Baker Opens Offices 

Earl Baker Envelope and Print- 
ing Co. has opened offices at 411 
Weatherly Bldg., Portland, Ore. 


Let the 
South’s 
Greatest 
Salesman 


7em up 


with 
YOUR Brand! 


EXTRAS FOR ADVERTISERS 


om 


870 On Your Dial 


LUX RADIO THEATRE 8PM. MON. 


ess pbs 


displays, 


- 


L 


WWL pushes your product 
with strong. effective, sales- 
stimulating promotions. Store 
24-sheet 
streetcar and bus dash signs, 
personal calls on distributors 
and jobbers, newspaper ads 
—all adding greater impact 
to your advertising. 


posters, 


NEW ORLEANS 
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Buchanan Joins Pabst Sales 

Richard E. Buchanan, who has 
been in the export field in San 
Juan, P. R., has been appointed 
sales manager of the export di- 
vision of Pabst Sales Co., sales di- 
vision of Pabst Brewing Co., Chi- 
cago. 


Van Wright Appointed A.M. 

Van Wright has been appointed 
advertising manager of the Times- 
Free Press, Carrollton, Ga., semi- 
weekly, succeeding Charles Dick- 
i inson Jr., who resigned 
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Associated Release Expands 
Associated Release Service, Chi- 
cago, public relations service or- 
ganization, has moved to new 
centralized offices at 173 W. Madi- 
son St. The production plant re- 
mains at 517 S. Jefferson St. 


Chick-N-Rich Starts Drive 
Chick-N-Rich dog food has 
launched a campaign in the Grand 
Rapids market using car cards, 
radio and TV as well as b&w 
newspaper ads. Arnold Isaak Ad- 


vertising, Chicago, is the agency 


ANA Group Lauds 
Cowles, Mactadden 
Audience Research 


New York, Nov. 12—Cowles 
Magazines and Macfadden Publi- 
cations have been commended by 


the magazine committee of the 
Assn. of National Advertisers for 


their “pioneering efforts” in test- 
ing “certain techniques for meas- 
uring audience characteristics of a 


substantial number of magazines, 
singly and in combination.” 

The Macfadden and Cowles ex- 
plorations, said the committee, 
“give promise of hastening the de- 
velopment of an acceptable tech- 
nique for assembling data on mag- 
azine audience characteristics and 
duplications.” 

AA recently reported a Mac- 
fadden study along these lines and 
said the newly developed method | 
—the “filter technique’”’—was used | 
for “the first time.” This “first” 


a 
S STATE COVERAGE 


in an area rich with new in- 
dustry and still unquestion- 
ably radio dominated makes 
WWL unchallenged cham- 
pion with time-buyers. 


WHY? 


Sells to More Southerners 


THAN ANY OTHER MEDIUM! 


Because WWL reaches more Southerners — 50,000 watts, clear 


channel coverage dominating 4 states. Last year the powerful 


influence of WWL helped move millions of dollars of merchan- 
dise for national and local advertisers. 


Because WWL sells Southerners with excellent programing. 
For more than 25 years WWL has enjoyed a consistently high 
habitual listenership — the lion’s share of Southern audience 
— verified by highest ratings. 


» 


zx 


50,000 WATTS 


WWL 


NEW ORLEANS 
CLEAR CHANNEL 


CBS AFFILIATE 


A DEPARTMENT OF LOYOLA 
REPRESENTED NATIONALLY BY THE KATZ AGENCY 


UNIVERSITY 


) LET WWL the South’s Greatest Salesman SELL THE SOUTH FOR YOU! 


is shared by Cowles Magazines, 
which got a pilot study under way 
in Racine, Wis., in June 


Formica Starts Campaign 
Formica Co., Cincinnati, manu- 
facturer of electrical insulation 
and decorative material, has 
launched a drive for its plastic 
furniture and kitchen cabinet tops 
The promotion consists of full- 
page, full-color inside and back 
cover ads in a list of trade publi- 
cations and in American Home, 
Good Housekeeping, Home Owners 
Catalog, House Beautiful, House 
Beautiful Building Manual, House 
Beautiful Guide for the Bride, 
House & Garden, House & Garden 
Book of Building, Living for 
Young Homemakers and Sunset 


Dash Goes into 6-Sheets 

Dash dog food, a product of 
Armour & Co., Chicago, will be 
promoted via six-sheet posters in 
the New York metropolitan mar- 
ket on a 12-month basis, accord- 
ing to Sale Point Posters Inc., 
New York. Dash started its six- 
sheet program on Nov. 15 


The COURIER-EXPRESS 


SELLS 


WESTERN NEW YORK 
Because WESTERN N. Y, 
1S SOLD ON THE 
COURIER-EXPRESS 


ONE REASON is that in ade 


| ditiom to outstanding news 
coverage, this fine paper 
carries a choice selection of 
nationally known featuré 
writers and leading comics. — 


OUTSTANDING WRITERS © 


Drew Pearson Josephine Llowmon 


Bugs Boer 

Robert C. Ruark 
Eleanor Roosevelt 
Hedda Hopper 
Alice Hughes 


| THE PROOF is found ig 


the fact that the circulation of 
| the Sunday Courier-Express* 

is the largest in the eight 
| Western New York counties 
which constitute the Buffalo 
market...and that the morning 
Courier-Express is widely ree- 


} Walter Lippman 
Ed Sullivan 
Joseph and 
Stewart Alsop 
Henry McLemore 


ognized as the best key to sales 
to those families with the 
most money to spend. 

*290,348 ABC Audit, 9 3050 


COLOR 


| for Greater Selling Power 


Full color (two, three or four) 
.. black 


plus one color, Sundays. 


BUFFALO 
COURIER 
EXPRESS 


Western New York's Only Morning 
and Sunday Newspoper 


REPRESENTATIVES 
SCOLARO, MEEKER & SCOTT 


It Gew Results Becouse It 
\ 


available weekdays . 


Gets Read Thoroughly 


AUT 
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FOR 3 YEARS, BIGGEST GAIN IN SPACE AND * Snow Crop s Citrus 


Facilities Sold to 


Florida Exchange 


' 

Tampa, Nov. 13-——The Snow 
Crop-Florida Citrus Exchange 
deal, involving $32,000,000, was) 
hailed by Richard M. Moss, chair-| 
man of the board of Clinton Foods 
(of which Snow Crop is a division) 
as setting up “one of the soundest} 
and most promising business struc- 
tures ever erected” in the frozen} 
juice concentrate field. | 
Snow Crop last Friday sold its 
citrus processing facilities to the 
exchange for about $11,000,000, 
with the remainder involved in 
liquidation of inventories and ac- 
counts receivable. The exchange | 
also contracted to use the market- 
ing facilities of Snow Crop. | 
“The exchange purchased, at a 
reasonable price, processing equip- 
ment and know-how which took 


15, 000ffq,JREADERS (98% U. S.) INCLUDE 
ALL-BUYERS, NO DEADWOOD .. .. 
‘and you get more space, more 


| 
| 
| 
} 


.-- WHERE SHIPPING AND BUSINESS HAVE HIT STAGGERING PEAKS 


Teeming activity on Seattle’s waterfront, in its airplane factories, industrial 
plants and lumber mills is being reflected in soaring retail sales. The con- 
flict in Korea and defense production brought Seattle’s shipping up to its 
peak of World War II. 


Give the busy Seattle market top priority in your advertising schedule. You 
reach this important market through The Seattle Times. 


tue SEATTLE TIMES 


Represented by O MARA & ORMSBEE New York Detroit * Chicago Los Angeles San Francisco 
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years to develop,” said Mr. Moss. 
“Clinton, in turn, releases capital 
that can be used to the mutual 


|advantage of both producer and 


distributor.” 


®@ Under the contract, Snow Crop 
becomes the exclusive selling 
agency for Snow Crop frozen con- 
centrates, as produced by the ex- 
change, for a ten-year period, with 


‘options providing for two addi- 


tional ten-year periods. Snow 
Crop retains complete ownership 
of its label. 

The agreement likewise provides 
that the exchange wil] control the 
citrus as it is grown, processed and 
warehoused. Snow Crop will be 
responsible for consumer adver- 
tising, merchandising and sales 


@ Charles W. Metcalf, former 
president of Clinton Foods, has 
been retained to handle the con- 
centrates operation of the Florida 
Citrus Exchange. 

Exchange spokesmen made it 
clear that while Snow Crop will 
have exclusive handling of con- 
centrates to be produced under 
the Snow Crop label, the exchange 
will have Sealdsweet. a competi- 
tive brand, on the market 


Packard to National Export 
The export division of Packard 
Motor Car Co., Detroit, has ap- 
pointed National Export Adver- 
tising Service, New York, to han- 
dle its overseas advertising, ef- 
fective Dec. 16. Newspapers, ra- 
dio, television and motion pictures 
will be used in export markets 


|}On Dee. 15, Maxon Inc., Detroit, 


will get the domestic account, now 
handled by Young & Rubicam 
(AA, Nov. 12) 


Lo-Calory to Grey 

Lo-Calory Food Co., New York, 
manufacturer of R.D_X. tablets, an 
affiliate of Serutan Co., Newark, 
has appointed Grey Advertising, 
New York, to handle its advertis- 
ing, effective Jan. 1. Roy S. Dur- 
stine Inc.. New York, has been 
servicing the account 


Agency Created Sign 

AA failed to give proper credit 
to Stockton, West, Burkhart, Cin- 
cinnati agency, for creating and 
planning the program featuring 
the Ohio Oil Co.’s 8’ Marathon 
cat pole sign display reproduced 
in AA, Oct. 29 


Teich Printing Co. Moves 

Hy Teich Printing Co., Bos- 
ton, has moved to 11 Boylston 
St., Brookline Village, Mass. 


ee ge a ee ee ore 


"I hate to wait 

in line for Ad Age 
at the office. Please 
Start sending copies 


to my home." 


PLEASE PRINT 


LONE STATE 


Mail this coupon today with 
$3 to: Advertising Age, Dept 
N19, 200 EF. Illinois Street, 


Chicago 11, Illinois 
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» — CONSTRUCT'SN 


LAMINATION 


WO0D-GLASS 


CRESS 


PACKING & SHIPPING 


CENTRALLY LOCATED 4 @ PRINTING 


' PROTO-TYPES 


We manufacture corru- 
gated and solid fibre 
shipping containers from 
materials produced in our 


own paper mills, thereby 


enabling us to deliver 


superior, colorful displays 


at lower costs to you. 


@ CARDBOARD 


SL 


River Raisin has the country’s 
most complete display service . . . 
as convenient as your telephone 
... Our versatile art staff creates 
the basic idea and the dimen- 
sional construction . . . our pro- 
duction experts produce the 
quality, finished displays - 
DIMENSIONAL DISPLAYS thet 


attract attention and sell your 


product. 


co CORRUGATED & SOLID FIBRE 
SHIPPING CONTAINERS - PACK- 
ING MATERIALS - FIBRE BOARDS ; 
CORRUGATING STRAW 


U S PAT REG 
NWO 531,356 


RIVER RAISIN PAPER COMPANY . pise:ay oivision « monroe, micHiGan a 
Gentlemen: 
| would like to know more about your “ONE CALL FOR ALL" Display Service. 


We start planning our point of sale campaign on or about 


We buy our point of sale on or about . It would be “ieee 
convenient for your salesman to call on us on or about 

Company Name 

Address City Zone State a 
Telephone No. Signed Title 
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It's a fact! 


The El Paso Herald-Post and 
The El Paso Times are your 


best national buy! 


The 14 Texas and 12 New Mexican coun 
ties composing the Fabulous Southwest 
are yours for only 27¢ per line. The E! 
Paso Times and the El Paso Herald Post 
offer 57.1% family coverage of this 
$587,330,000 market. These two separate 
and distinct newspapers are the only 
media hing these famili let us 
give proof in terms of increased sales 
with your next ‘A’ schedule! 


The Zl Paso Times 


E] Paso Herald-Post 


& SCRIPPL HOWARD NEWSPAPER 
I at velnee 


ad ei 


ily by Scripps-Howard General 


Advertising Department and Texas Daily Press League 


SCRIPPS. HOWARD NEWSPAPERS 


THE COMMERCIAL APPEAL 


MEMPHIS PRESS-SCIMITAR 
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Do Ads Boost Sales? ... 


Wachtel Explains Contradiction 
in Talk on Effects of Liquor Ads 


New York, Nov. 12--William , 
W. Wachtel, president of Calvert 
Distillers Corp., last week un-' 
scrambled some statistics. In a) 
speech to the National Alcoholic 
Beverage Control Assn. (AA, Sept. 
24), Mr. Wachtel cited figures to. 
prove that per capita consumption | 
of liquor was slipping while ad- 
vertising expenditures went up. 

Since then, an editorial in the 
Oct. | issue of AA and letters 
from readers have challenged 
those figures. (See Page 104.) This 


| week Mr. Wachtel rebutted the ar- 


guments, in a letter to AA: 
“First,” he declared, “those two 
consumer expenditure figures 
[which indicated liquor expendi- 
tures had jumped from $663,000,- 
000 in 1934 to $3,650,000,000 in 


IT'S EASY WITH 


THE 
RIGHT 
COMBINATION! 


Memphis Ne *dvertisers y _ 
bined daily — Take Weis a _ 
Counties of Pi rage of 333.2776 oe : com 
bination at te States at an °ptiong| a is 
kind of action “76 Ber ling t's easy men 


1949] are very misleading. In 1934, 
only 26 states had repealed pro- 
hibition. In 1949, 46 states were in 
the wet column. So, the consumer 
expenditure figures for 1934 and 
1949 are not comparable. 

“Also, expenditures by consum- 
ers for liquor are a very inaccurate 
indication of consumption for the 
reason that this figure also in- 
cludes money spent for excise 
taxes and overhead costs in drink- 
ing places. (The average state and 
excise tax in 1934 was $2.55 per 
gallon compared to $10.38 a gallon 
in 1949.) 


es “Here is a table showing per 
capita consumption and liquor ad- 
vertising expenditures in the last 
decade: 


Year Per capita Liquor 

Consumption Advertising 

Distilled Expenditures 

Spirits Magazines and 

gallons) Newspapers 

(thousands) 
1941 1.29 $20 000 
1942 14 $20,900 
1943 1.10 $21,300 
1944 26 $24.700 
1945 i“ $25,100 
1946 165 $29,900 
1947 27 $34,000 
1948 7 $33 Goo 
1949 4 $40,100 
1950 un $46,116 

‘Notice that expenditures in- 

creased from $20,900,000 in 1942 

to $21,300,000 in 1943, but per 


capita consumption decreased 
from 1.44 to 1.10 

“Again, expenditures in 1946 
were $29,900,000 and this was in- 
creased by $10,200,000 to $40,100,- 
000 in 1949, but per capita con- 
sumption decreased from 1.65 gal- 
lons in 1946 to 1.14 gallons in ‘49. 

“Notice, too, that in 1946, per 
capita consumption was 1.65 gal- 
lons while it declined to 1.26 gal- 
lons in 1950; yet advertising ex- 
penditures almost doubled from 
1946 to 1950." 

(Mr. Wachtel exaggerates. His 
own figures show that ad expendi- 
tures from ‘46 to '50 increased 65%. 
not “almost doubled.”’) 

Mr. Wachtel found reasons for 
this paradox: First, liquor adver- 
tising is hedged about with restric- 
tions as to copy and form and, also, 
there are certain time-tested mer- 
chandising and advertising tech- 
niques which whisky (not beer 
and wine) advertisers may not 
use and of which distillers would 
avail themselves if they were so 
permitted. 


@ Some of these techniques are: 
(a) Showing new uses of the 
product, (b) explaining its thera- 
peutic values, (c) aggressive urg- 
ing of case purchases, (d) offer- 
ing large economy sizes, (e) one- 
cent sales, (f) two-for-the-price- 
of-one sales, (g) money-saver 
sales, (h) credit offers, like “a 
dollar down and the balance over 
the next twelve months,” (i) a 
radio-in-every-room appeal, (j) 
premium offers, and (k) contests. 

“Advertising sells all right.. 
That is the purpose of advertising. 
3ut advertising sells if it has the 
support of an aggressive merchan- 
dising effort which is not ham- 
pered by copy and promotion re- 
strictions such as are peculiar to 
the whisky industry. 

“It is not the fault of adver- 
tising that liquor advertising ex- 
penditures have not boosted con- 
sumption and have only resulted 
in brand preference activity by 
the consumer. I have never in- 
tended to give the impression that 
it was. The liquor industry is one 
of those exceptions to the rule 
that advertising pays, and it is the 
exception that proves the rule.” 
the Calvert president concluded 
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Special Affiliates 
Criticize NBC Plan 
on Seven Grounds 


| Seatco Mig. Names Agency Brunner Promotes Two 
Seatco Mfg. Co., Chicago, manu- Brunner Mfg. Co., Utica, manu- 
facturer of automotive seat cov- facturer of air conditioning and 
ers, has appointed Burlingame- commercial refrigeration, has pro- 
Grossman, Chicago, to handle its moted O. Ross McDonald, adver- 
advertising. Trade, consumer, di- | tising sales promotion manager, 
| rect mail and point of sale will be to public relations officer Frank 


STR ON GEST... ewuere steenctn COUNTS 


IN A.B.C. COVERAGE of furniture and home 


New York, Nov. 13—National| od Hawk has been promoted to gen- furnishings stores, REVIEW is first, reach- 
Broadcasting Co.’s announced| eral sales manager. ing 8,311 top management eaten endl 
plans (AA, Oct. 8) for reorganiz- Strouse Joins Nedick’s on tii tae pay yer 


Platt Promotes H. A. Yocom 


ing its radio network structure Ss se ff ly as- 
z : 7 use, formerly as 
ae ae a Herbert A. Yocom, chief of the 


were roundly criticized last Friday | cist: . sident of inter- 
. . Y | sistant to the president 0 al 
by the Special Affiliates Committee | state Department Stores Inc., New Washington | news bureau of Platt 
following a two-day session here. | York, has joined Nedick’s Inc., Petroleum Publications, C lev eland, 
Set up last spring as a result of | New York, as v.p. in charge of the has been Dae A ey 
Columbia Broadcasting System’s | h€W coast-to-coast franchise store- —- —— ly oe m > — 
te - ‘ J News se , Ro 

announcement of AM network rate | S¥stem. and Platt’s Otlgra 


reductions—a move which was _ 
soon followed by its competitors— Sieck ee Beverly Coen tend oe station 
mn ee commas te Seates ty Hills a has resigned the ac- representative, has opened a Hol- 
Paul Morency of WTIC, Hartford. count of Mathews Paint Co., Los lywood office in Room 422, Guar- 
Angeles, which it has had since anty Bidg., with William Wallace 
1922, effective Dec. 31. in charge. 


total industry volume. Want more facts? 
Write today. 


MATIOMAL RETAIL FURNITURE 


* Chicaoge I! 


Published by 


ASSOCIATION * 666 Loke Shore Drive 


® Urging radio to make plans “on 
the basis of the long haul and not 
yield to any plan of expediency for 
a fancied short term advantage,” 
the committee detailed its ot 
clusions concerning the NBC plan 
or any similar plan which might be 
proposed.” The group stated: 

“1. Radio rates should be based 
on the actual circulation values 
delivered by radio, market by| 
market, and not on the basis of | 
what some other medium may be | 
doing or failing to do. 

“2. No arbitrarily computed| 
formula can effectively measure 
the values of hundreds of radio} 
stations each operating under the 
special conditions of its own mar- 
ket. 

“3. The effect of television on| 
radio in any market does not 
follow an inflexible and predict- 
able pattern and we resoundingly 
reject the theory that the jnstalla- 
tion of a television set in a radio | 
home eliminates the use of radio | 
in that home. 

“4. The adoption of any arbi- 
trary formula which bases radio | 
rates on the growth of television 
circulation rather than on radio’s 
own efficacy will necessarily lead | 
to the destruction of radio. The} 
NBC proposal with its permissible | 
reevaluation each six months on} 
the basis of increased television | 
circulation will lead to that result. | 

“5. The basic reason for the| 
existence of national networks is | 
to provide national coverage. Any 
steps which tend to break down 
this concept will rebound to the in- 
jury of the network, the affiliate | 
and the public. 


——————— 


WORLDS GREATEST 
SWORD SWALLOWER 


| 


= ' ¢ att 
“ti giant uw Y LTT 


86. The effectiveness of network | 
radio as an advertising medium | 
has been through the years greatly | 
enhanced by insistency on continu- 
ity of effort, that is sale of time in | 
13-week cycles. Any move to des- | 
troy this formula must of neces- 
sity work to the detriment of | 
radio and the advertiser alike. 

“7. A large part of the valuable | 


“88 impossible as covering California’ | 
Bonanza Beeline with outside radio 


service rendered by individual 
radio stations to their local com- 
munities has been made possible 
by revenues from national spot 
broadcasting. Any plan that results 
in diversion of spot revenue from 
local stations to national networks 
threatens the continued existence 
of individual stations.” 


Griffith Starts Drive 

Griffith Laboratories Ltd., To- 
ronto, has started a concentrated 
small space campaign in daily 
newspapers to promote Griffith 
spice sets as a smart, compact gift 
for every kitchen. Walsh Adver- 
tising, Toronto, is directing the 
campaign. 


Seagram Net Profit Is Lower 
Joseph E. Seagram & Sons, 
Louisville, wholly owned subsi- 
diary of Distillers Corp.-Seagrams 
Ltd., reports a net profit of $34,- 
577,653 for the fiscal year ended 
July 31, 1951, as compared with 
$35,244,702 for the 1950 fiscal year. 


NBC Appoints Weaver 


Swallow the Bonanza Beeline and 
you really swaliow something; all of 
teland California plus western Nevy- 
ada—an area larger than Pennsyl- 
warnia aad Michigan combined . +. 
with more people than Los Angeles 
. as more baying power than Detroit 
. , « Nigher total retail sales than 
Philadelphia. 

But don’t expect to do the trick 
with outside radio stations —- even 
far-reaching Sa» Francisco and Las 
Angeles stations. The inland Beeline 
is an independ«n! market where peo- 

e prefer their own strong stations. 
oad sel too, that so far TV fs Bo 
selling factor io this area. 


Be sure, then, that you use on-the- 
spot radio stations—the five BEE- 
LINE stations. With ail five, you 
digest the whole market. With each 
one, you cover a major Beeline trad- 
ing area. For example... . 


KWG STOCKTON 


Serves 69,000 radic families in its 
Zcounty radius. Has a BMB home- 
city total weekly audience of 69% 
daytime, 67% et night. (And Stock- 
ton, according to Salos Management's 
recent survey, is the nation’s No. 1 
test city in ite population class!) 


*Seler Monegeenent’s 1931 Copyrighted Sersvy 


Sylvester L. (Pat) Weaver Jr., 
v.p. in charge of television for 
National Broadcasting Co., New 
York, has been elected to the net- 
work’s board of directors. 
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Turkey Processor 
Plans Big Holiday 


Store Promotion 
Nov 14 


turkey 
combination 


Fairmont 
has 
promo- 


OMAHA, 
Foods Co., 
developed a 
tional-merchandising program de- 
signed to turkey and 
more of all other juring the 
Thanksgiving-Christmas season 

The program includes radio and 
newspaper advertising, point of 
purchase material and a book of 
16 merchandising ideas for retail- 
ers 

Because Fairmont 


processor, 


sell more 


foods 


feels that ad- 


vanee orders are a store's best 
guarantee of return traffic for 
holiday buying, the company has 


devoted four of its five display 
items and 10 of its 16 merchandis- 
ing ideas to promoting advance 


order 

@ Sheets for taking these orders 
are supplied to retailers, and lapel 
shoppers to or- 
store 


remind 
der early are given to all 
personne! 

A set of shelf talker 
moting heavy volume food 
and five blank so the 
ean fill in his choice of items, also 
are upplied. These talkers all 
carry the message, “Order Your 
Holiday Turkey Today! 

A four-color poster for 
in the meat department 
®@asel-back weight chart that gives 
the number of servings a shopper 
fan expect to from birds of 
Various weights round out the dis- 
Play material available to 
Tetail food outlets 

Buchanan-Thoma 


Co. is the 


badges to 


ten pro- 


items 


leit grocer 


displays 
and an 
get 

made 


Advertising 
agency 
Sears Sponsors TV Show 

Sears, Roebuck & Co., Chicago, 
has signed to sponsor a half-hour 
weekly TV show in the Chicago 


- - 


PANTAGRAPH 


READERS BOUGHT 
from V/3 to VY 


than the readers in four 
lilinois markets with over 50,000 
population. Don't let the magical 
**50,000 population” limit stop 
you from reaching over 130,000 
consumers in the rich Panta 


graph Market 


7th LARGEST 


RETAIL SALES MARKET 
IN ILLINOIS... 


$130,849,800* 


Be Market-Wise... 
Buy Market Size! 


*Copyright 1950 Seles Management Survey 
of Buyipg Power, further reproduction not 
toens@a Chicago excluded in all compori 


tons 


You're Market-Wise when 
you advertise in... 


area over WENR-TV, Thursdays, 
10-10:30 p.m., CST, starting Nov 
15. The program, called “Sears 
Family Showtime,” will be a series 
of especially filmed plays, includ- 
ing comedies, dramas and ro- 
mances, and will be used to mer- 
chandise Sears’ Coldspot home 
freezers. J. Walter Thompson Co., 
Chicago, has been appointed to de- 
velop the program. Sears does not 
now plan to air the show elsewhere. 


Wagner to Use TV Spots 
E. R. Wagner Mfg. Co., Milwau- 


kee carpet sweeper maker, is com- 
pleting plans to integrate into its 
regular advertising program ;¢ 
new one-minute TV spot, prepa- 
ration of which has just been fin- 
ished by Telepix Corp. The film, 
using a combination live and ani- 


mated technique, is expected to 
appear by the first of the year. 
Klau-Van Pietersom-Dunlap As- 


sociates, Milwaukee, is the agency. 


C&W Promotes McCulloh 
Gordon McCulloh, who joined 
Cunningham & Walsh's predeces- 


Advertising Age, November 19, 195 
sor agency, Newell-Emmett Co., co Illinois Corp., industrial pape: 
in 1928, has been named a v.p. of specialty converter, of Chicago and 
Cunningham & Walsh, New York.,; Burlington, Ia. Trade and direct 
Mr. McCulloh is account executive | mail will be used by the three new 
on Western Electric and has serv- accounts 

iced that account in creative and 


administrative capacities for the Co]ton Appointed Sales V.P. 


act 9 reare 
last 22 years. eee 2 Colton, director of the 
. merchandising and planning di- 
Three Name Burlingame vision of Pabst Sales Co, ro di- 
Burlingame-Grossman, Chicago, vision of Pabst Brewing Co., Chi- 
has been appointed agency by the cago, has been appointed v.p. in 
following: Newman Tallow & Soap charge of sales for Los Angeles 
Machinery Co., and Binita Gift- Brewing Co., Pabst subsidiary and 
wares, both of Chicago, and Fible- brewer of Eastside beer 
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Bymart Changes to said that the change of name was Tintair agency. The company uses Lady Baker to Gartield-Linn 


approved unanimously by the newspapers, radio and television Garfield-Linn, Chicago, has been 
Ti i stockholders to permit easier iden- appointed to handle advertising ; 
Bymart Tintair Inc. tification of the company with the Magazine Changes Name for Lady Baker Inc., Chicago, 4 ‘ : 
New York, Nov. 13—The name product. Baker’s Helper, published by — of a Na me = ae 
j of Bymart Inc., manufacturer of Phil Kalech, senior v.p. and di- Clissold Publishing Co., Chicago, ~h A 7 R. with 
Tintair home hair coloring, has rector of sales, said he is putting on has announced it will change its at  Ancmn Ba and point of 


been changed to Bymart-Tintair 50 additional salesmen, which will name to The Baking Industry with sale display 


Inc bring the total number of sales ae pienso ae anni- : : 
Martin L. Straus I, chairman people to 150. Tintair products are TVeN,y issue will contain a.com ‘True Story’ Lowers Cover Rate 00 YOU WA 

and president of the company distributed by major wholesale plete senna of the history pene True Story has changed its 12- : : 

which began operations a year ago drug companies through 50,000 progress of the baking industry time inside cover rate from $15,000 : 


with an advertising budget in ex- drug and department stores and plans and forecasts for its fu- to $14,500, effective with the April 
cess of $4,000,000 (AA, Jan. 24), Cecil & Presbrey is the Bymart- ture. issue | z 


— 


BUSINESSMEN? 


COVERAGE — how about 
1,100,000 influential heads 
of families? 


CONCENTRATION — how 
about peak coverage in 
America’s richest 650 in- 
dustrial counties, all with- 
in a 500-mile circle of New 
York? 

DOMINANCE — how about 


the No. 1 ad medium in 


New York, almost every- 
body's first market? 


QUALITY — how about a 
year-after-year preference 
by officers and directors of 
the nation’s leading busi- 
nesses ? 

PRESTIGE — how about a 
medium backed by the 
reputation of the largest 
news-gathering staff of any 
This “beauty” is the berries with cream... and a very handsome profit publication ? 
crop for Michigan farmers. IMPACT — how about the 


Why its something you like.. 
--and it brings Michigan Farmers 
*7000,000 a year! 


Yes, the little strawberry (here many times enlarged) is another one of high intensity of reading 
the big variety of Michigan cash crops. Michigan is in the top ten states of The New York Times? 
producing this delicacy ... just as it is high on the list of most all farm 
crops and income sources—beans, rye, cows, buckwheat, dairy products, . TIMELINESS — how about a | 
cherries and lots more. weekly newsreview most 

It’s all these crops being marketed a// year ‘round that makes Michigan readers of The Times read 
an out-in-front farm market. Michigan farmers have regular, steady buy- every Sunday? 
ing power from regular, steady income. And income is steady like this SPEED—how about a news- 
over the years. review with the tightest 

The surest, simplest way for you to sell these richer farm folks is through closing on record—to press 
the farm magazine most of them read—MICHIGAN FARMER. Four out 6 PM Saturday, to reader 
of five of a/l Michigan farm families look for it... read it... act on it, by midnight? 


twice a month! 

Only a few other top third farm states offer you such a rosy sales picture. 
Two that do are Ohio and Pennsylvania, served by THE OHIO FARMER 
and PENNSYLVANIA FARMER. Get all the facts. Write T1013 Rockwell 


: . accuracy of The Times, 
Ave., Cleveland 14, Ohio. source of thousands of 


RELIABILITY — how about a 
newsreview that's backed 
by the renowned news- 


business decisions all over 
the U.S. every day? 


These aren't all by a long 
shot . . . but if they look 
like what you want, then 
what you want is the .. . 


East Lansing 


The Ohio Farmer, Cleveland Pennsylvania Former, Harrisburg 


“the newsreview you get every Sunday 


exclusively with The New Yjork Times 
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‘Show of Shows,’ 
‘Fireside Theater’ 
Win Sylvania Awards 


New York, Nov. 14—‘“Your 
Show of Shows,” which is pre- 
sented on NBC by five 
and Procter & Gamble’s “Fireside 
Theater” (NBC) walked off with 
top honors in the first annual Syl- 


sponsors 


vania awards presented here last 
week 

The former received an award 
as the best TV revue. Its director 


was dubbed best 
Sid Caesar 
and 


Liebman 
and its stars, 


Max 
airector 
and Imogene Coca, best actor 
best actress in television 
However, the awards committee, 
which is headed by Deems Taylor, 
did not present a “grand award’ 
to any program because it “found 
none measuring up to its ideas of 
truly outstanding entertainment.” 


® “Fireside Theater,” sponsored by 
Procter & Gamble through Comp- 
ton Advertising, rated three 


The most 
frequently 
quoted 
business 
publication 
in the world? 


That's what many say about 
The Wali Street Journal. Frank- 
y. we don’t know. We do know 

at The Journal's contents get 
@ wide distribution — not only 
among the 211,233 subscribers in 
all 48 states, but also among 
those in the wide spheres these 
subscribers influence. 

These decision-making execu- 
tives must be well informed 
and they also help keep others 
informed on important busines+ 
developments. These readers find 
the editorial matter of The 
Journal so informative and up- 
to-the-minute that requests to 
reprint articles are made contin- 
uously. See how many varieties 
of businesses are represented by 
the originating sources of these 
requests, received by The Wall 
Street Journal in only a seven 
week period: 


Advertising Agency 
Agricultural Feed Migr. 
Appliance Migr. 

Bank 

Buliding Materials Migr 
Business Machine Mfgr. 
Cement Migr 

Chamber of Commerce 
Chinchille Ranch 

Civie Commission 
Educational Foundation 
Engineering Firm 

Farm Mashinery Migr 
Housing Development 
Insurance Firm 
Magazine 

Medical Acodemy 

Oit Company 

Paper Cup Migr 
Publishing Firm 

Radio Mfgr. 

Real Estate Boord 
Sevings-loan Assn 
State Department 
Textile Company 

Toilet Geods Migr 
Trade Association 
University 

Utility 

Wood Products Migr. 


Y you advertise to business, 


The Wall Street Journal should 
head your list, too! 


The Wall Street Journal 
published at: 

New York Dalias 

Chicago San Francisco 


for 
film for TV. one for its producer- 


use of 


best 


awards: one the 
director, Frank Wisbar, and 
for its writer, Arnold Belgard. 

Others singled out for praise: 
WPIX, New York; WDSU-TV, New 
Orleans; KECA-TV, Los Angeles; 
KGO-TV, San Francisco; the four 
video networks, and Time Inc. for 
coverage of the Kefauver commit- 
tee hearings; also “Meet the Press” 
(Revere Copper & Brass on NBC 
through St. Georges & Keves) for 
best program planned as a public 


one 


Marlin Perkins of “Zoo 
(Ken-L-Ration on NBC) 
for best program suitable for chil- 
dren, and John Daly for excellence 
as moderator on “What's My Line” 
(Stopette, CBS) and his work on 
ABC's “John Daly News.” 


service; 
Parade” 


Van Bomel Named Director 
Leroy A. Van Bomel, president 
of National Dairy Products Corp., 
New York, has been elected a di- 
rector of Chrysler Corp. Detroit. 
He also is a director of Manufac- 
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turers Trust Co., New York, and 
American Surety Co. of New York, 
a trustee of the Committee for 
Economic Development, and 
member of the Advertising Coun- 
cil, Chamber of Commerce of the 
State of New York, National In- 
dustrial Conference Board and the 
American Society of Mechanical 
Engineers. 


Masonite Slates Mfrs. Ad 
Masonite Corp., Chicago, has 

scheduled a four-color, full-page 

manufacturers’ ad for The Satur- 


day Evening Post. Dec. 1. The ad 
will feature the advantage of pre- 


finished wall panels and list the 
names and addresses of the 19 
companies using Masonite hard- 


boards in their production 


Edwin Seymour Appointed 
Venezuela Deportiva y Venezu- 
ela Cinematografica, rotogravure 
weekly with a circulation of 20,000 
in Venezuela, has appointed Edwin 
Seymour Inc., New York, newspa- 
per representative, as its world 
advertising representative 


You Need BOTH 


To Sell 


Obviously, you can’t hope to sell all of America’s 50 million women 


with only one kind of magazine, simply because different kinds of 


women read different kinds of magazines. You need leaders 


in each of the important women’s fields: Service AND Romance. 


And when you buy in the Romance field, 


buy TRUE CONFESSIONS first because..... 
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Blanchard Named Director 

R. B. Blanchard, formerly treas- 
urer and account executive of 
Ralph Sharp Advertising, has been 
appointed promotion director of 
Belnap & Thompson, Detroit, in- 
centive program merchandising 
concern. 


Lupton Drops Heli-Coil 
John Mather Lupton Co., New 
York agency, has resigned the ad- 


vertising account of Heli-Coil 
Corp., Danbury, Conn., effective 
Dec. 31 


Paul LaRiviere Joins KBIS 

Paul LaRiviere has been ap- 
pointed commercial manager of 
KBIS, Bakersfield, Cal., replacing 
Homer Griffith, who is now na- 
tional sales manager for the 
KYNO, Fresno—KCOK, Tulare— 
KAFY, Bakersfield, group. 


Agency Resigns Account 

The Portland, Ore., office of 
Mac Wilkins, Cole & Weber has 
resigned the First National Bank 
of Portland account, effective 
Dec. 1. 


Kinds Of Magazines 


Agency Shifts Paul ]. Boxell 


Paul J. Boxell, account execu- 
tive in the Cincinnati office of 
Hill & Knowlton, has been trans- 
ferred to South Bend, Ind. Wil- 
liam W. Cook, formerly director 
of information for Wool Bureau 
Inc., succeeds Mr. Boxell 


‘Gentry’ Appoints Treuhaft 

Gentry, recently inaugurated by 
Reporter Publications, New York, 
has appointed Jack H. Treuhaft 
liquor, wine and beer advertising 
representative. 


BOTH Kinds Of Women 


@ TRUE CONFESSIONS has the lowest cost per M— with discounts ($2.13) or without 


discounts ($2.37) — of any Romance magazine with circulation over a million.* 


@ TRUE CONFESSIONS has the highest percent of circulation gain (18.8) 


-and the highest numerical circulation gain (270,890) of any major Romance magazine.** 


@ TRUE CONFESSIONS has the largest newsstand circulation (1,609,356) and the 


highest percent of newsstand 


circulation (94.0%) 


Romance magazine having 


1,000,000 Or more Cir 


Based B&W page rates SR&DS—Sept. '>1 


**ABC Jan.-June "51 vs. Jan.-June 50 
*** ABC Jan.-June ‘51 


of any 


culation.*** 


 onfessions 


NEW YORK - CHICAGO + DETROIT — 


LOS ANGELES - SAN FRANCISCO — 


rue 


oA Fawcett Publicanon 


except the 


Ladies’ Home Journal. 


October Magazine 

. . ’ . 
Billings ‘Highest 
*- . ’ 
in History’: MAB 

New York, Nov. 13—Magazine 
billings for October, 1951, were the 
largest for any month in magazine 
history, according to Magazine 
Advertising Bureau 

The total was $56,600,000 for 
all general and farm magazines in- 
cluded in Publishers information 


At the nation’s newsstands 
more women buy 

TRUE CONFESSIONS 
than any other 


Woman’s magazine 
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Bureau Service. This is an in- 
crease of 17.2% from the $48,.300,- 
000 in October last vear 

The ten-month total for the vear 
to date also is the highest on rec- 
ord, according to MAB. It is $418.- 
500,000, an increase of 11% from 
last year’s ten-month total of 
$377,100,000, and 14.8% from the 
same period in 1949, when reven- 
ues were $364,700,000 

Sunday newspaper supplements 
and comics sections, which showed 
a 42% loss for the ten-month 
period, are not included in these 
MAB magazine figures. 


Magazine Bows 

Florists Telephone News, offi- 
cial publication of Florists Tele- 
phone Service, New Rochelle 
N.Y., clearing house service for 
telephone flower orders, is slated 
to appear in December. Advertis- 
ing will be carried with the second 
issue in January. The magazine's 
office is at 481 Main St., New 
Rochelle. Samuel D. Wolff & As- 
sociates, New York, has been ap- 
pointed eastern advertising repre- 
sentative 


November THE AMERICAN 


became... 


st 


For over 65 years— 
THE MOST POWERFUL ~ 
INFLUENCE IN THE 
TEXTILE INDUSTRY 


The Nation's Complete 
Textile Publication 
Serving the 
Textile Industry 


Wedded to No Fibre 
Tied to No Croups 


READ by TOP Textile 
Executives who have the 
BUY word... who moke 
the decisions ... who plan 
the important moves. 


REACH THEM in 
The Nation's 
Textile Weekly! 


mee) Reporter 
286 Congress Street 
BOSTON 10. MASS 
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Kennedy Elected President 


: ‘ poo = James M. Kennedy, v.p. in 
: charge of Rome Mfg. Co., division 
of Revere Copper & Brass, Boston, 
Ay & has yo elected president of the 
: parent company, succeeding James 
TRU € CONFESSIONS has the J. Russell, who has been chested 
chairman of the board and chief 


highest percent of families with executive officer. C. Donald Dallas, 


who has retired as board chairman, 


children (four years and under) of is continuing with Revere as a di- 


rector. 
7 4 
3 ony magazine except Parents’. 
S MacLean Named Sales Head 

tarch— Libby, McNeill & Libby of Cana- 
da, Chatham, Ont., has appointed 
At the A. P. S. MacLean, manager of the 
newsstands Toronto branch in charge of sales 
in Ontario, general sales manager. 


— America’s He succeeds A. B. Fulmore, who 
second largest has retired. 
selling 


Fried Named Ad Manager 

: Cup Brew Coffee Bag Co., Den- 45-YEAR MAN—After 45 years of service with Deere & Co., Moline, Ill., manu- 
magazine ver, has appointed Norman Zander facturer of farm equipment, R. E. Swartley (center), advertising manager, retired. 

& ------ 


woman's 


| Fried, formerly account executive Pictured here ore several of his advertising friends who honored him at a dinner 
for Hal Niemann Associates, Den- in Moline recently. Left to right: Edward Nesbit, president, Critchfield & Co.; 
ver, advertising manager. Glen Rohrback, Deere & Co.; Mr. Swartley; and E. O. Boe, Midwest Farm Paper Unit. 


Winter Furnishings 
Sales to Approach 
‘Normal’: Whiting 

Cuicaco, Nov. 13—Manufactur- 
ers’ sales of home furnishings at 
the 1952 Winter Market will be 
more nearly “normal” than any 
similar showing at the American 
Furniture Mart here since the end 
of World War II. This is the opin- 
ion of Gen. Lawrence H. Whiting, 
Mart president, in viewing the 
event which opens Jan. 7 and runs 
through Jan. 18. 

Gen. Whiting asserted that the 
coming market will contrast with 
the 1951 winter showing, which 
was a “run-away”™ and the Sum- 
mer Market, which was “abnor- 
mal.” 

“The typical retail store buyer 
will purchase his actual needs, and 
| he’s going to need goods,” he said. 


: soe : - “His inventory has been worked 
, : : : fa down from mid-summer until it 
ok : is average or below normal for the 
, ee ‘ season. He won't consider ‘scare 
7 : ‘ out of | + " | buying,’ which prevailed a year 


Population: 563,832 


ago, but will operate as he nor- 
mally has done in other ‘emerg- 


of your prospects read | . om lol 


@ Market results will not be uni- 


' , form, the Mart president predicted, 
noting that companies offering bet- 
P ong ’ ; ter values will fare better than the 


concerns which have spent little 
time studying the market and pub- 
lic acceptance. 

He pointed out that “It has been 
encouraging to note that hard- 
hitting, aggressive selling and pro- 
motion have brought the best re- 
sults, particularly when coupled 
with styles and material showing 
an awareness of home-maker 
thinking. Use of new richly fig- 
ured veneer, new finishes and ap- 
plication of class design to mass 
production has paid off.” 


Campbell-Ewald Co. 

| Makes Personnel Shifts 

| D. R. Benkhart has been named 
TV business manager of Campbell- 
Ewald Co.. New York. He will 
continue as account executive for 
the Local Chevrolet Dealers Assn 
Named as his assistant was T. W. 
Hanlon, who has been with the 
agency for some time 

; Ernest Conrad, previously of 
: Biow Co., New York, has joined 
ne Campbell-Ewald as an art direc- 


The Denver Post saturates its Retail Trading | tor. 
Zone, blankets the State of Colorado, and CBS-TV Appoints Two 


. e ° Roland R. Blair, formerly of 

_ CARER TION penetrates the entire Rocky Mountain Empire. 'Morris F. Swaney Advertising, 
Daily 231,888 Chicago, has been added to the 
Sunday ; 362,784 Chicago sales staff of CBS-TV, 
Empire Magazine and and D. Thomas Miller, previously 
Comics 395,087 of American Broadcasting Co., has 
A.BC. Publisher's Statement been named Chicago sales service 


September 30, 1950 7 THE DENVER POST manager for CBS-TV. 


he Petes of the Tet Mimetnin Gaps” Ted Kimble to ‘Household’ 


/ 3 
: PALMER HOYT, FOITOR AND PO 1SmeR “ 
. Theodore Kimble, formerly as- 


sistant building editor for Better 


Represented Nationally by Moloney, Regan & Schmitt, Inc. Homes & Gardens, has been ap- 
pointed managing editor of House- 
hold. 
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Soo Line Decides 
to Make Full Use 
of Boxcar Walls 


MINNEAPOLIS, Nov. 13—In what 
is probably the first really large- 
scale effort by any railroad to 
make the most of the space it owns 
on boxcars, the Minneapolis, St. 
Paul & Sault Ste. Marie Railroad 
Co. (the “Soo Line”) has begun 
a program of marking its new 
freight equipment with the words 
“Soo Line” in 4’ letters covering 
the entire side of the cars. 

The company feels this cam- 
paign will call nationwide atten- 
tion to its name as these cars move 
back and forth over lines in the 
U.S. and Canada. 

The idea for the car-size signs 
was originated by the railroad’s 
agency, Knox Reeves Advertising, 
Minneapolis. 


Phil Gordon Agency Elects 
V. Daniel Smith President 

Phil Gordon Agency, Chicago, 
has elected V. Daniel Smith, who 
has been general manager and ac- 
count executive, as president. 


V. Daniel Smith Philip W. Abrams 


Dhilin W. Abrams. a member of 
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Lutz Joins Sales Execs 
Robert R. Lutz, formerly with 


Goodyear Tire & Rubber Co., 
\A 


kron, has joined the National 

Sales Executives, New York, as 
director of public relations and 
manager of the corporate program. 
He replaces Evans F. Houghton, 
who is now with the publicity de- 
partment at Benton & Bowles, New 
York. 


Gets Audit Bureau Post 

H. H. Rimmer, advertising man- 
ager of the Canadian General 
Electric Co., Toronto, has been ap- 
pointed a vice-chairman of the 
Audit Bureau of Circulations. This 
marks the first such appointment 
to a Canadian. 


L. A. Ad Groups Set Workshop 


The second teachers’ workshop 
course, conducted by Los Angeles 
advertising groups for the Los 
Angeles Board of Education, has 


been scheduled for July 14-22, 
1952. * 


ee ae ed 
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ts MORE REAL BUYERS FOR YOUR PACKAGING- 
_ ADVERTISING DOLLAR... 15,000;@emy. .. 
- NO NON-BUYING DEADWOOD... 
| 98% U.S.A... . and up to 60% 


aa 
* 


Please enter my Advertising 


! year (52 issues) at $3. 


C) Payment enclosed [] Bill me CO Bm my Firm 


Age subscription for 


ms | 
tag = __ Ma) £a 
ane eee Busin FIRST REPLACEABLE CARTRIDGE 
eat = omaha song 28 TYPE OIL FILTER WAS INSTALLEO 
City r SELL AS STANDARD EQUIPMENT ONA \ 
ee ESE SERVICE STATIONS == CHRYSLER IN 1924. IN THE SAME af 
But send my weekly copies to THE CUSTOMER, THEY HAVE MBMR ear nickensacker ALSO HAD A 4 
DING UP AN ENVIABLE TBA . 
~ \ 3g TYPE OF BUILTIN O1L PURIFIER. S 
Bene Adérees R EXAMPLE, THE MOTORIST WHO ren a 
1} GALLONS OF GASOLINE ENTERS a 
Equipment Co., manufacturer of MATELY 62 TIMES PER YEAR. CFF 


mining machinery, has been ap- 


pointed advertising manager for | 


General Metals Corp., San Fran- 
cisco, and its subsidiaries. 


Nolan Agency Gets Account 
Charles H. Nolan Inc., Paw- 
tucket, R. I., has been appointed 
to 
Co., Smithfield, R. IL, manufac- 
furer of religious articles. 


handle advertising for Lane 


WE’RE PROUD OF 
OUR BABY 


We're so jront of our b 
BAYONNE TIMES, 
one to know about it—So just 
a copy—we'll be proud to send you one 
Then you too will see why— 

“BAYONNE CANNOT BE SOLD 


FROM THE OUTSIDE’ 


THE BAYONNE TIMES 


NATIONALLY REPRESENTED BY 


that we want every- 


BOGNER & MARTIN. 


THUS THE SERVICE STATION BECOMES A HIGHLY DB 


IMPORTANT TBA OUTLET, 


CALLS WERE MADE BECAUS 


OF BREAKDOWNS DUE To TBA 
FAILURES. THIS IS BIG BUSINESS 
FOR THE MAJOR OIL COMPANIES 


AND INDEPENDENT JOBBERS 


WHO SUPPLIED THE TBA REPLACE- 
MENTS FOR THESE CAR OWNERS. 


NATIONAL PETROLEUM NEWS 


1213 WEST THIRD ST. 
OFFICES: IN NEW YORK + CHICAGO - PHILADELPHIA +» HOUSTON + LOS ANGELES 


IN 1950...44,115,000 SERVICE 


FIFTY MILLION PRIVATELY OWNED VEHICLES 
ARE REGISTERED IN THE UNITED STATES THIS 
YEAR. EVERY ONE IS A POTENTIAL CUSTOMER 
FOR TBA! , 50% OF WHICH IS SOLD THROUGH 
SERVICE STATIONS ! AND THE OIL COMPANIES & 
AND OIL JOBBERS WHO MERCHANDISE TBA 
A ITEMS TWROUGH SERVICE STATIONS 


€ 
“IT 1S ESTIMATED THAT THE 


MARKET FOR Oil FILTERS COULD 
REACH $115,000,000 IN 1951" SAYS 

JIM LIGHTBURN SALES MANAGER 
PUROLATOR INC."TO HELP US TELL 
PUROLATOR'S STORY TO THE MAJOR OIL 
COMPANIES AND INDEPENDENT JOBBERS 
WHO WILL MERCHANDISE THESE FILTERS, 
WE DEPEND ON NPN” 


A Platt Petroleum Publication 


* CLEVELAND, OHIO 
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Duane Jones Sued by Ex-employes; 
Suits Involve $45,000 and $50,000 


A Third May Be Filed 
Later; Meanwhile, Jones 
Wins First Court Test 


, and the others said the book value 
would therefore amount “to at 
least $100” a share. 


}@ In answering the complaint, Mr. 

New York, Nov. 13——Former ex- | Jones denied the allegations, while 

the Duane Jones Co | admitting a contract was made, 

filed two suits against their| and conceding that Mr. Scheideler 

erstwhile boss in the supreme| and the others were stockholders 

court, New York County. The first} Mr. Jones, however, denied the 

seeks a total judgment of $45,000] Stock has any book value and said 

and court costs, while the second|"O0 money is owed to his former 
may amount to $50,000 


ecutives of 


have 


employes, He asked dismissal of 
The first suit involves nine for- | the complaint. 
mer employes of the Jones Co. who| In the pension suit, which in- 


they owned and held Class | — 


volves perhaps $50,000 though the 
complaint mentions no figures, the 
plaintiffs are the same people, ex- 
cept for Mr. Stevens and Miss Mc- 
Kecknie, who do not figure here 
Added to the list are Joseph Beck 
and Philip Brooks. Defendants are 
Mr. Jones, Milton Klein, an ac- 
countant, and Mr. Hulshizer, al! 
trustees of the pension trust 

The position of Mr. Hulshizer as 
both a plaintiff and defendant was 
later clarified when he submitted 
to the court a statement admitting 
“each and every allegation of the 
complaint” and announcing he was 
“joining the plaintiffs in their de- 
mand for a judgment.” 


s Mr. Scheideler and his fellow 
plaintiffs declared that “the trust 
and rights and benefits to be con- 
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ferred thereby were held out by 
Duane Jones Co. as an incentive to 

greater effort, interest and zeal 
in their work.” 

They also stated that the pension 
trust agreement “provides that in 
the event that employment of any 
beneficiary shall terminate for} 
reasons other than discharge for | 
cause, he shall be entitled upon} 
said termination to receive from} 
the trustees an assignment of the 


original policy taken out in his 
favor (with the New England | 
Mutual Life Insurance Co., Bos- | 


ton) and to certain other rights.” 
Mr. Jones has publicly stated on} 
a number of occasions that his 


former executives were fired for 
cause. 
The former Jonesians charge 


that the agency has refused to pay | 


the amounts due them under the 
trust or “to assign them their poli- 
insurance.” Mr. Jones’ re- 
buttal is that since the termination 
of their employment at his agency 


cies ol 


they have no “right or title or in- 
terest in or under any policies 
heretofore issued.” 


e@ A third suit against the Jones 
Co.—an action seeking to compel 
Mr. Jones to pay for vacation time 
which 11 former employes now at 
Scheideler, Beck & Werner assert 
they did not get—may be heard in 


| another month. 


The 11 say they were requested 
to defer their vacations by their 
Jones Co. superiors and never re- 
ceived remuneration for that time 
Mr. Jones insists they waived their 
vacation rights and that he is not 


insist 
B stock 
“has 
purchase” in 


worth $45,000 which Mr. | 
failed and refused to 
accordance with an 
time the 
the 


Jones 


t the 
issued. They 
$100 a share 

Joseph 


agreement made a 
stock was 
stock 1 

The stockholders 
* Scheideler 115 shares, $11,500 
Haves, 100 shares, $10,000, 
Paul Werner and Eugene Hulshiz- 
er, 65 shares each, $6,500 each; Don 
Gill, Robert Hughes, Lawrence 
Hubb and Richard A. Stevens 
and 


Say 
worth 


are 


Robert 


ird 


25 shares each, $2,500 each; 
Julie McKecknie (Mr. Scheideler 
secretary at the Jones Co. and at 


Scheideler, Beck & Werner), 5 


$500 


shares 


® In their complaint, the nine said 


the stock agreement was worded as 


follows 
The purchase! employe wd = the 
Jones Co agree that upon the termina 
tion of the employment of the purchaser 
due to voluntary resignation, discharge 
by the company, death, or any other 
re on or cause whatsoever, all the shares 
of the Class B capital stock of the con 
pany sold hereunder to the purchaser by 
the seller shall forthwith become the 
sole and absolute property of the com 
pany and the compan shall pay the 
registered holder or holders of each such 
share the book + 1 thereof, as shown 
by the books of account of the com 
. pany, audited b ts accountants without 
however, any value being signed to 
good vill, but u ny event said payment 
shall not be less than $i 
The complaint also stated that 


athe directors of the Jones agency 
on May 9, 1951, passed a resolution 
saying that the book value on the 
stock, “for purpose of purchase by 
the corporation, (shall) be deter- 
mined as of the last day of the 
month preceding the date of termi- 
nation of employment of the hold- 
er” of the stock. Mr. Scheideler 


RALEIGH 


$25 
MILLION GAIN 


in Retail Sales, 1948 through 1950 
places Raleigh's Metropolitan Area 


1st in North Carolina 
3rd in the Nation 
in percentage of increase!* 


1948 Retail Sales... ..$104 Million 
1950 Retail Sales... ..$129 Million 
(Percentage of increase, 23.7 %)* 


*(SM, 9/151) 


Sell this fast-growing market —- PLUS 
32 other Golden Belt Counties at ONE 
LOW COST and WITHOUT WASTE 
with The Raleigh News and Observer. 


113,618 Morning 
117,407 Sunday 


(Publisher's Statement, 3 31,51) 


The Raleigh 


News and Observer 
Rep: The Branham Company 


(His business paper ... of course) 
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liable. Upwards of $2,000 is being 
sought by the 11, most of whom 
were secretaries and stenographers 
at the agency. 

The plaintiffs are: Julia Mc- 
Kecknie, $540; Carol Post, $62.50; 
Arlene Noble, $55; Margaret Han- 
lon, $75; Louise Mabie, $168; Mar- 
jorie Laneve, $323; Walter Ware, 
$550; Nan Murphy, $50; Nina 
Flinn, $100; Ruth Morgan, $55; and 
James Frankenberry, $61.54 


® An application for a writ of 
mandamus which would have com- 
pelled the Duane Jones Co. to per- 
mit an inspection of its books was 
denied Friday by Judge Carroll G. 
Walter, supreme court, New York 
County. 

Denial of the application, made 
by Don Gill and Julia McKecknie 
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as Jones stockholders, will be ap- 
pealed to the appellate division, 
first department, on the ground 
that Judge Walter's decision “is in 
conflict with law.” In an opinion, 
the judge said he felt relief might 
be obtained in the stock action 
filed against the Jones company. 


KLAC Boosts Klein, Miller 


Milton Klein, who has been with 
the station for the last four and a 
half years, has been promoted to 
manager of the newly formed 
operations department of KLAC- 


TV, Los Angeles. The new depart- | 


ment combines the previously in- 
dependent traffic, commercial and 
commercial scheduling depart- 
ments. Jack Miller, head of the 
commercial department, has been 
promoted to director of promotion 
and advertising. 


Names Gray & Rogers 

Standard Pressed Steel Co., Jen- 
kintown, Pa., manufacturer of steel 
shop furniture, has appointed Gray 
& Rogers, Philadelphia, to handle 
its advertising, public relations 
and publicity. R. E. Lovekin Corp., 
Philadelphia, handled the account 
previously. 


KNX Names Axtell Asst. S.M. 

Alan Axtell, account executive 
with CBS Radio Spot Sales, Chi- 
cago, has been appointed assistant 
general sales manager of KNX, 
Columbia Network, Los Angeles. 
He will be in charge of national 
sales. 


| Elects Janet Bloom V. P. 


Travel-Go-Round Inc., New 
York, has elected Janet C. Bloom 
| as v.p. in charge of sales. 


Borden Plans Ad 
Campaign for New 
Elmer's Glue-All 


New York, Nov. 14—The chem- 
ical division of Borden Co. has 
launched a magazine and direct 
mail advertising drive for its El- 


mer’s Glue-All, an _ all-purpose 
household glue formerly called 
Cascorez. 

Full-page, two-color insertions 


are scheduled in the October issues 
of hardware, paint, building sup- 
ply and_= stationery magazines, 
while fractional b&w pages will 
appear in three consumer and 
three school publications. The di- 
rect mail campaign will be aimed 
at wholesalers and retailers in the 


No man who takes his job seriously takes 
his business paper lightly. No matter how busy, he finds time to get his 
business reading Gone. 
The men you've got to sell ... the people who buy your product .. . write 
it into specifications . . . or sell and promote it . .. these are the come-hell-or- 
high-water business paper readers—the Best Informed Men in every Field. 
It’s a fact . . . the men who buy are the men who read. The Advertising 
Research Foundation can put it into figures for you. Four surveys* already 
made indicate that more than 7 out of 10 of the people who read business 
papers are men who buy and specify products and materials. 
Of course they keep up with their business papers . . . cover to cover! 
It’s the best way to keep a jump ahead . . . to know what's new and what’s 
coming . . . to find time, labor and money savers. The editorial pages prime a 
man with ideas . . . start him planning . . . tell him how . . . send him to the 
advertising pages to find the products and materials he needs. To be thor- 
oughly posted, he reads both! 
That’s why the business press is the first place to put your advertising. 
It gives you a ready audience always . . . editorially conditioned to listen to 
your sales story. 
You sell more when you sell to the Best Informed Men... in any Field. 


fr@ee<eseeseesensnseesgs$5ee#e?se#eee 


Better than $250,000,000 will be spent by advertisers this year 


in business publications . . . proving the continuing importance 
of the business press to business. In practically every field 
you'll find the outstanding papers are ABP papers. 

They’re paid circulation, ABC-audited papers, of course. 

But more than that, they’re papers exerting genuine leadership. 
They work together — continually — to serve their readers better, 
and to help advertisers do an increasingly effective job. 

Look for the ABP-ABC symbols when you build your list. 


Tue ASSOCIATED BUSINESS PUBLICATIONS 


Founded in 1916 


205 East 42nd Street, New York 17, N. Y. e MUrray Hill 6-4980 


What can a business 


Send for a copy 


ership?” 


is spunsored by ABP. 


MORE HELP FROM ABP... 


profitably 
with its tax dollars? Here's an outline of 
five possible ways of using today’s profits. 
It weighs the advantages of each in terms 
of present and long-range gains...a 
clear-headed analysis that can help you 
decide what your business should do. 


Have you seen ABP's color slide film, 
“Research Looks at Business Paper Read- 
Based on the ARF studies, it 
shows who reads business papers . . 
why, what and how. Write for a showing 
to your next group meeting. 


*ARF’s “Continuing Study of Business Papers” 


-and 


trade fields 
le Ads in trade publications show a 
| picture of the glue in 2-0z., 4-0z 
land pint sizes. Copy claims that 
this is “the one adhesive that glues, 
cements and pastes...ideal for 
home, school or office.” All ads 
include an order blank. 
Consumer ads will be in a lignt- 
er vein. One shows Elsie’s baby 
son Beauregard riding a broom 
down a banister and breaking a 
flower vase in the process. Elmer, 
at the foot of the stairs, advises, 
“Quick, Elmer's Glue-All. . .before 
Mom turns the broom on you!” 


James Thomas Chirurg Co 
handles the Borden account 
Claire Koren Joins Mayers 

Claire Koren, formerly time 


buyer for the Los Angeles office 
of Foote, Cone & Belding, has been 
appointed media director for 
Mayers Co., Los Angeles agency. 


KBTA Appoints Larry Blair 

KBTA, Batesville, Ark., has ap- 
pointed Larry Blair commercial 
manager. 


PREMIUM _ 
PLAN 
GIVING a balloon with a 


product persuades people to 

buy. Great introduction for — 

new product — effective sales 
timulant for any product. © 


DEALER PLAN 

YOUR ad on one side of bal- 
loons — dealer’s name on other 
side. Big bargain where cost is 
shared. Enthuses dealers — in- 
creases sales. 


YOUR choice of a variety of 
interest-arousing stunts. Gas- 
inflated balloon flights — toss- 
ing from building, etc., etc. 


Write or Phone 
for Details. 


‘Ihe OAK RUBBER Co 


Ravenna Ono 
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ABC Promotes Phillipson 
William Phillipson, assistant di- 
rector of television programming 


Unique Promotion 
Launched by Fall | and operations, has been promoted 
River Supermarket | {3 S50, chatee'sr si rate ao) 


: = ' television activities on the Pacific 

Fatt River, Mass., Nov. 13—AN | Coast. He replaces Ernest Felix, 
unusual supermarket promotion,| accictant treasurer of the broad- 
in the form of coloring contests for casting company, who has been 
children, is currently being run! acting manager of the western di- 
here by Shore’s supermarket. The vision since June. 
campaign, which started Nov. 5, 
continues for two weeks, during KNXT Issues New Rates 
which time Shore’s will use 17; KNXT, Los Angeles, CBS-owned 
full-page b&w newspaper ads in 
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TV station, has announced rate 
card No. 1, effective Dec. 1, 1951. 
Basic rates for local program time 
periods and announcements are In addition, direct mail to indus- 
$1,500 for an hour (previously $1,-| trial concerns will be used. Wesley 
200), $300 for an announcement! K. Nash Advertising, St. Louis, is 
and $150 for shared station identi- the agency. 

fications in Class A time. Class B 
and Class C rates are being ad- 
justed accordingly. 


Steelcote stainless steel coating for 
all metal surfaces. The first ad will 
appear in Business Week Dec. 8. 


| Hooker Glass to Proebsting 


Hooker Glass & Paint Mfg. Co., 
Chicago, manufacturer of King- 
| paint, has appointed Proebsting- 
Steelcote Mfg. Co., St. Louis, has! Taylor, Chicago, to handle its ad- 
scheduled a campaign to run in 21 | vertising. Major emphasis will be 
publications for its new product,! placed on sales promotion through 


Steelcote Product Bows 


dealers and dealer cooperative 
newspaper ads. Goodkind, Joice & 
Morgan, Chicago, is the _ former 
agency. 


W. H. Watt Gets Account 


L & L Mfg. Co., Upland, Pa., 
manufacturer of electric kilns for 
!ceramic hobbyists, has appointed 
W. H. Watt Advertising, Upper 
Darby, Pa., as its agency. American 
Artist, Ceramic Age, Ceramic In- 
dustry and direct mail will be used 
to promote 52 different kiln mod- 
els. 


the Fall River Herald-News. 

The promotion features 12 sepa- 
rate coloring coniests, one each 
business day for two weeks, and 
each announced in a full-page ad 
containing outline illustrations of 
eight nationally known food prod- 
ucts in their familiar form of pack- 
aging. 

Each product is given space 
about 5” square; each carries with- 
in the bleck an artist’s sketch of 
some trade character used by the 
manufacturer in advertising the 
product, and each product carries 
a price. 


s The manufacturer pays for the 
space devoted to his product and 
receives a listing in a full-page ad 
of the 96 products being featured 
in the contest. Each product also 
gets a one-week display in the 
store. 

The contests offer $7,500 in 
prizes to children of five age groups 
for coloring the product packages 
featured in the separate ads. En- 
tries cannot be mailed to the store, 
but must be submitted in person. 

The promotion was originated, 
created and carried out by Mrs. 
Marjorie A. Dix and Theodore A. 
Dalgliesh, of the supermarket’s 
agency, Paul H. Johnson Co., Prov- 
idence. If the event proves suc- 
tessful, it will be made an annual 
affair; plans for next year already 
include 192 manufacturers in the : 
promotion. [ 


Magazine Changes Name 
Point-of-Purchase Merchandis- 
ing, published by Ellis Publications 
Inc., New York, has announced 
that it will change its name to 
Spot, The Magazine of Point-of- 
Purchasing Merchandising, with its 
February issue and thereafter will 
be published monthly, instead of 


———$—_$___. 


bi-monthly. No advertising rate ” a wo : pa 
Changes will be made, AA was ; , ne RES 
told, and the editorial policy will —! ss OS me 
@ontinue as it has been. . few ti seas 


Hunt Foods Promotes Three 
Hunt Foods Inc., Los Angeles, 
has promoted Hans Erlanger, gen- 
eral sales manager, to the addition- 
al post of v.p.; Irving Goldfeder, 
v.p. in charge of production, has 
become executive v.p., and Edward 
Mittelman, treasurer, is now a v.p. 


For Beasiorss Unaly oy  Subeerpy, 
Fee Net Paid Circulation by 


Revere Corp. Names Houston 

Revere Corp. of America, Wall- 
ingford, Conn., has appointed Ed- 
ward F. Houston, formerly sales 
manager of the aviation division 
of Bristol Co., Waterbury, Conn., as 
sales manager. 


DO YOU NEED to advertise to 
(California, Oregon, Washington, 
Idaho, Utah and Arizona) packers of 
canned, glassed, frozen and dried foods? 
WESTERN PACKING NEWS SERV- 
ICE (established 1939) is the most 
economical way to cover this field and 
carries advertising from such firms as 
Schmidt Lithograph, American Can, | 
Stecher-Traung, Corn Products, etc., to | 
name a few. | 
We will be pleased to send you a sam.- | 
ple copy, advertising rates and sales 
talk which is brief. Since we are not 
listed in SR&D this is the only way 
you will ever hear of our publication. 
Also our low rates do not permit the 
payment of either agency or cash 
discount. | 


If you are interested, write 
S. D. McFADDEN NEWS BUREAU 
7 Front Street * San Francisco 11, Calif. 
diso publishers of 
WESTERN TRUCKING NEWS SERVICE 
(Advertisement) ' 
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NBC Will Start 
Two-Hour Morning 
TV Show on Jan. 1 


New York, Nov. 15—National 
Broadcasting Co.'s invasion of the! 
early morning network video pro-| 
re field now is set for Jan. 

Details of the show, to be car- 
ried from 7 to 9 a.m., EST, Mon- 
day through Friday, still are being 


| vester L. 
| in charge of television, reports. 
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worked out. Station reaction to 
the project has been good, Syl- 
(Pat) Weaver Jr., v.p. 


Talent for the program, which 
will be titled “Today,” has not 
been selected as yet. Dave Garro- 
way and Fred Allen are among 
those who have been considered 
for the job, but now NBC is said 
to be looking for a man with a 
good news background. 

The format, as Mr. Weaver ex- 
plains it, will be designed to send 


viewers “out of the house with 
every bit of important and rele- 
vant information” they will need 
to “perform their duties as adult, 
alert, mature citizens.” 


® The network already is discus- 
sing “Today” with potential ad- 
vertisers. Two one-minute partici- 
pations will be offered per quar- 
ter hour. The show will be di- 
vided into 15-minute segments to 
give affiliates an opportunity to 
cash in on the station-break rev- 


enue. 

One problem, that of difference 
in time in the East and Midwest, 
will be solved by having two 
clocks on the studio wall—one for 
Eastern Standard and another for 
Central Standard time. 

NBC will be the second network 
to offer programs during the 
breakfast get-to-work hours. Du- 
Mont Television Network pion- 
eered in this field in November, 
1948, but gave up the experiment 
after a 16-week trial. 


Wr sein a a. 
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| Hart Joins ‘Country Gent’ 
William M. Hart Jr., formerly 
with Melson Fertilizer Co., 
Georgetown, Del., has joined the 
Philadelphia advertising sales of- 
fice of Country Gentleman, effec- 
tive Dec. 1. He succeeds Malcolm 
Russell, who has joined the sales 
staff of Ladies’ Home Journal. 


Elterich to Schenley Labs. 
Wilfred B. Elterich, formerly 
with Organen Inc., Orange, N. J., 
American subsidiary of N. V. Or- 
ganon, Dutch pharmaceutical 
manufacturer, has been appointed 
market research director of Schen- 
ley Labs. Inc., New York, manu- 
facturer of pharmaceuticals. 


Hotel Venetian to Gilbert 

Hotel Venetian, Miami, has ap- 
pointed John P. Gilbert Associates 
advertising consultants for the 
1951-52 season. 


Joins ‘Progressive Farmer’ 

Paul L. Hickman has been ap- 
pointed to the advertising depart- 
ment staff of Progressive Farmer, 
Birmingharn. 


OF MORE PEOPLE 
WHITH MLORE MONRY 
\ TO SPEND 

CHAN EVER BEFORE F 


yyy 


1950 Net Effective 
Buying Income of 
$405,941,000° 


*Sales Management, 1951 
Survey of Buying Power 


poh hn vat Gales: 
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Siti tains ovis Sa inherent in 


The JOURNAL & SENTI- 
NEL are the only papers 
that cover this rich, grow 
ing market in the South's 
No. | state 


The JOURNAL & SENTI- 
NEL are the only papers 
in the SOUTH offering a 
Monthly Grocery Inventory 
—an ideal test market 

The JOURNAL & SENTI 
NEL are the only papers 
completely blanketing an 
important 9-county seg 
ment of North Carolina 


WINSTON-SALEM 

JOURNAL and SENTINEL 
MORNING SUNDAY EVENING 
Matronat Representative ELLY SMITH CO 
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She's Open-minded U4.) 


f 
' er 5 
| She's old 4 
q than you think 
— 
a 
ce , 
ff that young woman in her teens 
—g 
= She's spending... $3,700,000,000 of her own 
% money, in 1950. And what she spends of Dad's 
are takes higher mathematics. 
4 She's open-minded .. . Today's newest and most 
: active consumer, she is still forming brand 
preferences. Her product loyalty can be eas- 
ily won. And, as wise advertisers know, the 
customer of 17 is a likely lifetime customer. 
; She’s older than you think... ... She is, for 
example, more likely to marry at 18 than in 
any other year. She buys for herself, for her 
folks and for her future! 
. Just one magazine reaches the spending 


power and molds the buying habits of the 
7,400,000 young women in their teens. 


I 


: seventeen sells 


New York: 488 Madison Avenue. New York 22. New York. Western: 400 
New England: Statler Building, Boston 16, Massachusetts. Pacific Coast: 9126 
Southern: Rhodes-Haverty Building, Atlanta 5. Georgia 


North Mic Avenue, Chicago 1], Illnois 


Hollywood 46 


higan 


Sunset Boulevard Calitorma 


PIGSKIN PREVUE—Southern Methodist University drum majorettes give twirling 


lessons to several Dallas Advertising League member: before festivities started at 

the club's special “Pigskin Prevue” luncheon. Left to right: Nadine Heiden, ad- 

vertising manager, Arthur A. Everts Jewelers; Fred Benners, SMU passing star; 

Damon Shipp, Merchants Greeter Service; Randall Brooks, executive v.p., Rogers 

& Smith; Som Hepworth, manager, Grant Advertising, Dallas office; and Clifton 

Blackmon, advertising director, First National Bank, Dallas, and league secretary- 
treasurer. 


‘IM’ Finds Salary of Average Industrial 
Ad Manager Has Risen 125% Since 1940 


Cuicaco, Nov. 13—The salary 
of the average industrial adver- 


tising manager has increased by 
more than 125° since 1940, from 
an average of $4,138 annually to 
$9,318 a year, according to results 
nationwide study published 


in this month's Industrial Mar- 
keting. 
Answers given by the 216 in- 


dustrial advertising managers tak- 
ing part in the survey indicate the 
average ad manager no neo- 
phyte in the business, having 
reached the ripe old age of 431 
years. Furthermore, “he first 
joined the industrial advertising 


1s 


| fraternity 15.8 years ago and has 


been toiling away for his present 


| employer 11.4 years.” 


@ /M’s questionnaire asked for the 
following information 

1. What is your annual salary? 

2. How old are you? 

3. How long have you been in 
advertising work? 

4. How long have you been with 
your present employers? 

5. How many people do you su- 
pervise? 

The median salary for the 216 
admen was found to be $8,500, $4,- 
650 more than the median reported 
in a study conducted by the Adver- 
tising Managers Club of Chicago 
in 1940. Salaries were found to 
range from a low of $3,500 to a 
high of $31,000; 15 men earn from 
$4,000 to $4,999; 19 from $5,000 to 
$5,999; 47 from $6,000 to $7,499; 


64 from $7,500 to $9,999; and 50 of | 


the respondents earn between $10,- 
000 and $14,999 yearly. There were 
20 ad managers earning more than 
$15,000. 

Although the average age was 
found to be 4314, the median falls 
surprisingly close, being an even 
43 years. Ages range from 25 to 
well into the 70s, with the largest 
age group including 15 men at the 


half-century point. Eleven of the 
respondents said they were 45 
years old, and there were 14 in 
the 25 to 29 age bracket. 


@ Industrial Marketing reports 
that the “composite industrial ad- 
vertising manager is quite loyal, 
quite happy or both, for he has 
been with his present employer 
11.4 years.” The median length 
of time in a job, the report dis- 
closes, is eight years. Complete fig- 
ures on job tenure are as follows: 


Years No. in % 
Group 

1 19 8.8 

2 7 3.2 

3 20 9.3 

a 16 7.4 

5 14 6.5 

6 15 6.9 

7 8 3.7 

8 16 7.4 

9 5 2.3 
10-14 24 lll 
15-19 23 10.6 
20-24 18 84 
25-29 18 &4 
34 ll 5.1 
35-39 2 9 


The length of service in the 1940 
study was higher than the above 
figures, with the median falling at 
the 10-11 year mark 

The size of advertising depart- 
ments in which the respondents 
are employed varied widely, with 
the number of employes super- 
vised ranging from one to 100. The 
average is high (8.1) because of a 
few unusually large departments, 
IM states. The median is five. 


Childress to ‘House & Garden’ 

Lee Childress, formerly manag- 
ing editor of Design Plus, has 
joined the architectural staff of 
House & Garden, New York, as 
associate editor. 


Gass, Leonard Elected V. P.s 

Albert W. Gass and W. Scott 
Leonard, account supervisors in 
the Chicago office of Young & 
Rubicam, have been appointed 
v.p.s of the company. 


At the 
newsstands 

— America’s 
second largest 
selling 
woman's 
magazine 
Leoesees 
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CHICAGO DAILY NEWS 


YRET (Wilt NATION 


Among Evening Papers in 


GENERAL ADVERTISING! 


In the First 8 Months of 1951...the CHICAGO DAILY NEWS 
Published 2,516,798 Lines of General Advertising to Lead 


All Other Evening Newspapers in the COUMtHY sss, sus kaw 


CHICAGO DAILY NEWS 


JOHN S. KNIGHT, Publisher 
DAILY NEWS PLAZA: CHICAGO 


NEW YORK OFFICE: DETROIT OFFICE: MIAMI BEACH OFFICE: LOS ANGELES OFFICE: 
Rockefeller Plaza Free Press Building Hal Winter Co. Story, Brooks & Finley, Inc. 
9049 Emerson Ave. 1651 Cosmo Street 
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Paulson-Gerlach Gets Account 

Paulson-Gerlach 
Milwaukee, has been appointed to 
handle 


Bissell Hardwood 


& Associates, White Lake, Wis. Lumber 


Flooring Cov., 
and con- 
struction business papers will be 


‘Auctionbucks’ Will 
Franchise Its Idea 


, advertising for Yawkey- used. 
=o oc 
At the 
newsstands rue 
— America’s 


second largest 


onfessions | 


selling 
woman's 


magazine 


YOUNG MARRIED MARKET! 
TRUE CONFESSIONS has the 
youngest median age of any 


woman's magazine reported by 
Starch. 


for Radio Giveaway 


BRIDGEPORT, Conn., Nov. 13—The 
originators of “Auctionbucks,” the 
radio giveaway which “has all the 
elements of a lottery without being 
a lottery,” have decided to license 
the idea to stations in other mar- 
kets. 

First auction in the series was 
held Oct. 27, as scheduled (AA, 
Oct. 8). Radio listeners were in- 
vited to bid for a TV set, a dinette 
set and other merchandise. Bids 
were made in “Auctionbucks” ra- 
ther than in money. 

The Auctionbucks had been dis- 
tributed to Bridgeport merchants 
three weeks earlier and were given 
to shoppers who made purchases, 
in the ratio of one Auctionbuck 
for every $1 purchase. 


® Philip Merryman, president of 


Bridgeport Broadcasting Co. (Sta- 
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tion WLIZ), reports that more than 
2,000 bids were received during the 
eight hours that the show was on 
the air and that regular Saturday 
shows had to be shortened or can- 
celed. Even so, only 15 of the 
scheduled 20 items had been 
“knocked down” as the auction 
closed. 

Future plans include another 
auction Nov. 24. The value of 
prizes will increase as public parti- 
cipation increases. Sponsors of the 
promotion optimistically predict 
that an auto soon will head the 
auction list, and “then—who 
knows?—perhaps a home, fully 
furnished.” 


Sheaffer Pen Sets Contest 

W. A. Sheaffer Pen Co., Fort 
Madison, Ia., is sponsoring a $2,000 
national essay contest for high 
school students in cooperation with 
Scholastic Magazine. Announce- 
ment ads ran Nov. 14, to be fol- 
lowed by similar insertions Nov. 
28 and Dec. 12. Dealers are offered 
window posters inviting inquiries 
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Alliance Review 
Ashland Times-Garzette 
Ashtabula Star-Beacon 
Athens Messenger 
Bellefontaine Examiner 
Bellevue Gazette 
Bowling Green Sentinei-Tribune | 
Bucyrus Telegraph-Forum | 
Cambridge Jeffersonian 
Celina Standard 
Chillicothe Garette 
Circleville Herald 
Conneaut News-Herald 
Coshocton Tribune ly 
Delaware Garette 
East Liverpool Review | i! 
Elyria Chronicle-Telegram 
Findlay Republican-Courier it 
Fostoria Review-Times 
Fremont News-Messenger 
Geneva Free Press 
Hamilton Journal News 
Ironton Tribune 
Kenton News-Republican 
Lancaster Eagle-Garette 
logan News 
Marietta Times 
Marion Star 
Martins Ferry Times-leader 
Marysville Tribune 
Middletown Journal 
Mt. Vernon News 
' Newark Advocate 


Ms 


New Philadelphia Times 


Painesville Telegraph 


Piqua Call 

Portsmouth Times 
Ravenna-Kent Record 

Salem News 

Sidney News 

Tiffin Advertiser-Tribune 

Troy News 

Uhrichsville Chronicle 

Urbana Citizen 

Van Wert Times-Bulletin 
Warren Tribune Chronicle 
Washington C. H. Record-Herald 
Wilmington News-Journal 
Wooster Record 

Xenia Gazette 

Zanesville Times-Recorder & Signal 


NT 
it 
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do a job 


Ohio is the 5th largest market in the United States . 
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BOTH HALVES 


. if you 


reach it all! Retail sales total $6,622,697,000.* The 
important part from cities and towns of less than 100,000 
population, beyond the influence of metropolitan papers 
on your list, exceeds retail sales in such important 


states as Kentucky, Tennessee, 


Oklahoma and Kansas. 


Retail sales in the area covered by Ohio's home-town 
dailies exceeds that of 34 states. And these sales are 
where good distribution and dealer organizations 
mean excellent service to the consumer and rapid 


turnover. 


TO 


WRITE, PHONE OR WIRE AND ASK THE 


OHIO SELECT LIST MAN 
CALL AND EXPLAIN THE 


EASY “ONE ORDER-ONE 


CHECK"' WAY OF 
COVERING OHIO. 


* Sales Management— 
Survey of Buying Power 


CLEVELAND EYE CATCHER—This Admiral 

24x18’ color outdoor film display in 

Cleveland is the world’s first of its kind. 

The display wos built by Dramoturgy Inc., 
Cleveland. 


Huge Admiral Sign 
Shows Food in Color 


to Clevelanders 


CLEVELAND, Nov. 14—Midnight 
refrigerator raids are probably 
more common now in the Cleve- 
land area since erection of the 
new Admiral “Spectachrome,” 
world’s first and largest outdoor 
color film display featuring a huge, 
colorful food arrangement. 

Seven-foot tomatoes, 12’ carrots, 
6’ slices of ham are displayed in 
color in front of an opened Ad- 
miral Dual-Temp refrigerator in 
a back-lighted sign 24’ high and 
18’ wide. 

The sign stands 40’ above the 
roof level of a two-story building 
at 106th Pl. and Carnegie Ave., 
where it is viewed by suburban 
residents driving from Shaker 
Heights, Cleveland Heights and 
other east-side residential areas 
to downtown Cleveland 


@ The sign was constructed for 
Admiral Corp. by C. Rankin Bing- 
ham of Dramaturgy Inc., Cleve- 
land, after nine months of experi- 
mentation. A special 50° air con- 
ditioned enlarging room was built. 
A “precipitron” was installed to 
remove dust particles from the 
air electronically. Weather-proof- 
ing the display was achieved by 
fabricating a sheet of acetate and 
installing it with spring clips to 
allow it to adjust to high winds 
The sheet of acetate offers as much 
resistance as the mainsail of a 
small schooner 


The “Spectachrome” is lighted 
by 144 fluorescent (four-tube) 
color-corrected lights of 5,760 


watts. 


Shohet Opens Agency 
Robert I. Shohet, formerly with 
Henry Bach Associates, New York 
agency, has opened an agency 
under his own name at 360 South 
sroadway, Yonkers, N.Y 


Murray Rogow Joins Graft 
Murray Rogow, formerly with 
David E. Green Associates, has 
been appointed publicity director 
of Harry W. Graff Inc., New York. 


JUST ASK FOR MARIE: 
Call WAbash 2-8655 and ask for 
Marie Maize om your next multi- 
o>. mimeograph, addressing or 
ma’ —y | job. Quick pick-up and de- 
livery, fast and accurate work, plenty 
of experienced rsonnel, 
Sones a line. LETTER 

Inc., 431 S. Dearborn St., Chicago 4 
(Now t in our 23rd successful year.) 
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Russel Wright Doesn't Advertise, 
But Many Ads Give Him Top Billing 


New York, Nov. 14—If you're a 
member of the Society of Indus- 
trial Designers, you’re barred by 
its code of ethics from advertising. 

But one designer, at least, has 
been able to establish his name 
firmly in the merchandising 
business—partially through adver- 
tising—that it is a standard part 
of his contracts 
that his name 
shall appear as 
prominently in 
advertisements as 
that of the store. 

The designer, 
of course, is Rus- 
sel Wright, whose 
name has been 
appearing on 
various house- 
hold items for 22 
years, and who 
now has some 71 manufacturers 
turning out Russel Wright designs. 

In fact, in the heat of the recent 
price war in New York, Bernard 
F. Gimbel pointed to the fact that 


so 


Russel Wright 


retailers “had not seen fit to cut 
prices on Simmons mattresses, 
Russel Wright china, Wearever 


aluminum, etce.,” thus illustrating 
the peculiar fact that while “Rus- 
sel Wright” is neither the name of 
a manufacturer nor a_ registered 
trade name, it might as well be. 


@ It didn't get that way by acci- 
dent. Almost from the start, the 
designer's name was used as if it 
were a trade name, and in 1935 
when Macy’s introduced a line of 
furniture which Mr. Wright had de- 
signed for Conant Ball, the store 
broke established policy and for 
the first time included the name 
of the designer (Macy and Wright 
shared the same size type’. 

More recently, in a promotion of 
coordinated tableware, more than 
500 newspaper ads were run by 
stores 

So, with the trade name invested 
with advertising dollars—none of 
them Mr. Wright’s—the designer 
now sells to manufacturersthe right 
to use his name. Each contract in- 
cludes a standard clause requiring 
the name to be used in promoting 
the merchandise in type at least 
as large as any other name in the 
copy 


® Quality and workmanship are 
strictly controlled; permission to 
use the name comes only after Mr. 
Wright has furnished written ap- 
proval of designs and finishes, and 
he has the right to withdraw ap- 
proval if subsequent items do not 
meet his standards. Each article is 
stamped or tagged, and Mr. Wright's 
name must be included in adver- 
tisements, promotional literature 
and mats (he also gets prior ap- 
proval of copy and art work). 

The results are fairly startling. 
Living found in a 1948 survey that 
Russe! Wright ran second as the 
first manufacturer mentioned 
when respondents were asked for 
the first name that came to mind 
when china is mentioned. This is 
significant only because Mr. Wright 
designs no china (only earthen- 
ware) and because it trailed only 
America’s oldest china-maker, and 
was five times more familiar than 
the third entry. 


e Further, the sale of Wright 
earthenware has sometimes been 
the signal for near-riots, like the 
one in Gimbel’s, New York, in 
1946, and a number of stores have 
worked out on-the-spot techniques 
for dealing with new shipments 
and sales. The Gimbel riot was oc- 
casioned by a two-column by 4” 
ad. 
As for manufacturers’ advertis- 
ing departments and their agen- 
cies, the Wright clearance is fairly 


simple. First comes the agreement 
that all promotiona) material is 
to be okayed by him. Then agen- 
cy and client work out the cam- 
paign, turn the material over just 
before final printing to the Wright 
organization. In many instances, 
Mr. Wright works closely with the 
agency on campaign details, trade 
names, color names and art work. 

But the final word on a cam- 
paign is never in doubt—it’s Mr. 
Wright's, as provided for in the 
contract. | 


Joins Kenyon & Eckhardt 


Chris Cross, formerly publicity 
director of William H. Weintraub 
Co., New York agency, and North 
American public relations direc- 
tor for British Broadcasting Corp., 
has been named assistant public 
relations director of Kenyon & 
Eckhardt, New York. 


Flanter Joins Conmar Corp. 
Adrian J. Flanter has joined 
Conmar Products Corp., Newark, 
zipper manufacturer, as director 
of advertising and sales promotion 
Mr. Flanter was formerly sales 
promotion manager of Bulova 
Watch Co., New York. He succeeds 
Alvin L. Moss, who has been pro- 
moted to the post of executive as- 
sistant to Bernard P. Fischer, v-.p. 
in charge of sales and advertising 


S. G. Stevens to Reinecke 
Sidney G. Stevens, formerly in 


charge of product development 
and merchandising of refriger- 
ators, freezers, air conditioners 


and dehumidifiers for Montgomery 
Ward & Co., Chicago, has been ap- 


pointed executive manager and 
merchandising consultant for 
Reinecke & Associates, Chicago, 


industrial designer 


Fetherston to Grimm 

Grimm & Craigle, Chicago agen- 
cy, has appointed Frank T. Fether- 
ston, formerly advertising mana- 
ger of Frederick Post Co., Chicago, 
manufacturer of engineering sup- 
plies, account executive 


|Crowell Study Indicates 48,100,000 Tires 


Will Be Sold to Autoists in Year's Time 


New York, Nov. 13—A replace- 
ment sale of more than 48,100,000 


tires is expected for the period 
July, 1951 - June, 1952—an in-} 
crease of better than 1,000,000 


units over 1950, according to the 
Crowell-Collier 6th annual tire 
survey, released yesterday 

The study, conducted by 
Crossley Inc. for Crowell-Collier 
and based on 8,077 field inter- 
views, also indicates that the 
greatest market for replacement 
tires is among the $3,000 to $5,000 
income group who buy 40% of the 
tires. Those over $5,000 and under 
$3,000 each buy 30% of the tires 


® Of those interviewed, 43% had 
bought one or more tires during 
the 12 months prior to the survey 
The average number of tires pur- 
chased by these people in that time 
was 2.8. A pair of tires was bought 
more frequently than a single tire. 


Sixty-one per cent said worn 
tires were the main reason for 
buying. Emergencies accounted for 
14% and 11% gave “future needs’ 
as the reason. A tire shortage was 
expected by 6% 

Average annual mileages of tires 
per car have increased from 9,200 
in 1948 to 9,723 this vear, the sur- 
vey showed 


Clements Joins Goodyear 

Fred P. Clements, formerly 
space salesman for Ohio Bell Tele- 
phone Co., Cleveland, has been 
appointed to the advertising staff 
of Goodyear Tire & Rubber Co., 
Akron 


Chinitz Joins Comptone Co. 


Marcia Chinitz, formerly with 
Prentice-Hall, New York, book 


publisher, has been appointed pub- 
licity director for Comptone Co., 
New York, manufacturer of sun- 
glasses. 


they re 
telling 
the 


Why? See next two pages 
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Importance of Packaging in Mass Selling is food in decorated glasses, which Nassau Promotion double the number of vacationers 


in the instance of Kraft Foods in- 


in 1949 


Cited by Bondurant at L. A. Adclub Meet creased sales of an item 600% ; use Budget May Exceed Other promotional accomplish- 


Los ANGELES, Nov. 13—Pack- 
agin’, which has created basic 
changes in the marketing of con- 
sumer products in America, will 
become an even greater factor in 
rass merchandising as a result of 
the growing trend toward “robot 
selling,” marked by fewer and 
tewer clerks, who know less and 
levs about the products they sell, 
Arthur P. Bondurant, v.p. and ad- 
vertising director of Glenmore Dis- 
tilleries, told members of the Ad- 
vertising Club of Los Angeles last 
week 

Packages can be used to spark 
distribution and act as a sampling 
ampaign at the same time, Mr 
Bondurant said, Glenmore has em- 
ployed this method very success- 
fully, particularly during the holi- 
day season. Best evidence of this 
success is the fact that practically 
all liquor is now available in holi- 
day packages 

The first time Glenmore pack- 
aged for Christmas, a big Santa 
Claus boot was used to package a 
fifth of Kentucky Tavern, topped 
with sparkling cellophane. Wher 
the sales manager was shown this 
idea, he estimated it would double 
holiday sales. Actually, sales were 
increased 36 times over the previ- 
ous vear, Mr. Bondurant reported 

= ae 
@ “The package was an immediate 
Success because dealers saw it as 
@ fine Christmas decoration for 
their windows and counters. Deal- 
@s who had bought one or two 
Gases at a time bought 10 and 20 
Dealers who had never bought 
Kentucky Tavern before purchased 
it in good quantities. Surprisingly 
t®@ us, the taverns were also de- 
Manding the package for use as 
bar decorations. Women saw the 
POssibility of using the boots as 
door and room decorations.” 

As u result, he said, sales zoomed 
afd distribution was extended 
Thousands bought Kentucky Tav- 
ef for the first time, with many 
déciding they liked it and con- 
{fhuing as regular customers. Peo- 
ple who got the package as a gift 
ragacted in the same manner. Over 
a period of vears, the development 
ol new packages for the Christmas 
s@ason has had much to do with 
the fact that Kentucky Tavern is 
ifs. in many markets, and never 
wt of the “1-2-3” class, Mr. Bon- 


furant asserted 


Recent successes of 
PIONEER Qualatex 
“Floating Billboard” Balloons in intro- 
ducing beauty products prove again that 
parents are America’s original “Captive 
Audience.” The kids dictate and they 
buy! There's money in Sonny —and Susie, 
too! They demand the brands that give 
@ premium 

Strmulate sales of any product with low- 
cost PLONEER balloons as package in- 
serts, tie-ons or self-liquidacors. Gorgeous 
colors, printed in non-fading crackless 
piaaments. Our Ad Service Department 
gives you ideas, samples, imprint infor- 
mation. Write to The 
PIONEFR Rubber Com- 
pany, 108 Tifhn Road, 
Willard, Obso. 


° "Guarenteed by > 
Good Househeeping 
— ast, 


£5 aoveonst® 


sarcoon YOUR SALES 


with PIONEER Quatatex 


» ()° g/tLBOARDs’ 
woarine 8! 


of packages which in themselves 


A Xi le of a far differe have bec >t “mar . 5 . 
tne ot them Which Gum be geo-|Cabin apeum and eeioee taken | Soe an oeee 


can be pro- Cabin syrup and Prince Matcha- 


ments outlined by Mr. Sands in- 
clude the production of more and 
varied literature, as well as post- 


moted in the same manner is the belle crown bottles; dispensing Nassau, BAHAMAS, Noy. 13—To ers, and movies of Nassau. Thi 
Kellogg Variety Pack, he pointed packages such as the Gillette plas- further its promotional efforts, the winter, the board will run a wide 
out. People who wouldn't buy a_ tic razor blade dispenser, and plas- Nassau Development Board will schedule of ads in American news- 
large package of cereal because it tic bottles that squeeze and squirt probably spend more than $600,000 papers and magazines, it was 


would get stale before they fin- for cosmetics and deodorants in 1952 to carry on its resort cam- pointed out 
ished it, like the small package paign. 
size. At the same time, they are Foote Joins Spitz & Co. During the year, the board Ayco Promotes Koether 


sampling a variety of Kellogg 
products, many of which they 


the advertising production depart- Dallas, New York and 


Elmer E. Foote, formerly with opened sales offices in Chicago, Herbert F. Koether, Chicago re- 


Miami, an gional and zone manager, has been 


wouldn't ordinarily buy, but may ment of American-LaFrance- action which, according to Stafford promoted to manager of the radio 


subsequently like after trying Foamite Corp., Elmira, N. Y., L. Sands, head of the 


board, “is sales section of the Crosley divi- 


them, he said manufacturer of fire fighting ap- the most important single step sion, Avco Mfg. Co., New York. He 
paratus and equipment, has been taken this year in promoting tour- iS succeeded by R. L. Baker, build- 


® Cited as significant package de- ——— production manager of jst travel to Nassau.” 
velopments that have become pat- illiam Spitz & Co., Syracuse 

agenc 
terns for all mass merchandising AGENCY 


were; the introduction of tooth- : P 
paste in collapsible tubes; the Weichel Joins Harvey Co. 


Speaking before the 
Chamber of Commerce, 


Nassau during October, 


said “if no more visitors come to 


er and contract sales representa- 


Bahamas tive of the Chicago zone 


Mr. S: is 
"Sat Husselbee to ‘Horticulture’ 


November Richard C. Husselbee has been 


packaging of chocolate by Whit- Daisy Weichel, who operated her ang December than came in the 4PPointed advertising manager of 


own public relations agency in 
Boston, has terminated that busi- 
ness and accepted the post of di- 


man’s, which helped introduce 


cellophane and pioneered in the number of visitors to 


same months of last year, the totai 


Horticulture, monthly vublieation 
of the Massachusetts Horticultural 


“see ale 
Nassau in Society, Boston. He has succecued 


year-round sale of candy rector of public relations for R. C. 1951 will be 65,000," an increase William R. Littlefield, who has ac- 


Also, the re-use packages such Harvey Co., Waltham, Mass of 20,000 over 1950 and more than cepted a New York ad post 


they're telling the world ce 7/ME International 


Here’s 


, 


Why 


Here are eight of the nearly 600 advertisers in TIME International . . . to tell you in their own 
words how TIME is helping them develop great new markets for their products and services 


around the-world. 


COMBUSTION ENGINEERING—SUPERHEATER, INC. 


“I know of no other medium 
that is doing such an outstand- 
ing job as TIME in reaching 
top flight personnel of South 
American companies and 


bringing American engineers 
and manufacturers to their attention with 
such force and prestige.” 


T. A. Dyke, Export Manager 


THE STUDEBAKER EXPORT CORPORATION 


‘To promote the sale of auto- 
mobiles and trucks overseas 
we must reach influential, 
high incomed and important 
members in government, busi- 


ness and consumer circles. We 
selected TIME Latin American to do this 
job back in 1941 and added TIME Atlantic, 
TIME Pacific and TIME Canadian as these 
media became available. That is the confi- 
dence we place in the prestige and influence 
this publication enjoys throughout the world 
today.” 
A. FE. Albini, Advertising & Sales 
Promotion Manager, Export Division 


A. B. DICK COMPANY 


“TIME Latin American is read 
by at least 90% of the busi- 
nessmen and better than 60% 
of the government officials 
who influence the purchase of 
our supplies. The results of 
our advertising have been very gratifying. 
Our distributors all over Latin America have 
achieved substantial gains.” 
Carlos Kock, Export Manager 


SCOTT & McHALE, LIMITED 
“TIME has materially helped 


us in reaching a record vol- 
ume of sales and obtaining the 
best retail outlets in Canada 
Our custom grade shoes are 
now being sold in smaller 
communities where top quality shoes were 
never before available.” 

J.J. McHale, Jr. 


Vice-President & General Manager 
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Electronics Show Seeks Aid 


Radio Parts & Electronic Equip- 
ment Shows Inc. has announced it 
is setting up an advisory group 
consisting of agency heads to help 
prepare promotional material and 
advertising of products to be dis- 
played at the 1952 Electronic Parts 


Show, May 19-22, at the Conrad 

Hilton Hotel, Chicago. It has in- 

vited agencies serving manufac- 

turers who will exhibit at the 

show to participate. 

Harmon Leaves Council 
Dudley Harmon, executive v.p. 


ot the New England Council, Bos- 
ton, industrial association and pub- 
licity outlet for the region, has re- 
signed after 26 years as the coun- 


cil’s chief administrative officer. 
Mr. Harmon has been succeeded 
by Walter Raleigh, formerly v.p. 


of the Bridgeport, Conn., Chamber 
of Commerce 


‘LHJ' Transfers Armstrong 

Ladies’ Home Journal has trans- 
ferred John E. Armstrong, repre- 
sentative in the Chicago office, to 
the Cleveland sales office 


INTERNATIONAL HARVESTER EXPORT COMPANY 


International Editions.” 


Fitzhugh Granger 


Advertising Age, November 19, 1951 


“The overseas editicns of 
TIME reach a very valuable 
and influential group of citi- 
zens throughout the world— 
and consequently, carry our 
messages to important people 
everywhere. We feel it desirable for Interna- 
tional Harvester to appear in all of TIME’s 


THE FACE—NBC star Dave Garroway's well-known feotures ore captured in clay 

by sculptor Richard Rush as a model for a plastic likeness which will be used on 

Dial soap displays in food and drug stores. Dave Garroway is the stor of the 

daily Dial radio show sponsored by Armour & Co., maker of Dial soap. An electric 

circuit installed on the floor in front of the display sets off one of four tape recorded 
plugs by Garroway and causes his plastic features to light up 


<a 
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Sunbeam Loses as Circuit Court Says 
Fair Trade Ruling Applies Intrastate 


PHILADELPHIA, Nov. 13—The Su-| Supreme Court held in effect that 


preme Court's ruling § in 
Schwegmann fair trade case ap- 
plies to intrastate. as well as inter- 
state, the 3rd U. S. circuit 
court of appeals has held 

In reaching that conclusion, the 
circuit court reversed itself on two 
earlier decisions. In one case it 
ruled that Sunbeam Corp., Chi- 
cago, could force the Civil Serv- 
ice Employes’ Cooperative Assn 
here to maintain fair trade prices 
A similar ruling was made for 
Sunbeam against S. A. Wentling, 
a mail order company, which pre- 
vented it from selling Sunbeam 
products in Pennsylvania at cut 
prices. 

Judge Herbert F. Goodrich, in 
separate opinions ordering dismis- 
sal of both suits, stated that the 


the 


sales, 


NATIONAL AIRLINES, 


“For five years National Air- 
lines has advertised in TIME 
Latin American, and we feel 
that the prestige and circula- 
tion of this fine publication 
have been a substantial factor 
in helping us grow to the point where we are 
now to launch a national advertising cam- 
paign in the United States.” 

G. T. Baker, President 


Mar. of Merchandising Services 


THE HEIL COMPANY 


ule in 


“Because of the excellent re- 
turns we had from the Latin 
American edition, we added 
TIME Atlantic to our sched- 
1948. Since then we 
have found the results from 
advertising in TIME International to be ex- 
tremely satisfactory; the editions have pro- 
duced a large number of active inquiries 
from worthwhile organizations. The response 
from our overseas distributors to these cam- 
paigns has also been most gratifying.” 

Harlan Stoller, Export Manager 


R. G. LETOURNEAU 


(0 


> 


“To maintain leadership in 
our export markets we were 
looking for an advertising me- 
dium to reach the world’s key 
executives, those interested in 
highway construction, mining, 
airport and utility fields. We also wanted to 
contact government officials, and to consoli- 
date relations with our global distributors. 
We feel we have done this by using TIME 
International's Latin American and European 
editions.” 

Roy McCluskey 

Vice President in Charge of Sales 


Watch these pages for more messages 
from advertisers in TIME International— 
and from their distributors. 


Tell it in TIME International 


Advertising offices: New York ¢ Atlanta ¢ Boston ¢ Chicago ¢ Cleveland ¢ Detroit ¢ Philadelphia 
St. Louis ¢ SanFrancisco ¢ London ¢ Montreal ¢ Tokyo ¢ Toronto ¢ Zurich 


non-signing dealers cannot be com- 
pelled to sell at prices fixed by 
the manufacturers business 
done entirely within the state in 
which they live, even though the 
merchandise they sold originated 
in another state, and in order to 
reach the dealers had to go in in- 
terstate commerce 


on 


® Previously, in the case against 
the cooperative association, the 
circuit court upheld a ruling that 
cooperatives are subject to fair 
trade laws because in essence they 
are “retail” organizations 

In the Wentling case the court 
had ruled that the state law was 
restricted to transactions made 
within the state, but not to inter- 
State dealings because no state can 
regulate interstate commerce 

The court 
beam request 
court should 


also denied a 
that, even if 
conclude that 
Schwegmann ruling applied also 
to intrastate commerce, it still 

should order the two defendants, 
if they continue to sell Sunbeam 
products at cut to remove 
any marks or symbols identifying 
the items as Sunbeam products, 
and not inform the purchaser af 


Sun- 
the 
the 


rates, 


| the identity of the goods 


The court ruled that this was an 
unsound request because defende> 
ants would get into trouble if they 


removed Sunbeam’s name and 
substituted their own, and Sune 
beam could complain that they 
were interfering with its trades 


mark by not telling the custom 
the item was made by Sunbear 
® The court also reinstated 
counterclaim filed by Mr. Went 
ling against Sunbeam for trebl 
damages of $30,000 for allegedl 
“interfering” with his business an 
“besmirching” his trade reputa 
tion by warning national maga 
zines and some of his costomerg 
of his alleged violations of t 
Pennsylvania Fair Trade Act 

The counterclaim had been dise 
missed by the federal court ig 
Scranton. The circuit court die 
rected that Mr. Wentling be giver 
a chance to prove his claim, note 
withstanding its dismissal of Sune 


beam's suit 


fa 


how Te sell 


Use retailers of ideas, as 
you do product retailers. Sell 

the people who write, edit, speak, 
teach, preach, manage and govern. 
These dealers in ideas have a 

trade paper... Harper's . . . which 
they read for facts and opinions 
they retail to millions. 


Ash for the facts 
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Allen Named Penton Rep 

Fred J. Allen, formerly adver- 
tising manager of Southern States 
Equipment Corp., Hampton, Ga., 
has been appointed southern dis- 
trict manager to represent Steel, 
Foundry, Machine Design and New 
Equipment Digest, published by 
Penton Publishing Co., Cleveland 


89% oF 


OILHEATIN: 
& eunCA ) - Rogers Corp. Promotes Levy 
‘ DEALERS SALES ARE UP IN = Also a Commercial- Benjamin J. Levy has been pro- 
5 READ THIS THIS SUBSTANTIAL Industrial Oil Burner moted to sales manager of Rogers 
MAGATINE STEADY INDUSTRY Section. Corp., Manchester, Conn. Thomas 


oll Mad .. NEW YORK 16, N. Y. Johnston has been appointed man- 
ey, . FUELONL & HEAT ¢ 232 leon Aven = ager of market development 
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Only these newspapers pro- 
vide home-delivered circulation 
throughout the Quad-Cities 


OVER 
11,000 
INCREASE 


IN CIRCULATION 
SINCE OCT. 2, 1951 


THE EVENING 


DAILY TIMES 


*Copr. 1951 Seles Management 


_ THE SUNDAY DEMOCRAT and J MES — 


ae 
HEADQUARTERS: DAVENPORT, IOWA 


es of Davenport, lowa; Rock Island, ‘Moline ond ‘East Moline, 


Represented nationally by Jann & Kelley, Inc 


Advertising Age, November 19, 1951 
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DENVER PAYS OFF-—For more thon a year, 


important only as a division crew change 


Flying Tiger Line considered Denver 
and refueling point for its transcontinental 


airfreight operations. But in December, 1950, it decided to actively sell its airfreight 
service in Denver, and the chart above shows how it poid off in increased revenue 


for Flying 


Tiger Line 


TV Set Makers’ 
Newspaper Ads 
Trail Dealers’ 


Cuicaco, Nov. 13—Television 
set dealers and their manufactur- 
ing suppliers in the first nine 
months of 1951 ran 52,741,806 
lines of newspaper advertising on 
TV sets, the equivalent of 23,973 
pages, in 49 cities. For every 12 
lines of TV set ads over manufac- 
turers’ names, 41 lines were placed 
over dealers’ names, according to 
Advertising Checking Bureau. 

Radio set advertising linage in 
the same cities was but 10% of the 
TV set advertising, the bureau 
stated in its nine-month report 
ending Sept. 30. 

The bureau's report also shows 
that washing machine advertising 
checked in 81 cities declined 7.4% 
from last year, and the advertis- 


ing declined slightly more on 
automatics than on_ standard 
washers 

Advertising on fountain pens 


checked in 221 cities of 50,000 
population and over has more than 
doubled due primarily to the fact 


that the brand that did 78% of all 


pen advertising in 1950 has re- 
ceived more than double that 
amount of space in 1951, the 


checking bureau reported. 


e Other data in the bureau's nine- 
month report shows that: 

Bra and foundation garment ad- 
vertising continued to increase. 
Sept. 30 totals for the past three 
years were: 1951—19,300,000 lines; 


1950—17,500,000 lines; 1949—14,- 
600,000 lines. One brand has 
passed the 3,000,000-line mark 


while three others have passed the 
2,000,000 mark 

Sheet, blanket and towel adver- 
tising checked in cities of more 
than 50,000 on ads measuring 40 
lines or more show 21,602 ads 
totaling 4,134,894 lines were run 
on sheet and case advertising. The 
leading brand had 19% of the 
total, unbranded merchandise al- 
most as much. One brand name 
towel received 55° of the adver- 
tising; 14% of the offerings adver- 
tised were unbranded. Three times 
as much blanket advertising was 
on unbranded merchandise as was 
run on the best advertised brand 
name. A total of 7,548 separate ads 
were tabulated. 


e Watch advertising for all cities 
of 50,000 population and over 
gained '3 of 1% over the same 
period of a year ago. This year, 
66% of all watch advertising was 
partially devoted to a single brand 


and 34% was devoted to an ex- 
clusive brand 
Motion picture cameras and 


projectors for the month of Sep- 
tember only ran 16% ahead of 
the same month in 1950. Cities of 
100,000 population and over were 
checked. 

Electric shaver advertising is 
almost 13% ahead of last year as 
indicated by ads of 98 lines or 
more, the report stated 


Walukanis to Morey, Humm 
Genia Walukanis, formerly with 
Macfadden Publications, New 
York, has joined the art depart- 
ment of Morey, Humm & John- 
stone, New York, as assistant art 
director in the fashion division. 


Joins Free & Peters 

Robert E. Bailey, formerly of 
J. Fred Henry Publications, New 
York, has been added to the staff 
of Free & Peters, New York, ra- 
dio-TV station representative. 


rue 


onfessions 


sy YORK + CHICAGO + 
:, “LOS ANGELES + “SAN FRANCISCO’ 


76.3% of TRUE 
women readers 


DEFINITELY A FAMILY MARKET! 


=saueee 
Atthe g 
newsstands 

— America’s 
second largest 
DETROIT selling 


woman’s 


magazine 


CONFESSIONS’ 
are married. 


- OE T 


“f ueloil &' = : 
ee = 
» F 
; > 44 i 
? ~—> a — | , 
NLY c= § 
ee Pa 
a mm: 

i Le |e 
: ; | ame Ic H ; ie Basa Feenae 7 = 
att =a | 
eg ere} co ; 
| QUAD Cl a | 
BA OmarKeT 
a a / B 
@ MORNING DEMOCRAT a f 
" _ ——————— rll 

: ame SUNDAY... ¢ oe : { 
. @ DEMOCRAT & TIMES J ~ | 
ia S es oa a : a § 
—P MORNING DEMOCRAT--THE DAILY TIMES ff es | @ 
fu . =H 
‘ ae eee ' , 
; é ieee al iil ia el ' 

g 


What. should 
an Llephan 
ke YOU 


renember . 


As the crowd roars its applause, let 


“Jumbo's” triumph remind you that 


BASIC HUMAN BEHAVIOR DOES NOT CHANGE’ 


T" circts today is a modern, fast-moving spectacle, but no one hag 


ever suggested streamlining the elephant. And why should they, whe 

both adults and children still cheer and clap for this ponderous “Queen 
of the circus with unchanging awe and admiration, ' 
To advertisers and agencies alike, “Jumbo’s” timeless appeal spel! 
out a message as true in the market place as in the show-place — that basi¢ 
human behavior does net change. 

Since our earliest days as a mail order agency, where every insertion 
had to pay its own way, we have believed in this principle and practiced 


what we preached. From this mail order heritage, unique among major 


advertising agencies, has come an equally unparalleled fund of knowledge 
and experience in human behavior. 

That is why today, as always, advertising prepared by Ruthrauff and 
Ryan consistently penetrates the superficial differences between individuals 
and seeks out the deeper and more fundamental appeals — the hopes, fears 
and desires that people share in common. 

Advertising of this kind moves merchandise because it moves people. 
It is effective in all media, including television, and under every conceiv- 


able type of economic condition. In the depression years of the thirties, for 


— ——— —— instance, sales of Ruthrauff and Ryan clients continued to advance against 
\ Ruthrauff & Ryan percentage i Crritir | a TIT] A the prevailing tide. And, during the ever-changing climate of the post-war 
yearly increase since 1946 , eae e ee period, this same knowledge of human behavior has been especially profit- 
Every year in our 39-year history our ot able to our clients as the chart on the left shows. 
billings have increased. This chart a os 
shows only the notable post-war prog» = *{-777—+ Today advertising must be more effective than ever if it is to produce 
pred thedigtirecnocslg ¢~ tr Mase ss the rising sales needed to offset higher costs and higher taxes. If your 
whose sales continued to improve, de- éiitii advertising isn’t shouldering this load, we'd like to show you some eye- 
po fader qf pea-wer L ; is opening results achieved by Ruthrauff and Ryan clients. Will you set a date? 


RUTHRAUHF & RYAN we 


NEW YORK - CHICAGO 


CINCINNATI * DALLAS « DETROIT * HOLLYWOOD + HOUSTON + NEW ORLEANS «+ ST. PAUL * ST. LOUIS « SAN FRANCISCO «+ SEATTLE * MEXICO CITY *« TORONTO 
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Dept. of Commerce Issues Definition 
of ‘Small Business’ in 452 Industries 


WASHINGTON, Nov. 13—Secretary 
of Commerce Charles Sawyer has 
issued standards defining “small 


business” in 452 manufacturing In- 
dustries 


End product of a two-year study, 


the list enables an industry mem- 
ber to determine whether he is 
small merely by comparing his 
own size with the key figure for 
his industry 

“Small size is a relative term,” 
Secretary Sawyer pointed out 
Where the government once con- 
tended that “small” meant only 
firms with 100 or fewer employes, 
the new definition is based on a 
conclusion that what is large in 


one industry may be comparatively 
small in 
The definition for each industry 


another 


is based on a series of factors 
pelled out in a preliminary re- 
port issued by the Department's 
office of small business last sum- 
mer (AA, Sept. 10) 

8 In addition to the number of 
employes, the definition in each 
case took into consideration the 


percentage of industry production 
performed by small firms 

In releasing the key figures for 
452 industries today, Secretary 
Sawyer did not repeat the criteria 

He said merely that considera- 
tion been Riven to such fac- 
tors aS company size in each in- 
dustry, the relative position of 
manufacturers in each industry 
and the degree of concentration of 
output 

For individual industries the 
key figure ranged from establish- 
Ments employing 100 
Jess in some industries to estab- 
fishments employing as many as 
2,500 in others. All establishments 
#mployving 2,500 or mere were con- 
Sidered large. 


has 


persons or 


8 In the’ publishing industry, 
Rewspapers and periodicals em- 
Ploying 200 or less were rated 
“sma'l.’ Manufacturers of signs 


and advertising displays were con- 
sidered small if they employed 100 
Or less 

The following table gives the 
number of employes for determin- 
ing which manufacturers are small 
in each of the 452 industry classes 
contained in the standard industry 
classification used the Bureau 
of the Census. The major industry 
#roups are arranged alphabetically 
and, within each group, the sepa- 


by 


-STIK 
NEW IDEA eer o_ 


m « 
Point ot Sole Velour Flocke 


CHANGE PADS 


i New Styling Proved 
Successful by Field 
Tests and Reorders* 
* Before ordering these 

Change Pads, Carstairs 

Beech-Nut, Brown & Wil- 

liamson and others put trial 

runs to exhaustive held tests 

Immediate acceptance by 
deaiers and product serve 
men won suf 


stantial orders 
and re-orders for EZE-STIK 


Selt- Adhesive Change Pads 


EZE-STIK CHANGE PADS ARE 
MODERN Lic flar on 
no interference with package 
wrapping. Space saving 

ATTRACTIVE — Monoxt 


umcer — 


smooth an surtace 


remains indehnitely 


VERSATILE —Can be used on 
walls muorrors, cash registers, 
ther re ation 


Get the focts.. 
EZE-STIK PRODUCTS CORP. ~~ 7] 
4 Dept AM 424 West 33rd Street, N.Y IN Y 


Please send us samples and prices of EZE 
STIA Self Adhesiwe Change Pads 


Address 


ected capped camaaiomamamananl 
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Hats and caps, cloth. men’s and boys’ .100 Glue and gelatin 200 | Instruments, electrical measuring 750 
Housefurnishings, 1 ec 190 Grease and tallow 100 Lamps, electric 500 
Millinery 100 Gum naval stores ‘steam distilled: 100 Motors and generators 1,500 
Neckwear, men’s and boys 100 Hardwood distillation 290 Phonograph records 300 
Neckwear and scarfs, women's 100 Ink, printing 100 Radios and related products 759 
Outerwear, children’s, n.e.c 100 Inorganic chemicals, n.e.c 250 Telephone and telegraph equipment _2,590 
Outerwear, women’s, n.e.c 100 Insecticides and fungicides 100 Transformers 1,000 
Robes and dressing gowns 100 Medicinal chemicals 1,000 Tubes, electronic 759 
P Shirts, dress, and nightwear, men’s 150 Oil mills, cottonseed 100 Wire and cable, insulated 300 
rate industries are listed alphabet- Shirts, work 200 Oil mills, linseed 100 Wiring devices and supplies 300 
ically. “Small” manufacturers have Skirts, women’s 100 Oil mills, soybean 100 | X-ray and therapeutic apparatus 250 
" cated number of emploves Suit and coat, findings 100 Oil mills, vegetable, n.e.c 100 > ‘ ees 
the indic _— Suits and coats, men's and boys 159 Oils and assistants, sulfonated 100 FABRICATED METAL PRODUCTS 
or fewer Suits and coats, women’s 100 Oils, essential 100 Barrels, drums and pails, metal 200 
Suspenders and garters 100 Oils, marine an.mal 100 Boiler shop products 200 
APPAREL AND RELATED PRODUCTS TeXtile products, fabricated, n.e« 106 Organic chemicals, n.e.c 1,000 Bolts, nuts, washers and rivets 300 
Trimmings and art goods 100 Paints and varnishes 1090 Cutlery 300 
Apparel, n.e¢ 100 Trousers, separate 100 | Pharmaceutical preparat on 300 Doors, sash and trim, metal 200 
Bags, textile 150, Tucking, pleating and hemstitching 100 Plastics materials 500 Enameling and lacquering 100 
Belts 100 | Underwear, men’s and boys 150 | Rubber, synthetic 400 Engraving on metal 100 
Blouses and waists 100 | Underwear, women’s and children’s 100 | Salt 200 Files 1,000 
Canvas products 100 Soap and glycerin 500 Fixtures, lighting 100 
Clothing, sheep-lined and leather 100 CHEMICALS AND ALLIED PRODUCTS Softwood distillation 400 Fixtures and fittings, metal plumbing .300 
Clothing, men’s and boys’, n.e. 150 Acids, fatty 1509 Tanning and dyeing materials, natural 100 | Foul, metal 200 
Coats, children’s 100 | Alkalies and chlorines 1,000 | Toilet preparations 250 Galvanizing 100 
Corsets and allied garments 150 Animal oils, n.ec 100 | Whiting and fillers 100 Hardware, n.e.c 300 
Curtains and draperies 100 Biological products 100 | Heating and cooking apparatus, n.e.c 300 
Dresses, children’s 100 Botanical products 100 ELECTRICAL MACHINERY Metal products, fabricated, n.e.c 100 
Dresses, dozen price 100 Carbon black 100 | Appliances, electrical 500 | Nails and spikes 100 
Dresses, unit price 100 Chemical products, n.e.c 100 Batteries, primary ‘dry and wet 500 Oil burners 100 
Embroideries, except Schiffli-machine 100 Clean'ng and polishing preparations 100 Batteries, storage 200 Plating and polishing 100 
Embroideries, Schiffli-machine 100 Color pigments, inorganic 259 Carbon and graphite products 750 Safes and vaults 750 
Fur goods 100 Cyclic ‘coal-tar) crudes 100 Communication equipment, n.e.c 400 Saws, hand and saw blades 250 
Garments, outer, waterproof 100 Explosives 200 Electrical control apparatus 750 Screw-machine products 100 
Gloves, dress, fabric and combination .100  Fert‘lizers 150 Electrical industrial apparatus, n_e.c 150 Sheet-metal work 100 
Gioves, work, fabric and combinat.on .100 Fertilizers ‘mixing only: 100 Electrical products, n.e.c 250 Stampings, metal 200 
Handkerchiefs 100 Fibers, synthetic 2.500 Electrical welding apparatus 150 Steel springs 200 
Hat and cap mater als 100 Gases, compressed and liquefied 100 Engine electrical eou'pment 2,500 Structural and ornamental products 100 
* 
Me 
see! 
. . 
Loyal Audience in Doylestown ... ...and the Whole 14-County Market 
George Washington slept near Doylestown, A point to remember about WFIL—it's a 
but business is wide awake in this well-fixed, strong local station not only in Philadelphia 
historic town. Someone is getting the benefit but in Doylestown and all 147 “home 
of Doylestown’s $14,412,000 in retail sales, markets” outside city limits where half of 
$6,236,000 in wholesale volume. That America’s 3rd market lives and shops. BMB 
someone can be you. One way to include found WFIL's 5,000 watts outpull both 
Doylestown’s 5,236 inhabitants in your 50,000 watts and local county stations in 
sales reckonings is to hit ‘em where they most of the 14-County Retail Trading Area. 
buy the most—at home. The way to do Remember, also, two out of three radio 
it? Schedule WFIL, listened to regularly families consistently tune WFIL in this $6 
in 38 per cent of Doylestown radio-owning billion market ...and WFIL reaches to a 
households where buying habits form. huge bonus area beyond. Schedule WFIL. 
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When it’s first on the dial! Operating at 360 


kilocycles, WFIL’s 5,000 watts provide creas 
equal to twenty times the power at double the 
frequency 100,000 watts at 1120 kilocycles 
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Tin cans and other tinware 
Tools, edge 

Tools, hand, n.e.c 

Tubes, collapsible 


Vitreous-enameled products 
Wirework, n.e.c 


FOODS AND KINDRED PRODUCTS 


An mal feeds, prepared 
Biscuits, crackers and pretzels 
Bread and other bakery products 


Butter 
Canning and preserving 


creamery 


Cere sl preparations 
Cheese, natural 
Chewint gum 


Chocolate and cocoa products 
Confectionery products 


Corn products 

Da ry products, special 

Eggs, liquid, frozen and dried 
Fish. cured 

Flavorings 

Flour and meal 

Flours, blended and prepared 
Food preparat.ons, n.e.c 
Frozen foods 


Fruits and vegetables, dehydrated 


Ice, manufactured 
Ice cream and ices 
Leavening compounds 
Liquors 
Liquors 


d‘stilled except brandy 
malt 
Macaroni and 
Malt 


spaghetti 


Meat packing, wholesale 
Meats. prepared 
Miik, concentrated 


except fish 


100 
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Oleomargarine 


Pickles and sauces 
Poultry dressing. wholesale 
Rice, cleaning and polishing 


Sea food, canned 


Shortening and cook nq o is 


Soft drinks, bottled 
Sugar, beet 

Sugar, cane 
Sugar, raw cane 


Vinegar and cider 
Wines and brandy 


FURNITURE 
Furniture and fixtures, n.e.c 


House furniture, metal, except 
holstered 

House furniture, wood, except 
holstered 

Household furniture, n.e.« 


Household furniture, upholstered 
Mattresses and bedsprings 

Office furniture, metal 

Office furniture, wood 

Partitions and fixtures 

furniture 

building furniture 


Professional 
Public 
Reed and rattan furniture 
Restaurant furniture 
Screens, window and door 
Shades, window 

Venetian blinds 


INSTRUMENTS AND RELATED 


PRODUCTS 
Appliances and supplies, surgical 
Dental equipment and supplies 


Instruments and lenses, optical 


AND FIXTURES 


Instruments, mechanical measuring 500 
Instruments, scientific 300 
Instruments, surgical and medical 100 
Ophthalmic goods 250 
Photographic equipment 1,000 
Watchcases 150 
Watches and clocks 500 


LEATHER AND LEATHER PRODUCTS 


Belting, industr.al leather 100 
Footwear cut stock 100 
Footwear, except rubber 300 
Gloves, leather dress 100 
Gloves, leather work 100 
Handbags and purses 100 
Leather goods, n.ex 100 
Leather goods, small 100 
Leather tanning and finishing 150 
Luggage 100 
Saddlery. harness, and whips 100 
Slippers, house 100 


LUMBER AND PRODUCTS, EXCEPT 
FURNITURE 


Baskets, fruit and vegetable 100 
Boxes, cigar 100 
Boxes, wooden ‘except cigar boxes 100 


Cooperage 100 
Cooperage stock mills 100 
Excelsior mills 100 
Frames, mirror and picture 100 
Lasts and related products 100 
Millwork plants 100 
Plywood plants 250 
Rattan and willow ware, nec 100 
Sawm'‘lis and planing mills, general 100 
Veneer, mills 100 
Wood preserving 100 


Fe All of America’s 3rd Market 


adelphia 


Wood products, 
Wood products 


nec 
prefabricated 


MACHINERY 
ball and roller 

Biowers and fans 

Computing and related machines 


Bearings 


Construction and mining machinery 


-vators and escalators 

Engines, internal combustion 
Engines, steam and turbines 

Farm machinery, ‘except tractors: 
Food-products machinery 

Furnaces and ovens, industrial 
General industrial machinery, n.e.c 


Laundry and dry-cleaning machinery 


Laundry 

Machine shops 

Machinery and tools, oil-field 

Metalworking machinery, n.e.c 

Office and store machines, n.e.c 

Paper-industries machinery 

Pipe and fittings, fabricated 

Power transmission equipment 

Printing trades machinery 

Pumps and compressors 

Pumps, measuring and dispensing 

Refrigeration machinery 

Scales and balances 

Service and household 
n.e.€ 


equipment, domestic 


machines 

Special industry machinery, n.e.c 
Stokers, mechanical 
Textile machinery 
Tools, cutting, jigs, 
Tools, machine 


Sewing 


fixtures, etc 


MRS. R. O. HEIN, Housewife 
typihes budget managers in Doylestown’s 
1,760 radio-owning households. They help 
buy food worth $2,578,000, apparel worth 
$723,000 and $591,000 in home furnishings 


Mrs. Hein 


LAWRENCE F. NYCE, Farm Supplier— 
Nyce s Supply Yards deal with Bucks County 
farmers who lead the nation in raising of 13 
vegetable products. Farming employs more 
than 15 per cent of the county's population 


Curio hunters flock 
places like Mrs 


DOROTHY BARTLETT, Antique Dealer 

to Doylestown and 
Bartlett's 
Crafts Co. General merchandise stores here 
sell $1,620,000 worth of goods every year 


Pennsylvania 


machinery, 


100 
100 


(EXCEPT ELECTRICAL) 


49 
Tractors 2.500 
Trucks and tractors, industrial 250 
Typewriters 2.500 
Vacuum cleaners 1.590 
Valves and fittings. except plumbers’ 400 
Woodworking machinery 100 


MISCELLANEOUS MANUFACTURES 


Artists’ materials 100 
Beauty and barber shop equipment 15) 
Brooms and brushes 100 
Buttons 100 
Candles 150 
Carbon paper and inked ribbons 100 
Cork products 200 
Dolls 100 
Fireworks and pyrotechn cs 100 
Flowers, artificial 100 
Furs, dressed and dyed 100 
Games and toys, n.e« 100 
Hair work 100 
Instruments, musical, n.e.c 100 
Jewelers’ findings 100 
Jewelry and instrument cases 153) 
Jewelry, costume 100 
Jewelry ‘precious metal) 100 
Lapidary work 100 
Lead pencils and crayons 250 
Matches 400 
Miscellaneous products, n.e« 100 
Models and patterns ‘except paper) 100 
Morticians’' goods 100 
Needles, pins, and fasteners 259 
Organs Lh) 
Pens and mechanical pencils an 
Piano and organ parts 200 
Pianos 400 
Pipes, tobacco 100 
Plastics products, nex 150 
Shades, lamp 100 
Signs and advertising displays 100 
Silverware and plated ware 300 
Small arms 750 
Small arms ammunition 25” 
| Soda fountain and bar equipment 100 
Sporting and athletic goods 159 
Stamps, hand and stencils 100 
Umbrellas, parasols and canes 100 
Vehicles, children’s 200 
PAPER AND ALLIED PRODUCTS 
| Bags, paper Boo 
Boxes, paperboard 4150 
Envelopes 45> 
| Fiber cans, tubes, drums, et Aso 
| Paper and board, die-cut aso 
Paper and board mills 25 
Paper coating and glazing B00 
Paper products, converted, ne « " 


Pulp goods, pressed and molded 
| Pulp mills 
Wallpaper 1 


PETROLEUM AND COAL PRODUCTS 
beehive 100 


| Coke ovens 


Coke ovens, byproduct oo 
Fuels, briquets and packaged We 
Lubricants, n.e« 100 
Paving mixtures and blocks oo 
| Petroleum and coal products, ne « too 


| Petroleum refining 
Roofing felts and coatings 


PRIMARY METAL INDUSTRIES 


Aluminum, primary 1,000 
Aluminum rolling and drawing 100 
Blast furnaces foo 
Copper, primary wo 
Copper rolling and drawing 100 
Electrometallurgical products 7% 
Foundries, gray iron Bo 
Foundries, malleable tron wo 
Foundries, nonferrous 100 
Foundries, steel! Ca) 
Iron and steel forgings 25) 
Lead, primary 40 


85 IMPORTANT 
INDUSTRIAL AND 
TRADE MARKETS 


1952 MARKET DATA & 
DIRECTORY NUMBER 


_ Industrial Marketing 


_ 200 £. KLINOIS ST. « CHICAGO II, HE 
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; 
Metal industries, primary, ne. 200 Wire drawing 750 Bookbinding 150 Mineral wool 150 | Paddings and upholstery filling 150 ; 
Nonferrous metal rolling, n.e« 250 Zinc, primary 730 Bookbinding work, miscellaneous 100 Minerals, ground or treated 100 Scouring and combing plants 250 
Nonferrous m Is, primary. n.e.« 200 Book printing 100 Mineral products, nonmetallic, n.e.c 300 | Textile goods, n.e.c 400 i; : 
Nonferrous metals, secor ol 100 PRINTING AND PUBLISHING Books, publishing and printing 200 Pipe, sewer 150 | Textiles, finishing. except wool 250 ‘ 
Pipe. welded and heavy-riveted an INDUSTRIES Cards, greeting 250 Plumbing fixtures, vitreous 400 | Textiles, finishing, wool 150 
Steel works and rolling mills 2,500 Blankbook making and paper ruling .100 Electrotyping and stereotyping 100 Porcelain electrical supplies 400 Textile waste, processed 100 ’ 
———_____— — ee )60Engraving and plate printing 100 Pottery products, n.e.c 100, Thread mills 750 
Lithographing 100 Refractories, non-clay 250 Underwear, knit, mills 200 : 
Loose-leaf binders and devices 150 Sand-lime products 100 Yarn mills, cotton system 25) ! 
Newspapers 200 Statuary and art goods 100 Yarn mills, silk system 100 
Periodicals 200 Tile, brick and hollow 100 Yarh mills, wool, except carpet 259 
Photoengraving 100 Tile, floor and wall 300 Yarn throwing mills 200 
Printing, commercial 100 Utensils, earthenware food 500 a Oe ees See 
Publishine. miscellaneous 100 ©Utensils, vitreous china food 500 TOBACCO MANUFACTURES 
Typesetting 100 Cigarets 1,500 
TEXTILE MILL PRODUCTS Cigars 400 
RUBBER PRODUCTS Carpets and rugs, n.e.c 100 Tobacco, chewing and smoking 400 
Footwear, rubber 2.500 Carpets, wool, rugs, carpet yarns 1,000 Tobacco, stemming and redrying 200 
Rubber industries, n.e.c 400 Cordage and twine 200 = = a 
Rubber, reclaimed 250 Fabric, knit, mills 150 TRANSPORTATION EQUIPMENT 
Tires and inner tubes 2,500 Fabric, narrow, mills 100 Aircraft 2,590 - 
Fabrics, coated, except rubberized 150 Aircraft equipment, n.e.c 250 j 
STONE, CLAY AND GLASS PRODUCTS Fabrics. cotton broad woven 759 Aircraft propellers 1,500 
Abrasive products 250 Fabrics. rayon and related broad Boat building and repairing 100 
Asbestos products 400 =woven 500 Engines, aircraft 2,500 « 
Cement, hydraulic 200 Fabrics, woolen and worsted 400 | Locomotives and parts 2,590 
China decorating for the trade 100 Felt goods, n.e.c 200 | Motorcycles and bicycles 750 
‘ Clay products, structural, n.e.c 100 Floor coverings, hard surface 750 Motor vehicles and parts 2,500 
Clay refractories 150 Glove, knit, mills 250 Railroad and street cars 1,500 
joman’s magazine bent eee seen ane aici laoreet ie 
Ly Containers, glass 750 Hats, straw 109 | Transportation equipment, n.ec. . 100 ; | 
- : Cut-stone and stone products 100 Hats, wool felt, and hat bodies 309 Truck and bus bodies 150 « 
e L di Home Journal Gaskets and asbestos insulations 259 Hatters’ fur 100 Trailers, automobile 100 b 
a es’ e Glass, flat 1,500 Hosiery, full-fashioned, mills 200 | Trailers, truck 200 
: 3 ie q i : Glass, products of purchased 100 Hosiery, seamless, mills 200 ‘y | 
ay @ Glassware, pressed and blown, n.e.c 500 Jute ‘except felt) and linen goods 300 . 
Graphite, ground or blended 100 | Knitting afte. n.e.c 100 Carvel Hall Schedules Drive ; 
 —haemee, a0e | Lace goods 200/ Chas. D. Briddell Inc., Crisfield, ' 
oan 100 ' Outerwear, knit. mills 100' Md., manufacturer of cutlery, : 
ee aaa onan hand tools and seafood handling 
tools, has scheduled advertising in \§ 
color for the first time for its i 
Carvel Hall products, with full- 7 


color pages in November issues of 
Guide for the Bride, and Living ‘ 
for Young Homemakers. Also " 
scheduled are b&w facing half- 
pages in Better Homes & Gardens, 
Good Housekeeping, House Beau- 
tiful, House & Garden and Ladies’ 
Home Journal, featuring endorse- 
ments by Emily Post and Duncan 
Hines. VanSant, Dugdale & Co., 
Baltimore, is the agency. 


= 


ae 


Cummins Appoints Agency 
Cummins-Chicago Corp. Chi- 
cago, has appointed Aubrey, Moore 
& Wallace, Chicago, to handle ad- 
vertising for all divisions of its 
business. This includes the Cum- 
mins Business Machines division 
(previously handled by John W. 
Shaw Advertising, Chicago), Cum- 
mins Portable Tools division, and 
Fred W. Wappat Inc , 


—— 


ae 


Photo Color Lab Opened y 
A completely equipped photo 
color laboratory to provide service 
for art directors, photoengravers, ij 
lithographers and the photo- . 
graphic profession has been es- j 
tablished by Antonelli Inc. at 1015 
Chestnut St., Philadelphia. Severo : 
Antonelli, founder of the photo- 
graphic school, heads the new 
company. ‘ 


Crittenton Joins Eversharp t 
Charles N. Crittenton, formerly . 


associated with Schick Inc., Stam- s 
ford, Conn., as director of sales 


and advertising, has joined Ever- ¢ 
a sharp Inc., Chicago, as director of 
sales and merchandising of the ' 
e 3 company's shaving instrument di- i 
on the Nation’s Newspaper Presses! —_ 
© ' 
Oregon Dairy to Blitz : 
Oregon Dairy & Poultry Prod- % 
The proof's in the pulling—and when there's a Plastictypes are “proving” their sales worth by ucts Co., Portland, Ore., has ap- ‘ 
S 5 . , . ‘ ' ‘ . ? pointed Blitz Advertising, Port- 
cast from a Reilly Plastictype" on the press you making that picture and message really jump. land, to prepare the first news- ¥ 
. know reproduction will be sharp and sure. © Your local Reilly representative will show you paper campaign for Ranchers’ : 
+’ eu b ; Pride canned chicken and dump- 
W Used by every daily newspaper in the country, proof in tearsheet after tearsheet. He'll give rea- lings. 
Reilly Plastictypes earn the pressman’s respect for sons, too, like the fact that Reilly Plastictypes have — q 
their ease of handling and supericr printing a special Duramatrix for full depth retention and 
: results. a guaranteed routing depth of fifty-five thou- 


> Used by over 400 national advertisers, Reilly sandths of an inch. 


: | | S15 BILLION A YEAR! | 
: Next hime try REILLY PLASTICTYPES obo mer srenpn 


x You can get your share of this vast and 
wealthy market—reach Negroes the way 
ee they want to be reached—through their 
a own Race publications—the newpaper 
Reilly Electrotype Co., 305 E. 45th St., New York 17, N.Y. and magazines they welcome into their 
penne ané — yy Negroes are 
. P . ntensely loyal to the advertisers they see 
Show me why your Plastictypes will give me in their own publications—give this mar- 
better reproduction in newspapers. ket an urge to buy that they'll respond 
to! Stop overlooking $15 ee 
buy what you sell—if they read about 
NAME - in their own publications! For full details : 
write Interstate United Newspapers, Inc., 


is AS . 23 COMPANY 545 Fifth Ave., N. Y., serving America’s 
& Tv 45th STREET, NEW YORK 17, N.Y. a . leading advertisers for over a decade. 
MUrray Hill 6-6350 


: Creators of Better Plates 
a. for Better Printing 


g 


aporess 7 : . 7 ONE EXAMPLE: for @ publication 4 sells 
the cream of this rich poe ou can't beat 
the New Courler—read by 500,300. Negroes in 
erty 10NE STATE 42 states each week Color’ "conten, agesine 
- SD section, and news section help make it 
tca's most complete weekly newspaper, , Tell the { 
“<<< Negro—you'll sell the Negro! Act ( 
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heres the way 
fo new 

sales popularity 
in the nation’s 
No. 2 market... 


Increase Your Earning Power 
When you spot your advertising campaign on 
WMAQ, you are reaching the second most active, 
cash-register-ringing market in all the land. Here is 
where almost 14 billion dollars is spent annually for 
consumer goods — an increase of 632 per cent in dollar 
volume in the past ten years; here per capita income and 
buying power is 13 per cent above the national average ; 


here industrial growth is first in the nation! 


Develop a Strong Speaking Voice 


Chicagoland is a place of many markets — 4 states 
(Illinois, Wisconsin, Southwestern Michigan, Northern 
Indiana), 60 counties, 91 cities with 10,000 population 
or more. Within its borders, WMAQ is the most 
powerful — most listened-to — media voice of all (has 


the largest daily audience of all Chicago stations). 


How to Make a Penetrating Impression 


As an advertising medium, there’s no topping WMAQ. 
WMAQ delivers 87% penetration of Chicago proper, 
plus 90 other big markets. Chicago's largest newspaper 
provides only a 51% penetration of Chicago itself 


— and effective penetration in only 14 other markets. 


J 


The Formula That Spells Success 


The secret of successful selling can be yours. Just call your nearest NBC Spot 


Salesman. He will be happy to demonstrate how you too can gain and build 
audiences . . . reach new friends . . . arouse enthusiasm in Chicago . . . or wherever 
you want to go. Serving only seven key radio stations, he has time to devote 
to your account — and the knowledge, organization and research services to show 


what Spot can deliver for you in the nation’s major markets . . . 


via Radio, America’s No. 1 mass medium 


WNBC_ New York 
WMAQ Chicago 
WTAM Cleveland 

WRC Washington 
KOA _ Denver 
KNBC San Francisco 
WGY Schenectady- 
Albany-Troy 


Represented by 


NBC SPOT SALES 


New York Cleveland 
Hollywood 


Chicago 


San Francisco 
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f Profits of Small Business Gaining Most, 


PuHILapeLeHia, Nov. 13—Denying 
vigorously that “big business gets 
all the fat profits out of defense 
contracts while small business is 
forced to survive on the crumbs 
that drop from the table,” Benja- 
min F. Fairless, president of United 
States Stee] Corp., addressing the 
alumni society of the Wharton 
School at the University of Penn- 
sylvania tonight, quoted govern- 
ment statistics to show that dollar 
profits of the smallest manufactur- 
ing companies have increased 11 
times as fast as those of the big- 
gest corporations 

“In the first nine months follow- 
ing the outbreak of the Korean 
war,” Mr. Fairless said, “small 
business increased its employment 
by about 23%, while big business 
enlarged its own working force by 
only 15% 


B Youre SO right! ». 


ALL advertisers tell us- 
You're $O right. . . 

The Salt Lake Tribune-Telegram 
is the only way to do the job! 


f @ “Between the first quarter of 


When quality is the primary consider- 
— ation, Champion is the choice. Coated 
and uncoated printing papers, index, 
hone, envelope, tablet, papeterie, hox 
wrap, and numerous special grades are 
all) products of Champion's superior 
papermaking skill. Among them you 


will tind the grade of paper to meet your 


most exacting requirements 


Mhatever Sour Super Publem... dts a Challe nye te Champurn / 


T 


. 
~~ s. 


wl 


~ 


( 

ca THE CHAMPION PAPER AND FIBRE COMPANY 

ef HAMILTON, OHIO 

District Sales Offices in New York, Chicago, Philadelphia, 

J Detroit, St. Louis, Cincinnati, Atlanta, Dallas and San 
Francisco. Distributors in every major city. 


Fairless Says; Sub-contracting Defended 


last year and the first quarter of 
this vear,” he said, “the dollar 
profits of the smallest companies 
increased 11 times as fast as 


those of the biggest corporations 


Among the smallest businesses, 
moreover, the rate of profit on 
sales rose 200%, but among the 


biggest businesses it dropped more 
than 13% 

“And all along the line, no mat- 
ter how we measure profits, one 
thing always remains true: the 
smaller the company, the large: 
the gain in profits, and the larger 
the company the smaller the gain 
if any.” 

Concerning U. S. Steel, Mr. Fair- 
less said, “We must employ nearly 
54,000 other companies to provide 
us with the things we need in 


making steel and cement that is 
wanted. In fact, 40% of all the 
money we take in each year is 


paid to these suppliers; and each of 
them, in his turn, will pass part of 
the work and the money along to 
his suppliers. And so it will go in 
a chain reaction, until the original 
prime contracts have 
divided into countless 
individual orders 


been sub- 


millions otf 


@ “To perform the particular 
assigned to it, each 
along the line, knows exactly what 
it must buy and where to buy it 
dependably, quickly, and at the 
lowest possible price. Through 
years of experience, each company 
has developed its own list of sup- 
pliers who know and understand 
its needs, and who can be relied on 
to deliver the right quantities, of 
the right quality, at the right time 
in the right place 

“This system of supply,” Mr 
Fairless emphasized, “is one of the 
great miracles of American mass 
production; and yet there are those 
in Washington today who would 
destroy it if they could. Insisting 
»lindly and falsely that it does not 
distribute the work equitably 
among small companies, they de- 
mand that a government agency be 


job 
company, all 


empowered to take all future 
prime contracts trom the armed 
services, break them down into 


sub-contracts, and parcel them out 
on the basis of social expediency 


@ “Can you imagine the confusion, 
the delay and the endless opportu- 
nities for error in that setup? Hun- 
dreds of skilled engineers would 
have to be called off our vital in- 
dustrial production lines and 
brought to Washington. Thousands 
of new government workers would 
have to be hired to handle moun- 
tainous piles of papers and official 
forms. Think of the political pres- 
sure that would be exerted on this 
agency to distribute contracts 
among 435 congressional districts 
in accordance with partisan re- 
quirements. Visualize, if vou can. 
the endless opportunities for free- 


wheeling bribery and corruption 
In short, can’t vou just see the 
whole, unholy and unwholesome 
mess”? 


“With the whole future of man- 
kind at stake as it is today, there 
can be only one sane and safe rule 
to follow: to give each job to the 
company that best and 
quickest.” 


can do it 


W. B. Doner Gets Account 

W. B. Doner & Co., Detroit, has 
been appointed to handle adver- 
tising and publicity for American 
Savings and Loan Assn. Newspa- 
pers, radio and transportation ad- 
vertising will be the principal me- 
dia used 


H. C. Chrabot Adds Title 

Harry C. Chrabot, head of ad- 
vertising and sales promotion, has 
been appointed assistant to the 
general manager of Zenith Radio 
Distributing Corp., Chicago, in ad- 
dition to his present duties. 
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service to its readers...more business to its advertisers 
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Helen Valentine's first issue, 
August 1950, CHARM has gained 


CHARM's circulation tops all 
fashion magazines. Since 
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CHARM magazine means more... 
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MORE GOOD ADVERTISERS 
CHARM's advertisers are fabulous in quantity, fabulous in quality. Here are a chosen few: 


American Bemberg Handmacher-Vogel Proctor & Gamble 
American Silk Mills A. Hollander Remington Rand 
Elizabeth Arden International Business Machines Revion 

Herman Basch Jaunty Junior Dan River Mills 
Bates Fabrics A. D. Juilliard Henry Rosenfeid 
Best & Company Julius Kayser Roux Color Shampoo 
Bonwit Teller |. B. Kleinert Helena Rubinstein 
Botany Mills L’Aigion Saks Fifth Avenue 
Carlisle Shoe Lanvin Carolyn Schnurer 
William Carter Lentheric Security Mills 
Charles of the Ritz Lord & Taylor Shalimar Gloves 
Cohn-Hall-Marx , . : J. P. Smith Shoe 
David Crystal MOEN LONG Stonecutter Mills 
Helene Curtis Miron Mills Swansdown 
Deering Milliken Munsingwear Underwood 
Dobbs Hats National British Woollens U. S. Rubber 
D’Orsay Sales Nolde-Horst Vanity Fair 
Goodyear Tire & Rubber Palladium Van Raalte 
Gotham Hosiery Phoenix Hosiery Wear-Right 


Dorothy Gray Pond’s |. A. Wyner 
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Remington Rand’‘s New Chicago Building 
Is a Huge Showcase for Products, Services 


the wide range of products and 
services offered 
will tend to think 
Rand first when controls problems 
As one sales representative 
put it, “when we stage our own 
business show, we don’t have 
about our competitors two 


Cuicaco, Nov. 14—Remington 
Rand today opened its new, four- 
story Michigan Ave. building—the 
17th such establishment built in 
the past two years—with a three- 
day business show featuring the 
company's entire line of equip- 
ment and management controls 

The modern new building, de- 
signed to permit sales, service, 
reference and business service de- 
partments to operate at peak effi- 
ciency under one roof, in effect 
is one huge showcase for every 
Remington Rand product 

From the huge, color conditioned 
display room (Rand calls it a 
business equipment center”) on 
the street level to the business 
controls library on the third floor, 
every foot of building space is de- 
signed for the purpose of stimulat- 
ing productive work with a mini- 
mum of employe effort—a_ prac- 
tical example of the company’s 
sales philosophy 


@® Heart of the operation is the 
management controls reference li- 
brary, a collection of case histories 
of office problems (and their solu- 
tion) which the company’s cus- 
tomers have experienced over the 
years 

Case histories are compiled daily 
im al! sections of the country and 
@istributed to branch offices 
through the central reference li- 
brary in New York 

Typical of the streamlined ar- 
fangement is the central telephone 
foom. Operators are located on a 
faised platform and have a view 
Of the entire sales floor. If a call 
@omes in for a salesman who is not 
at his desk, it is immediately 
Shunted to a central message desk 
in order to eliminate time wasted 
im searching for the party called 


@ Behind the company’s decision 
t® turn its open house into a trade 
show is the feeling that the cus- 
tomer who knows where the com- 
Pany’s offices are located, who ex- 
periences a friendly welcome when 
he arrives, and who can be shown 


SMASH HIT 


MAGNIFIER 
a 


FIRST 


Wow your friends and 
customers with this 

amazing quality 4-lens 
all-purpose MAGNI- 
HIE Mail it taped to a 
leer for urprising 
price includes your imprint 


in choiwe of gold of any IMMEDIATE 


standard color. Costs less than 

most Christmas cards. Mini- 

mum order 250. Write on your DELIVERY 
leerhead for FREE sample NOW! 
or order direct NOW, No 

greater offer anywhere! 


BAUSCH & LOMB OPTICAL CO. 


In preparation for the event, 
Remington Rand sent out thou- 
sands of invitations to office man- 
agers, comptrollers and top man- 
agement officials in the Chicago 
area and ran large-space invita- 
tion ads in three Chicago dailies. 


Two Sponsor Bowling on TV 
Pabst Brewing Co., Chicago, 
brewer of Pabst Blue Rib- 
bon beer, and Brunswick-Balke- 
Collender Co., Chicago, bowling 
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equipment manufacturer, will 
sponsor the televising of the high- 
lights and final play of the 11th 
annual All-Star bowling tourna- 
ment at the Chicago Coliseum, 
Dec. 8-16. Preliminary games will 
be carried locally on WGN-TV on 
Dec. 12, 8:30-9 p.m., CST; Dec. 13, 
9:30-10 p.m., and Dec. 15, 6:30-7 
p.m. The finals will be carried over 
the NBC television network, Sun- 
day, Dec. 16, 10-10:30 p.m., CST, 
via WNBQ. 51 TV stations will 
carry the final moments of play. 


327,000 Sets in KSD-TV Area 


There were 327,000 television 
receivers in use in the KSD-TV, 
St. Louis, coverage area on Nov. 1, 
according to Union Electric Co. 
of Missouri. 


Wicks Joins John C. Dowd 

Frederic S. Wicks, formerly 
with Henry A. Loudon Advertis- 
ing, Boston, has been appointed 
an account executive with John C. 
Dowd Inc., Boston agency. 
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Defense Department 
Takes Steps to Aid 


Small Business Men 


New York, Nov. 14—Appoint- 
ments of small business specialists 
at installations throughout the 
New York and New Jersey area 
have been made by the Depart- 
ment of Defense in a special effort 
to see that small companies re- 
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ceive a fair proportion of pur- 
chases and contracts, and to aid 
small companies interested in 
learning how they may participate 
in the current military procure- 
ment program (see story on Page 
52). 

At the same time, the Depart- 
ment of the Army has released 
figures showing that small busi- 
ness companies received 75% of 
all contracts and 30% of the total 
dollar value of contracts awarded 


by the Army during the fiscal year 
ending June 30, 1951 

Of 1,358,869 contracts let by 
the Army, small business com- 
panies, the release says, received 
1,029,805 with a value of more than 
$4.3 billion. These contracts, it is 
pointed out, are exclusive of thou- 
sands of subcontracts let to small 
businesses by prime contractors. 

In addition, the small business 
branch of the New York regional 
office of the Department of Com- 


merce has been expanded. It will 
continue to maintain close liaison 
contact with small business spe- 
cialists attached to each of the 
various Armed Services Procure- 
ment Offices in this area. 


Ettinger Gets Hall Clothes 


Ettinger Co., Hollywood and 
New York public relations agency, 
has been appointed to handle pub- 
lic relations and publicity for Rob- 
ert Hall Clothes Inc., New York. 
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SOUTH CAROLINA’S 


| ARGEST 
METROPOLITAN 
AREA 


(U. ». Census, 1950) 


LEADS BY FAR IN 


EMPLOYMENT 


GREENVILLE 
Columbia 26,634 


Charleston 23,217 


S. C. Emp. Sec. Comm. figures 
Year Ending Sept. 30, 1950 


45,964 


Greenville leads also in Popula- 
tion, Retail Sales, Wages, and 
Autos & Trucks. South Caro- 
lina’s Largest Metropolitan Area 
is your first market in S. C. 


| Daily Circulation 95,237 
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Chain Assn. Names Metcalf has appointed George T. Metcalf Department Store Sales... DEPARTMENT STORE 


The Machine Chain Mfrs. Assn., Co., Providence, to direct an ad- 


Re Providence, a group consisting of vertising campaign to its retail . s 4 
> 20 manufacturers of machine chain trade. Trade publications and di- Index Hits 350 Hi hest This Year 
\ for jewelry associated industries, rect mail are scheduled. / 


SALES INDEX. 


Spokane 


rRevised 


ata not available 


NBC Plans Radio, TV Center 


National Broadcasting Co. has 
exercised the last of the options 
which will give it 49 acres in Bur- 
bank, Cal., where it plans to con- 
struct a multi-million dollar radio | 
and television center. Reportedly, 
| the 30 acres purchased from Warn- 
|er Bros. cost $750,000 and include q 
some of its existing facilities. The 
|other 19 acres, acquired from the 
city of Burbank, are said to have 
| cost $263,287. i 


eA. ‘Soil and Water’ Bows 


on penmeennietin EE ; Week to Nov. 3, '51*..p350 ‘ 
a re= — WASHINGTON, Nov. 13-—-A rise in ington (up 22%), and Nashville Week to Nov. 4, '50 315 
| department store sales of 11% for (up 21%). Week to Nov. 5, °49*....315 
; the week ended Nov. 3 is reported Only six of the reporting cities Week to Nov. 6, '48*....320 
s by the Federal Reserve Board, in showed losses for the period. Month of Sept., °51°..p323 : 
TR U f co N ‘ ESS l Oo N 4S h a i the comparing sales with the same Lowell-Lawrence was dow a. e; Month of Sept., °50*..r330 
r as year. s brings > Prov “e was mS a - ames 
hi h f f ili ith a tay io i poghon high ae org St ye ‘os "New pPreliminary. . 
ighest percent of tamilies wi soles index to 260, s apolis, 7%; St. and *Not adjusted seasonally ’ 
~ the year, and probably anticipates Haven were both down 4%, and rRevised ; 
children (four years and under) of —- Christmas oe ww Detroit registered a 1% loss. . ——— ' 
e ] sains were reported in all the ~ Change from “0 : 
7 any magazine except Parents . districts except Minneapolis, which Week Ended Cleveland « 7 18 
-gistered a 6% loss. Leaders i Federal Reserve Jan. to Month Nov. Columbus 4 3 12 it ; 
St cl registered a e 1OSS. Leaders 1M pistrict and City Aug. of Sept. % Toledo 8 3 14 i } 
ar the districts were the Dallas area, UMASS St aves ‘ — . Erie 4 7 17 . 
ene « “ ; $ oston Distric : 6 ittsburgh 4 7 19 : 
At the © UP 20%; the Richmond district, up “New Haven 5 —5 —4 Richmond District ‘—- } 
19%; the Cleveland area, up 18%, Boston , 2 = R Washington 3 5 22 
. . ies — owell-Lawrence = altimore 5 4 20 
newsstands and the St. Louis district, up 16% Springfield 5 —2 7| Atlanta District 2: —+ 
— America’s The South, Southwest and West Providence a Birmingham 2 1 2 
- ioe .  - New York District 5s = ‘ Jacksonville 7 0 10 t 
second largest continued to pile up larger gains Newark 9 -8 8 Miami 8 7 . : ; 
‘ than other sections of the country. Buffalo 7 << ® Atlanta 2 —l2 5 ¥ ' 
selling ose : New York 8 —9 6| Augusta 6 6 37 ' 
: Leading cities in gains for the Rochester s —5 11} New Orleans _ 8 i : 
: woman's "eek ende » 3 were susta Syracuse s-i & Nashville 1 8 21 i ‘ 
YORK + CHICAGO + DETROIT ie P week ended Nov 3 were Augu . Philadelphia District 5 —# 6 Chicago District 5 4 le 4 : 
ES »+SAN FRANCISCO ~~ magazine (up 37%); Houston and San An- Philadelphia 3s -8 3 Chicago 4 5 il i" 
> ti ; oni 7%): For Jor Cleveland District 6 —# 18! Indianapolis # 3 12 
eon nee | tonio (up bal b); F n Ww rth (up a s —3 #1 meee i Se / 
25% ); Syracuse (up 23% ); Wash- Cincinnati 1—12 Nn Milwaukee 5 7 10 ' 
oi, St. Louis District i—s 6 | 
tetanic Little Rock 3 5 #19 
— Louisville 1 4 17 ' 
Cc ite St. Louis Area 1 -12 17 
~ Memphis 2 —1 19 } 
Minneapolis District i | { 
Minneapolis 1 6 7 4 
St. Paul 5 8 4 
e Duluth-Superior i) 1 10 P 
Kansas City District >: —5 13 
| ere C Denver 3 9 11 
Wichita 15 9 16 
Kansas City 2 1 16 
St. Joseph 2 7 ‘ 
- Oklahoma Citys 4 -13 4 : 
Tulsa 0 2 4 { 
Dallas District + _5 al S ‘ 
allas i) ll 12 ; 
El Paso 2 9 iW " 
Fort Worth 1 7 25 1 
Houston 13 7 27 | 
San Antonio 1 12 ai i} 
‘ san Francisco District , =i . j 
Los Angeles Area 2 10 7 
Oakland 3 5 4 
. San Diego th 5 4 . 
: 3 San Francisco 4 1 9 
; Portland 3 10 1 } 
¢ Salt Lake City 7 7 10 | 
Seattle R 6 in 
8 7 14 j 


“s | A Fig Soil and Water, published by the 

- = Assn. of Texas Soil Conservation 

8 ve en. District Supervisors, Temple, Tex., 
™ 


is scheduled to appear in January 
The 60-page magazine is directed . 
j}to Texas farmers and ranchers 
and will have an initial mailing 
of 22,000. Editorial content will 4 
cover all phases of soil conserva- : 
tion work. ' 


Paper Companies Merge 
| Soundview Pulp Co., San Fran- 
cisco, has merged with Scott Paper 
Co., Chester, Pa., by consent of the 
stockholders. Soundview stock- 
holders are to receive one and a 
‘ | quarter common shares of Scott for 
a) each share of Soundview common 
Ne stock. 


= Its 3%-million families are screened for the BUY on their minds! Lewel Appoints Kesslinger i 


Lewel Mfg. Co., New York, man- 
ufacturer of Lewella girdles and 


T MAY surprise vou to know where Between the covers of BH&G,. there for BLY -mindedness — and buy- brassieres, has appointed J. M 
| Better Homes & Gardens stands on is no fiction, no sensationalism, ne ABILITY — just ask for all the faets Kesslinger & Associates, Newark, 
aes the circulation ladder. It has one of veneral news. Result: time-killers. about BH&G’s 3'2-million selected, as its advertising agency 
the three biggest man-woman cireu- diversion-seekers. are screened out. better-income families! 
lations in America. Phose left are the BU Y-minded! 
But you're in for an even bigger sur- BH&G’s multimillions—husbands and 


prise when you weigh the quality as wives together—shop its pages, 


4 well as the quantity of this big BH&G avidly. They've elected BH&G NEN) SALES PORTFOLIOS 
audience. There's literally nothing as their guide and counselor ‘ (\ ‘ i 

% like it. Its an audience of 3! 2-million solely to help them decide when \ v Garilenss \ hs 

: better-income families—sereened for to buy what—and where! R SERVICE BINDERY CO. 


the BLY on their minds. : ; — 4. SAAN INC d 
So. if vou'd like to reach a big, RATT TS 2241 S$. WABASH AVENUE & 
é Yes. BH&G has built a selected multi- multimillion audience. screened eee : Por CHICAGO 16 
; million market, entirely by tempting i : ; 
: readers with new ways—new things \ Wey Y 
> to make them happier, their lives CAlumet 5-3224 
4 3 more complete! MEREDITH PUBLISHING COMPANY, Des Moines, lowe \ . . 


thes = f - ‘ : ‘ = >4 oil Caeptan 8 
X ey ~ Pe 
“a . . . 
: , ; 
a TS 
4 FE 
1959 J¥ EQUALS 100 4 
aaa emcee leit. 
} : 5 eT 
_ 4 ¢ “Fi ‘ ; : 
: "G Sawa 
a | Ni ip cg as we een 
a ore etere eee. RRR egtatanette : 3 a \ 4 \ 
/ Booman, NS eS 
“4 t KRY yereneet cece SRR oe i le VY se8 yr / 
a : ices FS BR KX eetstetd Y i er ee tr =”. ¢ : 
— ierecereresenste MR SOX BOOS 1 Ce 
; eaeaeerenecers RK, SO RKO oe a oy 
a ROR, ER RR SSS aie ys in 
i. egies ereteseamtateots, PRR ‘ ee 7 *Ae : 
— PRR? BR RI. ae an ale wf 7 i 
- KKK RY KD RR RK KR \ if | a. ? 
oe fl eotstataterenae rotate oe! eoretenerest ay es \ s / : 
pe i“ < } “ ‘ 7 
a. ™ | 
A sii as Y 
{ 
. oe ‘‘. i » a . { 
‘ ‘ = & - 
¥, ; joe 
‘ ~S ~~ x 
/ ~ i, J = 
: : ee: . 
re : 
| 
. { 
' 
Ree 
te 
“a” ’ 
oe ‘ 
ee; 
a : 
me 
‘eo gM 
: See 
Tv 
z ae 


Looking into the future isn’t idle amusement to business 
executives ... it is often the most serious problem they 
face. Decisions must be made today which have a 
profound bearing on a company’s future position. 


A year ago, the economists took a look at the next ten 
years and told us that a decade of opportunity lay 
ahead. The markets of 1960 would be tremendous. 
For example: 


Population would increase from 150 mil- 
lion to 168 million. 


The Gross National Product, $284 billion 
in 1950, would rise to $371 billion by 1960, 


Metalworking sales would climb from 
$81.5 billion to a 1960 peak of $120 billion. 


New plant and equipment expenditures 
would reach $23.8 billion compared with 
$18.5 billion in 1950. 


It is now one year later. Let’s take a look at the progress 
that has been made and re-evaluate these forecasts: 


The Census Bureau pegs 1951 population 
at 153,490,000. At that rate of growth 
the forecast of 168 million in 1960 is 
going to be low. 


Enough final figures are in to show that 
the 1951 Gross National Product will 
average $320 billion . .. and for the fourth 


quarter will run close to a $325 billion rate! 


Metalworking sales will hit $102.4 billion 
in 1951... half way to the 1960 estimate 
in just one year! 


In 1951 spending for capital equipment 
will total $24 billion. That’s higher than 
the 1960 forecast right now! 


Certainly there has been some inflation in the past vear 
... and accelerated defense spending has helped to “push 
the clock ahead.” But regardless of these factors, the 
basic progress of the past vear indicates that the econo- 


mists were right—and if anything, a bit conservative. 


l 


Yh 


The 1950's are a decade of opportunity . . . the markets 
of 1960 will be tremendous. But this is a moving, grow- 
ing opportunity. It calls for action today. The com- 
panies which are planning now... and advertising 
now... will be strides ahead of competition in the 
years to come, 


™ DENTON Sonny 


PENTON BLILDING e CLEVELAND 13, OHIO 


) oo » eS 

Di . : ae a. ; RE oe 2 aa)” 

4 Bo a = as ee aaa Ty) Se Pe 

‘ _ hart 

i We're on the Way! ‘ 
| } - 

ie rol . a 

& { Ze 

4p eS « 

; ” eA. > 

1 } \ ee a .: 

: \ Stas 4 

? : a 

. i Z <4 = < 

p ac a 

i ~~ ca 

i x : 

Te 

ES = 

: as. 

wm 

ae = 

q ee 

: “2 

—_) .* 

A 

| ia 

f :.- 

" j ; Tes 

@ 
ad 

ag 

a ¥ 

_ : e. 
gg 

: ' ma 

- a | a 

LE $ 4 | TA . 1 a 

& | | 4 

di ee ia LH 

‘ ’ - oa 

| J it 

Seg 

1 ] x 

J ' wa — =: ~ 

< 

4 T TA 

= = a 

; — ee 

i . or a 

g = 

"i * = 

j tae" 

: aed 

LE h \ = 

<t* ' eS al elle , ee. _— 

~ wae f “A a te “igh e a _ < ecoelliald , Ps % _ ent *& ~ A ay 

SD Pgh re xt . ; 2 Me i pa 

i Se “eo By 2, CT ee oo ee 

€ ce =e re . ee iss j 3 ‘ ™ qo _— \ a) ; ——. ot \ . « 

os 3 = , wt CS ‘aa a — go a 

- vA a P ee \i ee x! , _—.. és eo = son > B. 

: A A en 

sas ” 7 . nol » ES 

a > ae 


a “ae ‘ghee ot ce ei Re TERE AR ie Pe eae See Vite. Cee he “TE Sorat ceed mae Ss , a in sok ee as oe ee gee A See Te ee 
; aoe oo Ca Ween Be ieee See Ci. ee ee aes oS eee em oe ee ay ee gc) 
i a fg is. F 4% i 
~ - ; 
? y 
- ’ 
, 
: ? ; ‘ : 4 : : Be gave Set Ty ae SS a eee ee 
: ag a Pet ie ee a » Wet pee re id pte eee a pe ae e 
Prep fs oa s id tat 2 an cm ite Tap a ee Fie ac. ae coef to ei, ar eee > Bie eae oa on aes 
oat oe Oe mee eke. 1 ON Oe ee eo e =e : = eae 
: et es ri ine ee es ee a a eae Cae ee on ae i i a Pe 
; z ti Pe eee, * a 8 vl. Se ee ee ee Sg, pie 
ae Ste cis ee ae a oa ise ba = nee. pee oe Ok ae? ee Ss ee 7 oe 5 
i - Bo ist ey ee eee ee re i i ee _ — aa 
3 ‘i Petia id ee ea a a £ e o> . ie el Sao i eee ed © = a a nie am fe 
: : se Aihott ee = es eee ee I 2 epee | 2 a ~~ ee 
y s ek et 3 ame a Teg us er OT” Gan hee fe etc = = eee a , ee og 0) ee eee tae ue ena eee _ ia os 
‘ nc ma ers ee epee Le i <a yt) ee eae a eee eben 2 ee ee eo ac a fot aes : i ae 3 a — F 
a iy ae ie Yo. a Re a Se a See aan? ad 4 Bes — = ef? - ee ” Gd __ be ore eSoc:.3 eee > ‘4 ES, ‘ 
wa Pet, See = a ena . a 7a an ine) ogee pees au ; ee cS * ee eae. eo. : 
? i es he a. oe De a ee he i Pag ’ Hom 08 | ee ae te 4 a 
; & ee Joe ax j a — os fe ig ae fe g 
: bate eae Figs < |. biscd aes ee 2. ae S ey 
: eke 4 Ce i ’ : <3 es Pigeee eee ae 4 oa a 
eo re Saat ws, cs ae ee Vs cd pe ae a a 
E * : SOE Bae a | - ee eA - ae e —- 
4 as j 2 eo pie | as Pa i ee te) = 
* = : 2 ee - — ie eyes tas % aes * a 7 =f . 
" 4 r Z oa ew ay : yl ee Fea ae mets Pe 
. ok re —_ 2 o : _ ah Z Were, ‘ see at Li ; oe Hy : 
Sh att = ee ee a Se lll 7 
t 2 a “ z = eee af > “a Re py mee a ele sees: oo ee or ee r= 2-2 ad P 
: : : ar ee eee.» set eee Pon i RR Co ee —- CaaS vr oe <r -_ ¥ 
~ 3 oe ‘ete ec en ee ee Bok lalg fool. | ee ee ey Oe Re dag eo oe hoger eo = \ ee ee ee a 
3 59 ae Be hanes pa Sarees en ee ‘+ ps ae ee eee ees ea Nee =a i. 2a 
< eee Cg oa er | ee eo ae a 2 ae UY _ Age EE 
e Be ee Rea: PEO ee aa Oy: | ec <0 erent. Se eee See ER as tee 
iene : Sei ee = aaa i | Mm sy ae + ne ee oe eee, errr be tg 4 is 3 j a " 
. Eeat ee oad "Shaw ws a 5 ae — ae ee Borg i aay a : ay z : eg Se eae, ee ees ? 
ete i ee a Se 4) Me eg a a eee ll le ae Se ee ' ' 
. a ee Pea e oie Gy js Sp A a aS a SS re sy ee So a 2a es ie om | 
d ir — «ne ae er rg rm eee i gas i 2 Arn eee . _ J 
e e i ele” ~ : er asl , Saat 3 © e 4 an’ f ~ = = . : 
. fe . - rf. a. > _—— ; , sz » : 
z : z -_ ‘ — : ie . 2 tee $®. ; pe, ies. eee — = i . H 
3 g ree eg we a ne. B ge a cs ae wv sal ae . a ya Di as a a eat ¢ 
ae - i 7. = | fae. i 5 i a. i fia * ee a. F 
64 3 \ ae = Bere Pee, a I ee oe ee ee é a { 
Se aimee os Se __ eR ides Fe _ Meet i, He ae * a Le gree - ee a Ps 
Fees eo ee a ee a oe an: ie ee ae | hn eee eae a me ee: 
ee Be a ee ee ue i “a ee aa aie Se ete > let pee a 
Mi Be a > eigen e Bee ° — ge a La vr. Saeed <5 ee * Nes 1 ours a et Se GRER 
'% “4° a ince eer, ore Bt ie te ne a. oe Bros ee a Pa: | ak lng 
. cy. _ Cee age ie ee * hee * —. aes ae bei Sie ae oe ae a: vee . ere 
: eee Be § Pe a at? Seas *, — ae hea ere eee a — on ‘3 
to. . & ee eee Sea: a! te ne Oi Meee ne ee mare “" 4 ea , 
z ae ee, Z * So a 7r J ate... Fan : z ‘ age emer ee at ae  - : eS 
z ¢ ‘ 7 ee ee eee Sema 3 er Pete eo ae eens _ - 
PR ; eet i ee Oe. . 2 j Eo es eg . “— 
" +a : i a eee i : , eas ae a eee: cece es _— a re 
0 =~ 5 Sean eee HD, aia er — is fe Re ik hk a oe . : . ‘ 
— : tt 4 a Bea ea Wee. Soy ie a og fea ee A ae. ’ H i 
; * aie ee oe ok nae <i a — ~~ es ee a ea } 
pS aha : «| Sey <2 4 SS aS z Ls hie - Pe Fee og Tete i: 4 : 
/ Pia 4 . co : co ee: * ae i i —- 2 a8 ee eee ‘ae : : 
£ . aes , s o We ae Serge ee ee es ll = _ a ale a oo a ’ 4 : 
ae - ae ee \ ee Setar. 2 (= Ee = ee lll ie age Soa. 2 el : : ; 
4S as Bay oe ER gy cma ; ae ere > ae cs ee. See — oe ~ , 2 ae > ee ~, oa 3 i 
. r at eS ee See a, =: ee ‘ve cyl "h) eae ke ; 7 or d P 4 . 
: ¥ Py oe es > 2 ie 2 ee << eee | eee -_ eae a. i F 
; ae ee Be , ae fe ee oe ae ee es  - : - 
a %, i ei Sage et ‘e we ea a : rs 2 cae. ‘ f 
at Rie S. aaa ee rae | eee ee ee tee } ins a — a eo ‘ 
_ a aa co » Ee ee biive ve ee ae ho te os = # a i‘ a os rh ‘ 
bs “ " ae a y aie ot } apes tee fear < — ed i ee ad ss 
— : eS 7 : eee ht! eee oe — As ’ 
— + es gon ame” <* Ged ae, —— ee I. 
« : “a er) > ee ee Zr Bes — p 
i 7 Es ce eee g + See Al a Be ae ht 
rey - oe Sa es ee? - aes —— vanes a a ; 
A a a4 ‘ Fa ei es, -_ eee a mee a. ot eee Vv | 
Sa S Sees Se Je os —— - an : 
t ee as ge a —— ee q Bee get ow ae, 
a ; mS : oS ~ ae ess ap as a. ] . 
S ,- ey eae me io ae —— k = a. oS ee ar, oe » 
Me ‘ #5 eae Ths = _- i i ae Su , — 
; : é ee Fro ae ¢ ae ee > : a 
- ieee . P eat De ie: ood : BA pe a ae a <0 eo — fF ? 
= geet ae 2 d a i ve ae i ee e ie ay ieee ee ae = —_— ° See | i 
: ma. ae ee e . ie me yeas . car ; ee a  —— : “a OE ; ee : 
ie Aten eae a isis: oe ; ie Ser <n “as ae ses : 
2 e bee ese ae es. ass A ae ee : <, gee nee: ee ee , 
ts } wires | ae Se Pe a toe 2 ae pio eee ; ee a me 
; sy) ae oe ee See ee ee rope! De Eee. S te Be ai ny 
4 : vi tee. ety og ; oka eit 8 See tick 1 <? eo facae ae Pe he 
: 4 q a Pe BEL ge eer 8 2 , SE eee pg = Ro: Vale Wee ; ea Eee il iis, eed : P 
a ae ee Da aed te to 4 ore ke ae as ofa \ = oh ee ee Te = ' 
< P * aw oe Cala ie) Oo ee ee | a pe a Pi) Fee i ‘f 
“ oh. Ue ee ee ie ate ee. : 
2 bis 5 1 it dicts °C Gore | pce NS, el a Ee pores as et eae Res eee ee = 
a) ¥ a erage ee bea eis oa ee i) foe Se a 
“apes ry . ‘ 2 Les] OSS a eee ae SET mar ee ve cliet Sie ees i ee peat TA Teh =e ix ” ' 
3 } “3.4 [aE ie aire et er He Pe ae vos et ace pee . fe pee SS ae . i 
f fe. eT re a mr et os. rr eos hen nr ria eee aeevet 1 
_ : Sy — se aa 1: he BG > ee pers eps alae Pe hs he “2 
5 . : eS po et ee GSE ai a Xy een di A ! 
a } i: eS eee, a Te a La Se eh ar =a . 
a Die ASF Sai Se = 38 ee eee ee eS oe ee z= a penis 2 ae a 
+ i ee Ba ae eons ee ae a. Ss i ae SN ls a ae a ; 
: ee : i =f Aa 5 es fee ? ee catia vo oh a - 
Je "a of one ° ae oem: eh " ot.) 3} aan 4 . : 
— : 34 ee eae A eaten : 2 ee ne a 
: ; ie : ete. a ; a eee E ioe 
Y : tk So ae a ae 
—— t : wr ae a te 
. =F *< a ae Ee ig 
“a =a he ig ie ia Be = ' ; 
; a, z Na oe, 
ca AS As . ‘ eet ee e oe E We ts a : J 
y awe A er, : ioe ny nt z Ae eee m 
: : : ey a 3 ia om - ; aa So ee : 
; . Bes om , eee i ae Be os 7. ‘ 
ee — > ee : ia a —  - 
Fe : 7 Pa ee par ae ing = ane ‘ Bo cee): 
: Sa ae ~ ™ Dee gee fy wee ; 8 fs eee pe 
7 Bg nae: a Oe p iy ge ee ; ie ee 4 “s — lt” 
: e P ia ot ad ee aisha ee igi aa: ae * nated 
a “a eres oa ee sl is i ae f e. sats 
eo: aa are CF | Sram Ce 9 o é a a » 
ae - - 2. . ES es oe - — : | 
: 2 rs o6 ae in eae : : 5 Pee! te - . § 
or <p Pc ee . 2 eee 
a ' ees RR ee, Ae ee ee - i Ue ge te ! 
: - ee 8G aes ra ae ae = , [a ee - 
% cae ' a aie ; Re ee, Se es a ae pai a ee : 
; he ee ) a ory Se Sh Vee hes ee Oe: See i i ie een : 
Bae ie Se 3 ee ee ae op cae eee : 
: mal ; aa ve b rae oo Se eee ae Pe oo pe RN ie ge ive. ee 
: pei ENS ES ee eee es en ne 
. sa Onis = ye oe ees coe pe te ie | Tae ae ; 
3 oe oe ee Pon) ape he 
; ae ps 20 Rg 2 ge ee Botte ‘aaa nee eeeaen 
. Tate 0 ne RE eee ee eS ee pee a fe 
¥ ee, ome ee ee ee ogee ee *e 
: ; eS : MM ee ee ee rer ee : 
f ee <. ed ye ian Pa Aw Oleg er ie uae Re iol ees on ee ¢ Rk 
: “ ae ee ae ~~ ‘ Beef : ee oe ig SO os ee a r . i oe 
ye ae E i. nih Ger eee eT ae: ain ie a he ieee 7 on ae . 
: . Spi. ae ef, ae nee te oe fa: Sl Se ac As Ce ae nr : ee, | 
; an, ae 7 ec ee “ies a = are . SES —§ . 
s 4 Pes pai ae ieee eres ye eS ; nae | 
: %. may f . / ee ere Cicenrade : ee eM a ee 4 | 
* f f, f ; ; ic. or Pere, tia a 2 Sp gonens Meter a et ere ee) 4 ee 
77 fi y 4’ 7 ee ae a ae Aas San ar faye H . ae oe Ce eee. Le | 
= g 4 ms t ; Goa, ies be te . a ag ; oe en Bos ee oe ee a _ § u ; 2 
- wel y Lo), Vy / j / 4 wr 4 a oe See. te io Pee Site alae es ge ‘ a eee. ae Ge Pas — 1 : ee | 
“ iv" f? Shi / aes Stare eee ee eae Br. : Per rey ipa § ae Ve on ee a a Le ; i 3 
: i, a F Sear a eas pee ay yy 3 (2 ee rss “4 \ q 
¢ ees ii) i} id ap a oa a. ‘op Se Saar | : ; 7 
Mies 61) ; Pit) ee ae iy ee Pee ie Ee ee = ae! 
: : ‘ fii) j if: a! a : > 2. ok ee a amen ee ee ee eg ea a 3 
by : f idl) i H Gi } ‘ ee ce ee te a ae q oa 4 ae HOR es a So 
; CEeP ETS f Ajts ‘ 4 ; eee 2 Ee a ee etree tee ee eS le ee a S ene 
: pe be ees ! id : if Be if ae, ee a e 4 ee! ae fee? Eee re 2 
e me ne ry wr Soee ; Li dd DG j 4 eee Se? 5g Se eee oa sy es. “eae Re me “ee pee 
4! * atin alt a | aie ae wi, a ed i .* rF bee « ~ » i 
cere 47 23% ‘ar . 
=> 4 
$ 7 ‘ 
ip aise 


The home-going Journal-American is 


read by 43 of every 100 families who 
read a metropolitan evening paper 


IN the never-ending competition 

for sales supremacy, it always 
pays to strike with maximum 
advertising effectiveness. Mass 
coverage results in mass sales! 

The Journal-American, New 
York’s largest evening paper, 
directs your sales message to 
more than 700,000 families... 
43 of every 100 who read a 
metropolitan evening newspaper. 


Read at home, the Journal- 
American guides your product 
into easy selling position ... dur- 
ing the leisure hours of evening 
when families get together to 
plan their purchases. 

For greater profit on your adver- 
tising dollar, send your sales score 
over the top with New York’s top 
evening newspaper... the home- 


going Journal-American. 


™ American 
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Business Paper Men Get a Lesson 
in Selling from Agencyman Seiler 


Nov. 13—“The first 
publishers and media rep- 
resentatives have to sell, and agen- 


CHICAGO 
thing 
cies and advertisers have to buy 
is editorial content. The editorial 
content is the guts of a publication 
That is primarily what makes a 
medium worth while,” according 
to Walter Seiler, president of the 
Cramer-Krasselt Co., Milwaukee 
agency 

Speaking before the Chicago 
Business Papers Assn. vesterday on 
the subject of getting on the sched- 
ule and staying on, Mr. Seiler in 
effect conducted a brief course in 
media selection and evaluation 

Stressing' that editorial content 


is the “guts” of the publication, 
Mr. Seiler said that, as an agency 
man, “I would like to have the 


representative bring to me a pic- 
ture of what I would see if I could 
visit these editorial offices.” 


® In addition to investigating the 
editorial conten}, he suggested that 
the person responsible for making 
media decisions or recommenda- 
tions check the following items 
How much circulation does the 
publication have’? Where does it 
circulate? Who gets it? Who reads 
it? More important, is it read regu- 
larly and appreciatively by those 
to whom I want to sell the product 
that I am advertising? “Quality of 
circulation and reader interest can 
make a publication a better adver- 


tising value than a competitive 
medium that may actually print 
and circulate more copies.” 


A client, he 
to know how much advertising the 
medium carries consistently that 
is directed to the kind of 
people he wants to reach. “Volume 
of advertising carried must be an- 


pointed out, wants 


same 


alyzed carefully by whoever is re- 
sponsible for buying space,” he 
Said. 


He urged that publishers and 
media men merchandise their pub- 
lications. “Don't rest on the fact 
that vour publication is well edited, 
well received and highly regarded 
Set about to see that every factor, 
every decision maker knows the 
Value of your publication and is in 
@ position to accept it at its true 
Yalue when it is placed on a list,” 


he said 


@ Mr. Seile: 
the use of 


told the group that 
presentations with accu- 
rate content Was very effective be- 
a good presentation is logi- 
cul, complete and time-saving.” 
It keeps the representative on 
the track; it conserves my time and 
said. “But a presentation 
is emasculated if the man _ pre- 
enting it does not understand it: 
joes not present it forcefully 
not carry in his head a sufficient 
imount of supporting illustrations 
to make 
ject 


Cause 


his,” he 


; does 


him master of his sub- 

“I believe any one who makes a 
presentation should at have 
i part in the preparation of the 
material in ordet 
lerstand it, to 
t, and to present it 
like to have a man 


presentation rather than to bring 


least 


to thoroughly un- 
believe 
effectively. I 


thoroughly 


make his own 


I'M LOOKING for 
ASPECIAL JOB... 


. in on agency 
rodio, TV, retail 
adv., industrial 
adv., etc., where | 
can place any num 
ber of top advertis- 
ing men who hove 
filed with me for relocation. Write for 
my free “Availability Bulletin’. Numbers 
will represent applicants’ names. Please 
use your company letterhead. Confidential. 

Jeanne, Advertising Personne! 
lacement Div 
1309 S$. Detroit, Tulsa, Oklahoma. 


5.9449 


in an outsider to do the job, there- 
by implying that the representative 
is not 


task 


out 


@ He suggested to the group that 
publications prepare a brief sum- 
of the important 
medium 


mary 
specting their 
be placed in the file of media men 
as a time-saver 
porting data for 
is recommended. He also 
mended that, whenever a presenta- 
tion is made, a digest of the salient 
presentation be left 


himself,” 


points 


with 


he 


said 


person 
a reminder of what has been said 
and as a reference for future use 
Representatives 
themselves with their 
“First—and it 


simple as to be hardly worth men- 
tioning—identify yourself by name 
and give the name of vour publica- 
tion,” he told the group. Media 
men, he explained, talk to so many 
representatives that remembering 
names is difficult. 

After identifying yourself, he 
added, determine the problem of 
the advertiser as it affects the me- 
dia he uses. “Only this way can 
you build a story that fits the ad- 
vertiser’s need, that helps him to 
make a decision with respect to 
media that will accomplish his 
objectives,” he said 


of handling the 
Mr. Seiler pointed 


points re- 
that could 
8 “Get the other fellow to talk 
Don’t start in selling your publica- 
tion until you find out what the ad- 
vertiser’s problem is and how you 
can help him solve that problem,” 
he told the group. “The advertiser 
is not primarily interested in your 
medium. He is interested in his 
problem. He is interested in build- 
ing sales at a profit. He is inter- 
ested in your medium only to the 
extent that it serves his selfish 
interest.” 


in preparing sup- 
the medium that 
recom- 


interviewed as 


should identify 
publication, 


seems so 


To be published December 15th... 
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XMAS AT THE STORK—Stork Club im- 

presario Sherman Billingsley plays Santa 

Claus for his television sponsor in this 

magazine color ad which will appear next 

month. Fatima presents Mr. Billingsley 

twice weekly on CBS-TV through Cunning 
ham & Walsh 


Mr. Seiler pointed out that after 
the medium is on a list is a poor 
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time to drop the advertisers cold 
“Keep the customer sold by keep- 
ing in touch with him after he has 
become a customer s 
Knocking a competitive medium 
is poor selling, he said. “When you 
knock a competitive medium, you 
show fear of that medium.. .leave 
the competitive angle to those cases 
where you are specifically asked 
to make a comparison of values.” 
Mr. Seiler suggested that repre- 
sentatives talk to everybody who 
has an influence in the final deci- 
sion. “Find out who the decision 
makers are if vou can,” he said, 
“and contact them all. Periodically 
see all executives in an agency who 
have anything to do with client 
relations. Periedically, contact the 
top executives of the advertiser.” 
In making contacts, he added, 
“keep the space buyer fully in- 
formed of all your activities, and 
be sure to place in his hands all 
information that you give to any 
one in the advertiser's organiza- 
tion. Send the media man copies 
of all letters to clients.” 
When talking with media men 


The book that tells you 
WHERE THE MONEY IS! 


OFFICIAL FACTS, NOT ESTIMATES, 


tell you of greatest market changes in our history! 


| 


1950 U.S. Census figures revealingly arranged by J. Walter Thompson... published by McGraw-Hill 


If you need it at all 
it’s INDISPENSABLE! 


Among the many executives who can’t afford to 
be without this book: 


Sales Manager -— To set up sales quotas 


Publication, Radio, TV Executives— To relate coverage 
to markets more accurately 

Advertising Managers —To plan advertising campaigns 

Market Researchers—To measure market size and 
characteristics 

Space Buyers To make a better selection of media 


Media Researchers-- To measure advertising expendi- 
tures against sales or sales potentials 

Manufacturers—-To find out the number, location and 
characteristics of the ultimate consumer 

Department and Chain Stores — To estimate the buying 
power of areas considered for branch stores 

Trade Associations 
marketing job 


To help their members do a better 


Economists — To provide finger-tip marketing and sales 
data 


Management Engineers - To evaluate market possibili- 
ties for both new and old client concerns and 
particularly for new products. 


about markets. 


less than a tool 


This book is made up of solid facts 
at the man who wants to increase sales. They are the facts 
needed by thousands of businessmen and all who are 
responsible for accurate evaluations and correct decisions 


From the raw materials supplied in the thirty-odd volumes 
by the United States Bureaus of the Census, the J. Walter 
Thompson Company has fashioned this single, indispensable 
tool for the use of men and firms who need it. 


directed specifically 


This book, POPULATION AND ITS DISTRIBUTION, is nothing 
an instrument for taking the pulse of 
sales possibilities in the Nation, its States, cities and coun- 
y ties. This is the Seventh Edition 
the only work of its kind. 


a complete revision— 


The methods used in compiling this new 1951 edition— 
by its treatment of tables, maps and population indices— 
now make it possible for those not familiar with original 
sources of statistical data to find the answer to marketing 
problems quickly and confidently. 

Value proved by many users. Business executives, sales mana- 
| gers, advertising heads, manufacturers and distributors in every 
field have been awaiting this announcement with the utmost 
} eagerness. Their copies of the Sixth Edition of this work are 
worn by constant use through the past ten years. 


} 

Up-to-the-minute—completely revised. The figures in popu- 
| LATION AND ITS DISTRIBUTION, Seventh Edition, are complete. 
They come from the official Census of 1950, and reflect the 
greatest shift in population and sales in our history. 


More accurate classification of markets. A new system of 
market classification appears in this edition. This new classifi- 
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and advertisers, don’t be a copy 
counselor, Mr. Seiler said. “Leave 
that to the agency. You may find 
that the portion of the copy you 
criticized was dictated and insisted 
upon by some executive in the ad- 
vertiser’s organization or you may 
find that the copy appeal reflects 
some policy of which you are un- 
aware.” 


® Mr. Seiler urged the group never 
to underestimate the ability of the 
advertiser to increase his budeet 
sufficiently to include the seller's 
publication if it is deserving of a 
place on a schedule. “Instead of 
suggesting that an advertiser re- 
duce a schedule in another worthy 
publication in order to add your 
publication, it is sounder judgment 
to base your solicitation on in- 
creasing the budget in order to 
accommodate vour publication,” he 
said 

Mr. Seiler also suggested these 
“don'ts”: 


“Don't brag about the important! 


people you know and try to ride 
along on their reputation. Stand on 
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your own legs. The advantage of 
a good introduction is only in the 
first five minutes—after that 
you're on your own. 

“Make no promises unless you 
intend to keep them—and do keep 
them 

“Don’t neglect the young men in 
the agency or the advertiser's or- 
ganization—they grow up fast 

“Avoid gossip about other agen- 
cies—about competitors and about 
your own company. Don't be a tip- 
ster. 


@ “Be careful of your conduct 
outside of the business hours—-bad 
conduct anywhere builds a poor 
reputation. 

“Make appointments in advance 
with top executives. Don’t come 
in at the end of the day or at the 
beginning and expect undivided 
attention. 

“When you have finished your 


presentation, get out unless en- 
| couraged to stay 
“Break down the cost of the 


schedule you recommend in your 
publication to the cost of reaching 


each individual who may be a fac- 
tor in the purchase 
“Don't think 
against your 
because they 
certain list.” 


the agency is 
publication simply 
did not put it on a 


Canadian Papers Hike Rates 
The Vancouver Province has 

announced a rate raise from 30¢ 

to 35¢ per agate line and the Her- 


ald, Calgary, Alberta, has raised 
its transient-line rate from li7¢ to 
20¢ and 1,000-line or more rate 


from 16¢ to 18¢. Among weeklies, 
the Optimist, Ladner, B. C., and 
the Review, Revelstoke, B. C., 
have raised their flat-line rates 
from 4¢ to 44e¢, and the Summer- 
land Review, Summerland, B. C., 
has raised its flat-line rate to 4¢ 
The News, Tweed, Ont. has ad- 
vanced its flat-line rate to 3'2¢ 


Maico Co. Names Carlson 
Carroll A. Carlson, formerly ad- 


vertising manager of Minnesota 
Paint Co., Minneapolis, has been 
appointed advertising and sales 


promotion manager of Maico Co., 
Minneapolis, manufacturer of 
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‘Farm Journal's’ 75th Anniversary Issue 
Will Describe Changes in Farm Market 


PHILADELPHIA, Nov. 14—In com- 
memoration of its 75th year, Farm 
Journal in 1952 will present a va- 
riety of memory-stirring articles 
and pictures reviewing the past 
three-quarters of a century, and 
will offer a series of previews of 
what the next 25 years may bring 
to farmers. 

“People were looking forward, 
back in 1877, when Wilmer Atkin- 
son printed the first 25,000 copies 
of Farm Journal at about the same 
time that Rutherford B. Hayes was 
being inaugurated as the 19th 
President,” an article in the forth- 
coming January issue of the maga- 
zine will say. “Marvels were be- 
gZinning to appear, and more were 
expected 

“The first transcontinental rail- 
road was only 10 years old. People 
had become accustomed to the 
telegraph, but the telephone was 
only a yearling. The electric light 
was u vear hence. No one believed 


hearing aids and audiometers 


More than 400 


Data on every city 
in the United States 
over 2500 population! 


cation of markets comprises One or more central cities and the 
surrounding territory dominated by these cities. This desig- 
nation of markets has proved far more accurate and useful than 
the traditional method of simply classifying markets arbitrarily 
by city size. 


Complete marketing facts for states, counties, cities, towns. 
Listed alphabetically for quick reference are complete popula- 
tion figures for all towns over 1,000 population. A large 4-color 
map shows where the markets are by population and retail 
volume. In addition to complete facts on all the markets in the 
U. S., the book contains detailed maps and data for every 
county in every state showing retail establishments and sales 
volume by kinds of business. 


solid pages of FACTS 
for making sales! 


Answers questions like these 


It is impossible to do more than suggest the 
hundreds, perhaps thousands, of questions this 
book answers. 


1. How many people are there in Dallas or in Morrow 
County, Ohio? What do apparel sales amount to in 
each place? 

2. How many occupied dwellings are there in Peoria 
or Pittsburgh? 


3. What do the retail sales in Chicago amount to in 
grocery stores in drugstores restaurants and 
bars general stores clothing furniture 
appliances automotive supplies gasoline 
Service stations in lumber, building, hardware? 
4. What are the eight leading markets in the United 
States? What are the total retail sales in these mar- 
kets? Food sales’? Apparel sales’? Automotive sales? 
Lumber, Hardware acd Drug sales? 

5. How many cities over 2500 population in Cali- 
fornia? How many of them are outside metropolitan 
areas, how many are included” 


6. What are the above average rural counties? 


We have made it as easy as possible for you to see this 
new edition for yourself——to examine it and study it 
at your leisure—before you decide whether or not it 
can help you. 

SEND NO MONEY 
Because POPULATION AND ITS DISTRIBUTION will contain 
only final and official facts and figures, just released, 
earliest possible date of publication will be December 15. 
The limited number of 3000 copies will be printed 
Yy of which are already taken. Therefore, to assure 
getting your copy, we urge you to fill out and mail the 
accompanying coupon below at once. Upon receipt 
of this coupon, we shall reserve a copy and mail it to 
you for free examination as soon as it is available. You 
may then keep it for 5 days. Use it. Test it. Then 
decide if you wish to own it. 


The volume is to be handsomely and durably bound 
in library linen . . . reinforced with extra cloth bands 
at joints to make it wear through the years. The 
usefulness of this tool-for-making-sales is not limited 
to the present! You will use it for the next 10 years! 


If the volume fails in any way to live up to your 
expectations, tell us why: return it and you owe us 
nothing. If—as we believe it will —it fills a need in your 
business, remit $15, and the book — with all its possi- 
bilities for the increase of your sales—is yours to make 
the most of. 


J. WALTER THOMPSON COMPANY, Dept. 211 
420 Lexington Ave., New York 17, N. Y. 


ac acacia tania ataniamlinaeaaaaii, 


| J. WALTER THOMPSON Company, Department 211 | 
420 Lexington Ave., New York 17, N.Y | 
| Gentlemen: Send me the Seventh Edition of POPULATION AND ITS — | 
1 DISTRIBU TION, postpaid, for free examination. | will either | 
| remit SIS payment in full or return the volume, with my 1 
| reasons for returning it, within 5 days | 
| Name — — a 
| Address : 7 | 
City. State z | 
| | 
‘ 


SIGNATURE 


SS 


in automobiles nor in nation-long 
pavements. Bicycles, tractors 
planes, the radio, television, golf 
multitudes of today’s common- 
places, were in the future 


air- 


® “The first Farm Journal printed 
no reports of agricultural science 
Virtually none vet existed. Agri- 
cultural colleges were just being 
planned. The state experiment sta- 
tions, the county agents, all 
tematic agricultural science and 
education were quite as unknown 
as hybrid corn, soybeans and arti- 
ficial insemination 

“The rural population,” the arti- 
cle continues, “was approaching 
30,000,000 when Farm Journal be- 
gan. The nation’s total city popu- 
lation was around 10,000,000 

“Now the farm population is 
less than 24,000,000, the rural non- 
farm (a new classification) is 
more than 30,000,000, and urban 
numbers have multiplied to near}, 
100,000,000.” 

The magazine outlines how 
about the same number of farmers 
now feed ten times as many city 
people, and feed them better than 
was possible 75 vears ago 


SVS- 


® Another feature of the anniver- 
sary issue will be a reproduction 
of the first page of the first issge 
of Farm Journal, which carried 
the following notice under the 
head of Publisher to Reader 

“The Farm Journal offers no terms to 
and no premiums to subscribers 
The price of Farm Journal is 25¢ a yeag, 

There will be 25,000 copies of the fipst 
number printed and mailed to farmers 
and other rural readers within a day's 
ride of Philadelphia. Subscriptions shold 
be mailed direct to the publisher or thipy 
may be handed to postmaster to forwaié. 

The publisher will insert advertige- 
ments of an unobjectionable,character, gt 
#0¢ a line. No lottery sw ndles, cheap 
jewelry announcements, quack medigal 
sdvertisements, nor Wall Street spe@h- 
lator’s cards, can find admittance at aby 
price 

‘The postage of the Farm Journal will 
be paid by the publisher 

‘The publisher does not intend to e- 
cupy much space with puffs of the Fafm 
Journal leaving it for the intelligence of 
the reader to discern merit, if any 

Enough said; send along the 25¢.’ 

Today the price of the magazipe 
is 20¢ a copy, or $1 a year, and fits 
net paid circulation for the fitst 
six months of 1951 as given in the 
Audit Bureau of Circulatiogs 
statement was 2,866,191 


clubs 


‘iia ma 


"It takes a heck 

of a long time for 
the office-routed 
copy of Advertising 
Age to find its way 
to me. I need my 


own subscription." 


PLEASE PRINT 


STREET 
ary 


TONG STATE 


Mail this coupon today with 
$3 to: Advertising Age, Dept 


NI9A, 200 E. Illinois Street, 


Chicago 11, Illinois 
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Credit Men Hit 
Reg. W During 


ference Wednesday morning fur- 
ther relaxation of Regulation W 
to “correct some inequalities which 
presently exist.” 

Mr. Schmus said that many peo- 
ple in the lower income groups 
who are dependent on credit to 


sary nor economically desirable. 


® To support this position, he 
cited the “excellent record of the 
sales credit industry during var- 
ious phases of business cycles be- 
fore World War II, when it was 
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sumer durable goods and a re- 
turn to the normal prewar pat- 
tern of buying these goods on an 
instalment basis. 

He noted that even at the peak, 
which was reached in December, 
1950, total consumer debt, in rela- 


er Credit, Washington. Mr. Chey- 
ney illustrated the part played 
by consumer credit in the cycle 
of production, distribution and 
consumption. 

“When the manufacturer bor- 
rows from banks to commence pro- 


Y Chica o Meetin buy things they need, are priced regulated by no pressure other tion to disposable personal in- duction,” he said, “this process 
a g g out of the market for new cars than the simple but effective one come, was only slightly higher adds to the stream of money in 
: and late model used cars, as well of competition. Regulation W has than at the close of 1941. In 1941, commerce. When the retailer bor- 
Cuicaco, Nov. 15—Government as some other durable goods, by no place in a free enterprise sys- he said, instalment sales and loan rows from his bank to finance 
tampering with the system of the present terms of Regulation W. tem as a permanent part of this credits amounted to only 6.4% of his inventory, he presumably uses 
mass distribution of automobiles If prices increase further, as country.” disposable income, while the all- his borrowings to pay the manu- 
threatens the mainspring of the many expect, an even broader sec- Mr. Schmus said the increase in time peak outstandings, in Decem- facturer, who, in turn, retires his 
American economy and may lead tion of the market would find the outstanding consumer credit since ber, 1950, amounted to 6.6% of original loan. 
to economic collapse and disrup- monthly payments required under 1947, which was viewed with such disposable income. The figure to- “But the extra money put into 
tion of the defense effort, Byron federal credit terms prohibitively alarm by various government day, he said, is lower. the stream of commerce is not 
5S. Coon, president of the Ameri- high, he said. Mr. Schmus declared authorities, is “more apparent retired because the retailer's note 
can Finance Conference, declared that continuation of consumer than real,” pointing out that the # The conference was also ad- has now replaced that of the man- 
here Tuesday at the opening of credit controls as a permanent increase was a natural result of dressed Wednesday by William ufacturer. While it is not always 
a the 18th annual convention of the policy, as advocated by some fed- higher prices, higher personal in- J. Cheyney, executive v.p. of the true,” he continued, “these two 
: instalment financing group eral authorities, is neither neces- comes, greater production of con- National Foundation for Consum- transactions very easily can con- 
Mr. Coon pointed out that one of —— euaitaladitnadaad 
every seven employed persons 
owes his job to the automobile and 
that defense workers depend upon 
the automobile to get them to their 
jobs. One survey, he said, reveals 
that 75% of the defense workers 
on the West Coast need their cars 
; for their jobs 
Mass production and mass fi- 
nancing have put the nation on 8 8 8 
wheels, he said. Without adequate 
financing from the instalment 
credit field, the market for used 
cars could never have developed, 
he held, since “it is the monthly . 
a payment that sells cars, not the 
price of the car.” 
® The AFC convention marks the 
40th anniversary of the instal- 
ment credit system as an important 
factor in the national economy, 
and on this point Mr. Coon re- 


marked 

“Forty vears of instalment sell- 
ing made mass production pos- 
Sible. Forty years of instalment 
Belling have made it possible for 
every person in these United 
States to ride an automobile at 
the same time, if they want to.” 

Despite this, Mr. Coon contend- 
ed, the government has threatened 
the instalment credit system with 
extinction through arbitrary credit 
controls Government _ interfer- 
@nces in 1951 presented a problem 
which threatened the opportunity 


3 ca ' , 
ee 


mS for all farnilies to own cars, with 
— the resultant breakdown in the 
& Whole mass distribution system, | 
: J be concluded | 
x " 
al ® Elmer E. Schmus, v. p. and cash- 


( fer of the First National Bank of | 
Chicago, recommended to the con- 


We Take Care of the 
worst Production 


BUGABOO 


“ARCHITECT & ENGINEER CIRCULATION 
SILK SCREEN > Re a 
24-SHEET POSTERS 


1951 is Architectural Record’s biggest vear yet —in both More architects and engineers subscribe to Architectural 


: saiaiinanoas advertising pages and architect and engineer circulation. Record than to any other technical magazine. 
; * In the first nine months of this year Architectural Record achieved The reasons? 
; a Ce the largest advertising page volume ever carried by any archi- : ; 
: Creative Art Faciliti 9 tectural magazine . . . accounted for 40% of the total advertising Architectural Record is the one national magazine edited 
f as volume of all national architectural magazines...had 20% specifically for the architects and engineers who control 85% 


On-Time Delivery more advertisers than the second magazine, 69% more than 


the third... and 25% of all advertisers in all national architec- 
tural magazines advertised exclusively in Architectural Record. 


of today’s —s dollars . . . the one magazine whose edi- 
torial content is designed throughout for maximum useful- 
ness to these architects and engineers in terms of the work 
on their boards as revealed by Dodge Reports. 


’ In Our Twentieth Year 
: * 


For complete information, coll or write today 


= SNIDERS’ 


a 2636 St. Louls Street New Orleans 19, Louisiane 
Representatives in many large cities 


. Behind this advertising leadership is the consistent growth 


of Architectural Record’s architect and engineer circulation. As a result. architects and engineers have voted Architectural 


7 SEVERAL CHOICE TERRITORIES OPEN 
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stitute one source of inflation. 


8 “Until Mr. and Mrs, Consumer 
purchase the manufactured prod- 
ucts, there is no chance for the 
outstanding loans to be repaid. 
Hence, the money put into circu- 
lation through this borrowing will 
run rampant in the economy with 
its full inflationary pressure un- 
til Mrs. Housewife takes the 
money from her husband’s month- 
ly or weekly income and starts 
the repayment process by buying 
the manufactured products that 
otherwise would rust in the ware- 
house.” 

Mr. Cheyney charged that those 
who urge that consumer credit 
must be regulated to protect the 
consumers against their own 
inclinations to spend the family 
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budget unwisely are overlooking 
the obvious lessons of our eco- 
nomic history. 

Referring to the depression of 
the 1930s, he pointed out that 
“most of the housewives paid up 
in full on their instalment ac- 
counts and 99 out of 100 of them 
would deny that they made any 
economic mistake in the process. 


@ “In the greatest depression of 
all time,” he continued, “the 
American consumer proved to be 
the finest of all financial risks— 
which may explain why 15,000 
commercial banks suddenly de- 
cided to go into the consumer 
lending business. 

“The man who says ‘control 
credit to halt inflation,’ but does 


|not differentiate between consum- 


er credit and other types, simply 
proves the narrowness and shal- 
lowness of his economic analysis.” 


® The third Wednesday speaker, 
E. C. Dock, general sales manager 
of the Dodge Division, continued 
the general theme expounded by 
the previous speakers, asserting 
that the highest possible produc- 
tion of automobiles is absolutely 
essential to the nation’s mobility 
and economy. 

“Any time the number of new 
vehicles built approaches the 
number going out of use, the re- 
sults can be serious and far-reach- 
ing to the strength of our coun- 
try,” he said. 

Mr. Dock explained that 55% 
of the cars in use in 1950 were 
prewar models and 45% of all 


cars on the road had been driven 
more than 40,000 miles. Because 
of the halt in production of auto- 
mobiles during the war, he as- 
serted, the rate at which cars are 
being scrapped has been greatly 
accelerated in the last few years. 

“Strong and active automobile 
dealers, assisted by alert and 
equally active finance organiza- 
tions, are needed for the days 
ahead,” he concluded. And he 
warned dealers to look for new 
avenues of income in the service 
business and the sales of parts 
and accessories. 


Radio Station Bows 

WFMC, Goldsboro, N. C., 1,000- 
watt, 730-kilocycle affiliate of 
World Broadcasting System, be- 
gan operations Nov. 10. 


the steady 5-year trend 
to Architectural Record 


Record their preferred magazine in more than thirty 
reader preference studies sponsored by advertisers and 


their agencies. 


Architectural Record, with its exclusive access to Dodge 


Reports is the one magazine that scientifically demon- 
strates the value of its circulation to advertisers in terms 
of building planning and specifying activity—regionally, 
nationally, and by types of buildings. 


And here’s a final fact of utmost importance to advertisers: 
Architectural Record delivers the largest audience of archi- 
tects and engineers at the lowest cost per page per thousand. 


Architectural Record jam 


FW. Dodge 
Corperetion 


119 West 40e &. 


Mow Yorn 16. 
ay. 


for sixty years 
the workbook 
of the active 
architect and 
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Albert Frank Runs 
Financial Ad Column 


Cuicaco, Nov. 14—Albert Frank- 
Guenther Law here is running a 
series of four insertions in the 
Chicago Tribune labeled “The In- 
vestors Corner" and describing the 
services of six investment houses 
in the city. 

The ad also carries a coupon en- 
titling the sender to free informa- 
tion booklets on any of the com- 
panies. So far, according to a 
spokesman for the agency, it’s been 
literally swamped with requests, 
too many, in fact, and as a con- 
sequence the ads may be discon- 
tinued, he said 

Similar insertions by the agency 
have appeared in the Philadelphia 
Bulletin and the New York Her- 
ald Tribune. 


National TV Set Sales Up 
Television set sales increased 
sharply during September and 
boosted total set installations to 
14,003,500 throughout the nation 
by Oct. 1, according to National 
Broadcasting Co., New York. The 
seven leading markets are: New 
York, 2,550,000 sets; Los Angeles, 
1,025,000; Chicago, 995,000; Phila- 


delphia, 903,000; Boston, 787,000; 
Detroit, 542,000, and Cleveland, 
511,000 


‘Industrias Lacteas’ to Bow 
Industrias Lacteas, a new bi- 
monthly published by Tunnell 
Publications, Houston, is sched- 
uled to appear Feb. 10. The Spant- 


ish-language publication, with a 
guaranteed minimum circulation 
of 4,000 covering Cuba, Puerto 


Rico, all the West Indies, Mexieo, 


Central and South America atid 
the Philippines, is directed to 
dairy industries and associations. 


One-time full-page rate is $200; 
six-time rate, $180. 


Strobel Named Sales Rep 
Reaves Strobel, formerly sal@s 
manager for Youngstown Miller 
Co., Belleville, N. J.. manufacturer 
of oil reclaiming equipment, has 


been appointed eastern sales rep- 
| resentative for Cappel, MacDonald 
|& Co. Dayton, merchandise 
| centive concern 

| 


| Deoler-Readers have 65% of the buy- 
ing power of this 3% billion market. 


f 2.| Ads have average life of 120 doys. 
4.7 readers per copy. 


Sells the Dealers and the Dealers’ Cus- 
tomers. 


BER Big king-sized poge gives dominance 
to your soles message. 


The big beovtiful mogazine with the 
4-color cover. 


Olaest national magazine serving the 
better Home Furnishings stores in 
America. 


FURNITUREAGE 


4753 NORTH BROADWAY 
* CHICAGO 40, ILLINOIS 
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The 


disclose 


Decca to Buy into Film Co. Pictures Co 

Decca Records Inc., New York, 
has completed arrangements to ac- 
quire 271,900 shares of Universal 


record company 
would not any details of 
the arrangements or what the two 
organizations plan 


LOWEST COST PER M! 
TRUE CONFESSIONS cost less per 
estaba aieaaainersil ota 


lation over a million. 


rue — 


At the 

newsstands 
America’s 

& second largest 


‘onfessions 


selling 

woman's NEW YORK + CHICAGO + DETROIT * 
& magazine LOS ANGELES « SAN FRANCISCO” 
Lasseee 


WHO SAID MORNING sas 
RADIO LISTENING 


IS “OFF”? 


@) 
@) 


G 


aN 


Lt 


he 1951 


average quarter-bour increase of 22.2%! 


This remarkable, almost exact comparison is possible 
because the 1951 Survey asked the same questions about 
listening habits at these hours, and at approximately the 


same week of the year as in 1949, 


For the twelve-hour period 8 a.m. to 6 p.m. the 
Sury ey found an av erage increase in adult t listening 
of 14.4 4% 1 


Yet all increases must also be weighed 


against the fact that | lowa now has more families. 


more homes, _more car radios, and more  multiple- 


set homes than i in 1949! 


It all adds up to an even 


greater amount of listening, 3) making © your lowa 


dollar a better value than ever. 


With its 50,000-watt, 


lowa Radio Audience Survey% reveals 

increased listening for every quarter hour, 5 a.m. to 
12 noon, 1951 over 1949! The increases range from 4.1% 
(10:45 to IL am.) to 73.9% (6:45 to 7 a.m.), with an 


Clear Channel voice, WHO of 
course continues to be your best radio buy in lowa. You 
can prove this to your own satisfaction by spending a few 


Advertising 


Richards Associates Has Absorbing Data 
onan Unusual Ad Medium: N. Y. Taxi Cabs no-could-do. The department is 


New York, Nov. 13--Know how 
many fares a New York taxi cab 
picks up each month”? The average 
is 3,000. That's 36,000 a year. Now 
suppose you'd like to advertise to 
cab passengers and you place your 
ad in 500 cabs: total yearly circu- 
lation would be 18,000,000. And all 
those people ride an average of 
13 minutes each 

That's part of the pitch made by 
Jerome Richards Associates, an 
agency dealing exclusively in taxi 
cab advertising. The Richards peo- 
ple have been in this field for 
about a year now and have sold 
such advertisers as the Wall Street 
Journal, Seaboard railroad, Silver 
Springs, Fla., Greyhound bus, Tof- 
fenetti restaurant, the Latin Quar- 
ter cabaret, and Hollander furs 

Cab ads appear on the partition 
separating the driver and passen- 
gers. Only two appear in a cab, on 
the left and right sides of the parti- 


5'2" deep and appear on six-ply 
poster stock. 
@® The charge is $1.75 per ad, per 
month, per cab—with the adver- 
tiser contracting for a minimum of 
50 cabs for three months. An ad- 
vertiser can get both sides of the 
cab for $3. No competitive ads ap- 
pear in the same cab 

Taxi advertising is subject to 
several restrictions, set up by the 
Department of Licenses, New York. 
Space is not available to a liquor 
wholesaler who would plug a re- 
tailer, nor can attached cards, 
reply cards or pull-outs be used. 

The latter prohibition made the 
Wall Street Journal temporarily a 
non-cab advertiser. The Journal 
bought cab space some time ago 
and attached a sheaf of prepaid 
return postcards. The idea was to 
get 90-day trial subscriptions at 
$6 each. The paper had an ad con- 


tion. The ads are 14” wide and tract for six months, but had to 
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_ Des Moines . . . 50,000 Watts 


President 
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FREE & 


fadio 


Wichita 
is based 


minutes with the 1951 lowa Radio Audience Survey. 


Write for your complimentary copy today! 


*The 1951 Towa Rad 
vey is the fourteenth anr 
listening 
was conducted by Dr. F. | 


PETERS, INC. 


National Representatives 


o Audience Sur 
sal study of 
lowa. It 
Whan ot 
University and his staft. It 
on personal interviews during 


habits in 


March and April, 1951, with 9,180lowa 
families——all scientifically selected from 
lowa'’s cities, towns villages and 
farms, to present a true and accurate 
picture of the radio audience in Tow 


Age, November 19, 1951 
when the 


Said it 


stop at the end of three 
Department of Licenses 
afraid such devices might even- 
tually lead to vending machines in 
cabs or make solicitors out of cab 
drivers. 


Blees Points Out 
Growing Importance 
of Night Shopping 


CINCINNATI, Nov. 13—The_ in- 
creasing importance of night shop- 
ping and its effect on conventional 
sales patterns was stressed here 
last week by William A. Blees, v. p 
and general sales manager of the 
Crosley division 

Speaking at an advanced man- 
agement class at the University of 
Cincinnati's college of business ad- 
ministration, Mr. Blees pointed out 
that with 4,000,000 in the armed 
forces and with the government 
committed to a huge defense pro- 
gram, increasingly heavy employ- 
ment of women means they will 
have less time for other things, 
such as shopping, six months from 
now 

“I predict,” he said, “that peo- 
ple will want to buy at night, and 
they will want to buy in convenient 
locations near their homes. ..We 
in sales activities must conform to 
the convenience of our customers.” 

Mr. Blees asserted that he is 
urging Crosley’s sales organization 
to recognize these changes and 
develop new methods to meet 
them 

Time-saving household appli- 
ances and articles, he added, will 
be in even greater demand as the 
consumer has less and less time to 
spare 


Libby Starts Winter Drive 

Louis L. Libby Food Products 
Inc., Long Island City, will spear- 
head its annual winter promotion, 
“Best Buy Days,” with a center- 
spread in the Feb. 12 Look. Be- 
ginning Nov. 19, Libby will start 
four months of advertising for its 
sauerkraut brand with an inten- 
sive campaign in 21 newspapers 
in seven markets. The company 
will support its first cooperative 
ad—Libby-Pillsbury two-layer up- 
side down cake—in Life, Dec. 10, 
with a special kit which includes 
an ad reprint, price poster and two 
tuck-ins. Special tie-in mats are 
available also. Paris & Peart, New 
York, is the agency 


Dobeckmun Splits Account 

Dobeckmun Co., Cleveland, 
manufacturer of bags and printed 
rolls and sheets of cellophane, has 
split its account between two 
agencies. Anderson & Cairns, New 
York, has been appointed to handle 
product advertising and Irving 
Serwer Advertising, New York, 
has been appointed to direct in- 
stitutional advertising. Previously. 
Fuller & Smith & Ross, Cleveland, 
had the entire account. 


Mail Ad Assn. Prepares Book 

The Mail Advertising Service 
Assn. International, Detroit, has 
announced plans to compile a book 
containing specifications and de- 
scriptions of equipment, products 
and services of use in producing 
direct mail advertising. The asso- 
ciation also is planning a contest 
among its members on production 
ideas to reduce costs 


+ 


Clippings from the business press, 
farm Publications and consumer 
magazines can supply valuable infor- 
mation in the operation of business. 
Used by business organizations and 
their advertising agencies for collect- 
ing editorial publicity, for maintain- 
ing competitive advertising files, for 
making research and market studies 
and for developing sales prospects. 
Booklet No. 50 Clippings Aid Business 
Booklet No. 60 Magazines Read by Bacon's 


BACON’S CLIPPING BUREAU 


343 So. Dearborn St. Chicago 4 
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Canadian Direct Mail Winners Announced 


TORONTO, Nov 13 
designers and producers of Ca- 
nadian direct mail advertising 
material adjudged the’ best turned 
out in Canada during the past 
year have been honored with 
award certificates in the eighth 
annual 25 Canadian Direct Mail 
Leaders contest. The results were 
announced at the Advertising and 
NEW JERSEY 
A Trading Zone Population of 
104.474 Reached Thru The 
ELIZABETH DAILY JOURNAL 
i. Metropolitan high spot of Neu 
Jersey. 
2. Union County market index 119. 
Net buying income $692,788 000, 
Retail sales $417,354,000. 
ASK FOR ADDITIOWAL MARKET FACTS 
Nationally Kepresented by 


Sponsors, 


, 

° 
, 
‘ 


WARD-GRIFFITH CO. 
The Ward-Griffith Co. maintains offices 


in all principal ody centers 
— GET OUR CITY ZONE FOLDER — 


| Press; F. H 


Sales Club of Toronto luncheon 
here today 

Eligibility was confined to di- 
rect mail material, English o1 
French, for advertisers having 
their principal place of business 
in Canada, and which was cre- 
ated, designed and produced in 
Canada exclusively of Canadian 


materials between Sept. 1, 1950 
and Aug. 31, 1951. 

The competition was divided 
into five groups with five winners 
without rank. Idea, layout, copy, 
physical quality and effectiveness 
were the considerations on which 
they were judged. Winners in each 
group (sponsor and producer) are 
as follows: 

Direct Mall Pieces: 
Mor Gazette Printing Co.; 
dian Industries, Cambridge 
& Mann Press, Rous & 
Shirriff's Ltd., Ashton Potter 
of Canada, Southam 

Direct Mail Campaigns 
na & Woodward 
Telephone Co. of Canada 
Deacon & 


Goody ear 


Bank of 
Cana- 
Press; Rous 
Mann Press 
Trade Co 
Toronto 

Averst, McKen- 
Press; Bell 
Cambridge 
Co., Moncur- 
Tire & Rub 


Single 
treal, 


Press 


Harrison 


Roberts-White 


ber 


Co. of Canada, Copp Clark Co.; 
J. and J. Sutherland, Commercial Print- 
Craft 

Catalogs: Barrett Co Herald 
Ronson Art Metal Works (Canada) 
Might Directories; Cockshutt Plow Co., 
Maclean-Hunter Publishing Co.; Steel Co 
of Canada, Gazette Printing Co.; Wal- 
laceburg Brass Ltd. Saturday Night 
Press 


Press; 


@ internal & External Periodical 
Organs: Aluminum Co of 
L'Imprimerie du Saguenay; Brewer's 
Warehousing Co., Davis Printing Co.; 
Canadian Bank of Commerce, Saturday 
Night Press; Hudson's Bay Co., Saults & 
Pollard; Massey-Harris Co., Massey-Har- 
rs Co 

Calendars: Canada Malting Co., Samp- 
son-Matthews; Johnson Motors, Asso- 
ciated Advertising; Office Specialty Mfg 
Co., Stanley Mfg. Co.; James Richardson 
& Sons, Rolph-Clark-Stone; Rolph-Clark 
Stone, Rolph-Clark-Stone 


House 
Canada, 


Adclub Sets Yule Party 

The Chicago Federated Adver- 
tising Club has set its annual 
Christmas party for noon, Dec. 6, 
in the Conrad Hilton Hotel. Pro- 
ceeds from the annual party go 
to the Off-the-Street Club, an or- 
ganization devoted to giving 
underprivileged children training 


Advertising Age, November 19, 1951 


in music, dancing, hand crafts and 
sports and which maintains a 
summer camp in Wheaton, IIL. 
for the youngsters. 


Plans to Introduce Product 


Dennison Mfg. Co., Framing- 
ham, Mass., is currently develop- 
ing advertising and marketing 
plans for Sterilwrap, a two-way 
stretch, cloth-like crepe paper for 
use in place of muslin for wrap- 
ping surgical dressings and medi- 
cal instruments. 


‘L. A. Times’ Raises Price 


The Los Angeles Times has 
raised the price of its Sunday edi- 
tion from 15¢ to 20¢. Price of the 
morning newspaper's daily edition 
was raised from 7¢ to 10¢ Oct. 1. 
The paper cited higher newsprint 
costs as the reason for the increase. 


Cro-Plate Names Burman 

Alan R. Burman, formerly an 
account executive with J. Walter 
Thompson Co., New York, has 


been appointed to the board of | 


directors and elected a v.p. of Cro- 
Plate Co., Hartford. 


How do you Know 


whether your advertising 


is “Working”? 


» 
Copyright 106) 
Reddbus Magecine 


furniture, appliances, clothes. automobiles . . . 


the country 


Maaitoraer advertisers do have positive results to guide them. They 
know the appeals that have proved successful . . . they know the media 
that pay off—in sales results! 

As one large 4A agency has emphasized for twenty years — the 
method of buying is only a detail. Whether a product is sold in a store 
or through the mail — it’s the same aroused buying interest at work. 
Ability to buy combined with buying interest always means business! 

That’s why this tremendous record demands the attention of every 
marketer irrespective of his method of distribution: 


There is a 17 page mail-order section in November Red- 
book. “Tops In The Shops” has 4902 lines of advertising — 
MORE THAN 300% OVER NOVEMBER 1950! 

In every issue, MORE THAN HALF OF THE ADVER- 
TISERS ARE REPEATS . . . some months as high as 80%)! 
4nd remember, mail-order men demand immediate results. 


REDBOOK is aimed directly at the biggest group of “hungry” buyers in 
Young Adults. These 18 to 35’ers— marrying, raising 
families, building homes—are forming lasting brand-preferences for 
the thousands of things they need and must have: foods, beverages, 


When you want to be sure your ads will work, do as the mail-order 


advertisers do—aim directly at proven buyers in the only multi-million- 


reader magazine devoted to Young Adults—REDBOOK! 


THE VITAL YEARS 
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THE VITAL MARKET 


NICCOLO LO FRANCO 


Cuicaco, Nov. 13—Niccolo Lo 
Franco, 61, editor and publisher of 
the Italian language newspaper 
D'Italia here, died of a heart at- 
tack Sunday after speaking at a 
banquet. Mr. Lo Franco had been 
editor of D’Italia for 30 years and 
its owner 20 years. 


FRANELIN E. BANCROFT 
Boston, Nov. 13—Franklin E. 
Bancroft, 68, advertising manager 
of Boston Business, monthly pub- 
lication of the Boston Chamber of 
Commerce, died here Nov. 9. A 
resident of Newton, Mass., Mr. 
Bancroft had been with Boston 
Business since its founding in 1929. 


CLARENCE E. MUSSELMAN 

ALLENTOWN, Pa., Nov. 12—Clar- 
ence E. Musselman, head of Para- 
mount Business Service and for- 
merly treasurer of the Mail Ad- 
vertising Service Assn., died here 
Nov. 7 after a brief illness. 

Mr. Musselman was the donor of 
the Paramount Cup, awarded an- 
nually to the lettershop producing 
the best mimeoscope artwork, and 
he was one of the two men ever 
honored by the association for out- 
standing service to the industry. 


GEORGE P. CORNWALL 
PORTLAND, ORE., Nov. 13—George 
P. Cornwall, 58, editor of Timber- 
man and widely known represen- 
tative of northwest lumber indus- 
tries, died following a heart at- 
tack Nov. 7 at Victoria, B. C. He 
was boarding a ferry to return 
home from the Pacific Logging 
Congress when he was stricken. 
After 25 years as managing edi- 
tor of Timberman, he became edi- 
tor after the death in 1950 of his 
father, George M. Cornwall, 
founder of the publication. 


MRS. A. E. HARRIS 
MILWAUKEE, Nov. 14—Mrs. A. 
E. Harris, wife of the secretary of 
Gugler Lithographic Co. here, was 
one of the passengers killed in the 
wreck of two Union Pacific trains 
near Evanston, Wyo., Monday 
night. Mr. Harris is in an Evanston, 
Wyo., hospital, severely injured. 


J. FRANK RIDENOUR 

HAGERSTOWN, Mb., Nov. 15—J. 
Frank Ridenour, 77, v.p. of the 
Herald-Mail Co., and president 
of Hagerstown Bookbinding & 
Printing Co., died here yesterday. 

He joined the staff of the old 
Evening Globe here in 1901, and 
moved to the Morning Herald in 
1905. 


LEWIS B. BREED 

Hartrorp, Nov. 14—Lewis B. 
Breed, 76, of Longmeadow, Mass., 
assistant treasurer and a founder 
of WSPR, Springfield, Mass., died 
Nov. 10. 


TV Film Studio Starts Series 

Odyssey Pictures, Hollywood, 
recently formed by Douglas Fair- 
banks Jr. and Sol Lesser, has be- 
gun production on 26 half-hour 
TV films based on “Terry and the 
Pirates.” 


Gregory & House Moves 


Gregory & House, Cleveland 
agency, has moved to 2157 Euclid 
Ave. 


HAVERHILL 


MASSACHUSETTS 
A Key City Of 60,696 City Zone 
Population Reached By The 
HAVERHILL GAZETTE 
. World shoe making center. 
2. Western Electric Co. manufac- 
turing center. 
3. Effective merchandise help. 

4. Business is good in Haverhill. 
REQUEST MORE FACTS—ADVERTISE IN HAVERHILL 
Nationally Represented by 
WARD-GRIFFITH CO. 
The Ward-Griffith Co. maintains offices 
in all principal ' centers 
GET OUR CITY ZONE FOLDER 
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There’s a Great Day Coming... 


CFAC’s Annual 
“Off-the-Street Club” 


Christmas 


Party 


THE TIME + NOON THURSDAY, DECEMBER 6 
THE PLACE > GRAND BALLROOM, CONRAD HILTON 


Twelve hundred people are going to have a 

terrific time at this year’s Christmas Party. 
There'll be a lot of big time talent. Irv Kupcimet 
again will be our genial Master of Ceremonies. 
Remember the calibre of last year’s entertainers 
... Dave Garroway and his crew; Don McNeil & 
Company; Duke Ellington and Sarah Vaughn; 
Eileen Barton and the Three Stooges ...to name 
a few! This year’s galaxy of headliners will shine 
even brighter! There'll be scores of gifts—valu- 
able gifts, topped by a $500 Marshall Field & 
Company Merchandise Certificate! There'll be 


delicious food, expertly served and piping hot, 


If you haven't 
made your reservation 


(formerly the Stevens) 


There'll be a thousand youngsters out at the ovv- 
THE-STREET CLUB—happrer and healthier through- 
out next year because you and you and you are com- 
ing to the Christmas Party! There'll be more and 
better club facilities—more food and clothing where 
they're really needed—more of the things that build 
clean, honest, alert citizens for the years ahead! 

Twelve hundred people are going to have a ter- 
rific time at this year’s Christmas Party. And 
they’re going to have a priceless, warm feeling 
in their hearts as they leave. 

Can you think of any better way to start this 


year’s holiday season? 


CHICAGO FEDERATED ADVERTISING CLUB 


e 
e 
e 
e 
. 
> 139 North Clark Street, Chicago 2, lilinois 
° 

e 


for the party at $10 each. (10 seats per table.) 


Enclosed is my check for $s Please sendd me —— 


NAME —E 
’ . 
send the coupon right now 
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PIRQSRAS MIMS MSRIMSOMSMIMSMS : - 

s§ ° Oe ZONE STATE__ 
. 
THIS SPACE SPONSORED BY COLLINS, MILLER & HUTCHINGS, INC. PITTTITITITITITITITITTTTTTTiiTiTiirriiirirriiirrr rie 


em com a cee ee ee ee OO —— ae ~-  ee yinie 3 
re eee fo oe aye Rar a , s iy wa 0 ae ; eer ‘ye an al a va Bier: + ea ae ve o 
Ao us : } . ; F ‘s qo 
ie oy J t : P . RS 
f ’ > ; 
G 
} > 
Pie 
i 
age 
, iat? 
a . 4 
ye 
| E 
ex ee 
ee 
t] ae 
‘ aie 
ae 
alte 
ee 
j a: 
’ Be 
f ie, 
es 
d ys - 
Tae: 
| ee 
ae . 
ES 
~~ 
Pine’ 
23 xs 
* ms". 
’ mi 
' : ‘“ ay 
— 
9 oe 
: ; a 
: 
‘ oe 
. .. 
. i re 
‘ : * 
; ae 
; } 6. 
ars 
3 : mks 
\ : al ; 
| ———_—_— ; lye 
eh 
ae 
i : ae 
, * 
: ia: ~. : 
| a. 
= a 
ae 
i 4 
‘ x aS 
: { eee 
Ae - 
f Be oe 
: j | a 
a & 
S ~ eee 
A by 
: ' the was 
- ~ 
5 e Mig se 
a as 
4 ae 
a ee 
= ay 
y i eae 
he} Lae 
me ~ i 
7 \ eeeeeeeeeeseeeeeeeeees > iar 
. aa 
—P. =e : 
: Bese 8 
. ie 
ee 
i ee HK EIS Sat 
| a 
Co tiie 
te 
ros 
‘Ra 
= ~ * 
f P 4 p RS 
; ee 
sm 
oy? 
ape 
3 a i Rise 
ox 
aie 
: aa 
oe 
‘eet 
ia . 
Ee — — —— ce 


By : 


* 


sn Sn 


68 


Firm Ofters Day-Glo Paper 

Kleen-Stik Products Inc., Chi- 
cago, manufacturer of moisture- 
less, self-sticking adhesives for ad- 
vertising and labeling, has an- 
nounced the marketing of Day-Glo 
paper stock with Kleen-Stik all- 
over gummed backing in five col- 
ors and available in sheets or rolls 
Printers, lithographers and _ silk 
screeners may get the new stock 
through paper merchants who are 
authorized to issue the licenses for 
its use in advertising displays 


In CANADA 


THE STAR WEFKLY 
reaches more Canadians 
than any other publication 


It Can Help Your Company 
Increase Sales in Canada 


WARD-GRIFFITH CO. 
The Ward-Griffith Co. maintains offices 
‘in all principal advertising centers 
~ GET OUR CITY ZONE FOLDER — 
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‘Popular Mechanics’ Plans 500-Page Issue 
in January to Mark 50th Anniversary 


Cuicaco, Nov. 15—Popular Me- 
chanics will publish its biggest 
issue with a record volume of ad- 
vertising in January to mark the 
magazine's 50th anniversary 

According to Clover Perkins, 
advertising manager, the anni- 
versary book is expected to run 
more than 500 pages, almost 300 
of which will be advertising. It 
will include a number of adver- 
tisers whose copy appeared in the 
magazine's first year, among them 
the Crane Co., L. S. Starrett Co., 
International Correspondence 
Schools and the Theo Audel Co 


With “The American Way of 
Doing Things” as its theme, the 
issue will review mechanical and 


scientific development during the 
past 50 years and announce Popu- 
lar Mechanics’ “Hall of Fame” 

men and women who have made 
the greatest contributions in the 
fields of mechanics and _ science 


during the last half-century. This 
editorial keynote will be carried 
over into the advertising pages. 


8 The circulation of the anniver- 
sary issue is expected to reach an 
alltime high of 1,500,000. Reader- 


ship will go to a»proximately 
9,000,000, Mr. Perkins estimates. 
The normal circulation of the 


magazine is a little over 1,000,000 
(for the first six months of 1951 it 
was 1,171,000). There will be no 
increase in either the cover price 
or advertising rates for the speciai 
issue, Mr. Perkins said. 
Contributors to the editorial 
section of the book will include 
Dr. Karl T. Compton, president of 
the Massachusetts Institute of 
Technology, who will review the 
past half-century in science and 
submit a forecast for the future; 
Capt. E. V. Rickenbacker, who will 
trace man’s conquest of the air in 


TABLE TALK—Agency executives and advertisers were guests of the Chicago 
chapter of the American Assn. of Newspaper Representatives ot a luncheon on Nov. 6 


when the AANR slide film presentation 


‘Whither TV?” 


was shown. Left to right 


H. T. Harris, v. p., Hamilton Advertising Agency; H. J. Beeby, advertising manager, 
Commonwealth Edison Co.; and G. D. Bogart, v. p., J. R. Pershall Co 


an article “From Kitty Hawk to 
Jets”; Charles F. Kettering, who 
will write of the development of 
the automobile in “Then Came a 
Horseless Carriage,” and Dr. Lee 


“Have you considered using Kimberly - Clark coated papers ?” 


Fully-coated Kimberly-Clark Printing Papers will add crisp 
freshness and sparkling new eve-appeal to your reports, adver 


tising pieces, brochures and house organ — often at remarkable 


savings in cost. Today — ask vour buyer or printer to see new 


Hifect” Enamel. ‘Trufect’ , 


Lithofect® Offset 


Enamel! and 


Multifect*— and compare them with the paper he ts now using 
I I 


KIMBERLY- CLARK CORPORATION, NEENAH, WISCONSIN 


de Forest, “father” of radio, who 
will write “Dawn of the Electronic 
Age and a Look into the Future.” 
A prophetic article on atomic 
energy written by Winston Chur- 
chill in 1932 will be condensed and 
reprinted 

in the issue, Popular Mechanics 
will announce the winners of 
$5,000 in prizes for the best photo- 


graphic interpretations of “The 
Spirit of America.” 

@ The magazine was first pub- 
lished in 1902 by Henry Haven 


Windsor, and carried a picture of 
the interior of a British submarine 
on the cover 

In the past, contributors have 
included such men as Guglielmo 
Marconi, Thomas A. Edison, Alex- 
ander Graham Bell, Theodore 
Roosevelt, Admiral George Dewey, 
Glenn H. Curtiss, M. Pierre Curie, 
Roy Chapman Andrews and others 
of like achievements 

Two members of the advertis- 
ing department, Clyde Blair and 
Charles Minor, who came to work 
for the magazine in 1907, are still 
active in the business 


Wisconsin Chapter Formed 

A Wisconsin chapter of the Pub- 
lic Relations Society of America 
has been granted a charter. Mem- 
bers of the board of directors are 
Allen H. Center, public relations 
director, Parker Pen Co., Janes- 
ville; Richard S. Falk, assistant to 
the president, Falk Corp., Mil- 
waukee; Milton H. Frank, execu- 
tive v.p., Wisconsin Power & Light 
Co., Madison; Francis F. Gregory, 
merchandising coordinator, A. O 
Smith Corp., Milwaukee; Kenneth 
W. Hangensen, director of public 
relations, Allis-Chalmers Mfg. Co., 
Milwaukee, and Mrs. John H 
Murphy, director of public rela- 
tions, Milwaukee School of Engi- 
neering 


Sales Co. Appoints Glynn 


AM Radio Sales Co., New York 
and Chicago, recently formed na- 


tional sales company of WIND, 
Chicago; WMCA, New York; 
WLOL, Minneapolis, and KIOA, 


Des Moines, has appointed Jerry 
Glynn, formerly v.p. and Chicago 
manager of Walker Representation 
Co., head of the Chicago office 


Board Appoints Betteridge 

The Plastering Industry Joint 
Conference Board of the Detroit 
area has appointed Betteridge & 
Co., Detroit, to handle advertising 
and public relations 


LYNCHBURG 


VIRGINIA 
An Industrial Center, A Virginia Key 
City Reached Through 
THE LYNCHBURG NEWS & ADVANCE 
1. Effective buying income 
$61,459,000. 


2. Quality of market index 109 
3. City zone population 50,339. 
i. Lynchburg cannot be sold from 


the outside. 
ADVERTISE IN LYNCHBURG—-GET OUR MARKET FOLDER 


X\ ’ tad he 


WARD-GRIFFITH CO. 
The Woard-Griffith Co. maintains offices 
in all principal 1 _ centers 
GET OUR CITY ZONE FOLDER 
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Confederate Money 
Is ‘Good’ Again in 
Asheville Promotion 


ASHEVILLE, N. C., Nov. 13—Con- 
federate money is good again 

At least it was from Nov. 6 to 
Nov. 9 here during the national 
convention of the United Daugh- 
ters of the Confederacy. 

Many of the local stores ran ads 
in the Asheville Citizen and Ashe- 
ville Times saying they would ac- 
cept Confederate money at its face 
value for various merchandise ad- 
vertised 

“Throughout the Asheville Citi- 
zen this morning and the Ashe- 
ville Times this afternoon,” a no- 
tice in the former paper said, 
“there are advertisements of local 
merchants, including facsimiles of 
Confederate paper money 

“These facsimiles will also be 
accepted at face value 


® “The Asheville Merchants Assn 
decided to accept paper money of 
the Confederate States of America 
toward the purchase of articles of 
merchandise as a feature honoring 
the United Daughters of the Con- 
federacy delegates and members. 

“The special sales event,” the 
paper said, “is not limited to the 
membership of the UDC, however 
Anyone may use the facsimiles or 
real Confederate money in pur- 
chasing articles. 

“Some merchants are offering 
special merchandise, or certain 
categories of merchandise, for the 
‘Confederate sale’. Others will ac- 
cept the bills on merchandise of a 
certain price 


8 “Articles,” the paper noted, “are 
not being offered for Confederate 
money alone, but the facsimiles or 
the real ‘Old South’ currency will 
be used as part of the purchase 
price.” ‘ 

Approximately 19,000 lines o’ 
extra advertising were carried by 
the two papers. The newspapers 
secured a collection of Confederate 
currency from a local collector and 
photostated the bills for use in the 
ads 


Fort Industry Buys KEYL-TV 

Fort Industry Co., Birmingham, 
Mich., has bought KEYL-TV, San 
Antonio, from San Antonio Tele- 
vision Co. The San Antonio Tele- 
vision Co. name will be retained. 
With the purchase of KEYL-TV, 
Fort Industry owns four television 
stations in addition to seven radio 
stations 


Hunter Joins TV Production 


Vic Hunter, former talent di- 
rector with the Hollywood office of 
Foote, Cone & Belding, has joined 
with D. Ross Lederman and others 
in the organization of Television 
Production Co., Hollywood. The 
company’s first TV film series is 
“The Scarlet Hawk.” 


Name Watson R&R Director 

Ruthrauff & Ryan, New York, 
has elected v.p. Robert M. Watson 
to the board of directors. He joined 
the agency in 1940 and was elected 
a v.p. in 1946 


Joseph Warner Resigns 

Joseph R. Warner, v.p. and a 
director of Marfree Advertising, 
New York, has resigned. 


NORTH CAROLINA 
A Self-Contained, Isolated Market 
Reached Through The 
NEW BERN SUN-JOURNAL 
We will help you merchandise your 
campaign in the Sun-Journal to 
reach the $16,261,000 effective buy- 
ing income of New Bern. Test your 
campaign in the New Bern market. 
REQUEST MORE FACTS—ADVERTISE IN NEW BERN 
Nationally Represented by 


WARD-GRIFFITH CO. 


The Ward-Griffith Co. maintains offices 


in all principal ing centers 
— GET OUR CITY ZONE FOLDER — 
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James C. Seix Opens Agency 

James C. Seix, formerly sales 
promotion consultant with the 
international division of J. Walter 
Thompson Co., New York, has 
opened his own agency, James C. 
Seix Co., at 345 Madison Ave., 
New York. 


Hiles Joins Comstock & Co. 

Sterling J. Hiles, formerly as- 
Sistant advertising manager of 
Remington Rand Inc., New York, 
has joined Comstock & Co., Buffalo 
agency, in an executive capacity. 


Advertising Typographers 
Association of America, Inc. 


AKRON, O. 

The Akron Typesetting Co. 
ATLANTA, GA. 
Higgins-McArthur Company 
BALTIMORE, MD. 

The Maran Printing Co. 
BOSTON, MASS. 

The Berkeley Press 

H. G. McMennamin 

BUFFALO, N. Y. 

Axel Edw. Sahlin Typographic Service 
CHICAGO, ILL. 

J. M. Bundscho, Inc. 

The Faithorn Corp. 
Hayes-Lochner, Inc. 
Runkle-Thompson-Kovats, Inc. 
Frederic Ryder Company 
CINCINNATI, O. 

The J. W. Ford Company 
CLEVELAND, O 

Bohme & Blinkmann, Inc. 
Schlick-Barner-Hayden, Inc. 
Skelly Typesetting Co., Inc. 
COLUMBUS, O. 

Yaeger Typesetting Co., Inc. 
DALLAS, TEX. 
Jaggars-Chiles-Stovall, Inc. 
DAYTON, O. 

Dayton Typographic Service 
DENVER, COLO. 

The A. B. Hirschfeld Press 
DETROT, MICH. 

The Thomas P. Henry Co. 

' Fred C. Morneau Co. 
‘ George Willens & Co. 
INDIANAPOUS, IND. 

The Typographic Service Co., Inc. 
KALAMAZOO, MICH. 

Claire J. Mahoney 

LOUISVILLE, KY. 

The J. W. Ford Company 
MILWAUKEE, WIS. 

Arrow Press 

George F. Wamser, Typographer 
MINNEAPOLIS, MINN. 
Duragraph, Inc. 

NEW YORK, N. Y. 

Ad Service Company 
Advertising Agencies’ Service Co., Inc. 
Advertising Composition, Inc. 
Artintype, Inc. 

Associated Typographers, Inc. 
Atlas Typographic Service, Inc. 
Central Zone Press, Inc. 

The Composing Room, Inc. 
Composition Service, Inc. 
Diamant Typographic Service, Inc. 
A. T. Edwards Typography, Inc. 
Empire State Craftsmen, Inc. 
Graphic Arts Typographers, Inc. 
Huxley House 

Imperial Ad Service 

King Typographic Service Corp. 
Lino-Craft Typographers, Inc. 
Master Typo Company 

Morrell & McDermott, Inc. 
Chris F. Olsen, Inc. 

Frederic Nelson Phillips, Inc. 
Philmac Typographers, Inc. 
Royal Typographers, Inc. 
Frederick W. Schmidt, Inc. 
Harry Silverstein, Inc. 

Supreme Ad Service, Inc. 
Tri-Arts Press, Inc. 
Typographic Craftsmen, Inc. 
Typographic Designers, Inc. 
The Typographic Service Co. 
Vanderbilt-Jackson Typography, Inc. 
Kurt H. Volk, Inc. 

NEWARK, N. J. 

Barton Press 

William Patrick Co., Inc. 
PHILADELPHIA, PA. 

Walter T. Armstrong, Inc. 
Alfred J. Jordan, Inc. 

John C. Meyer & Son 
Progressive Composition Co. 
Typographic Service, Inc. 
PORTLAND, ORE. 

Paul O. Giesey 

ST. LOUIS, MO. 

Brendel Typographic Service 
Warwick Typographers, Inc. 
SAN FRANCISCO, CAL. 

Reardon & Krebs, Inc. 

SEATTLE, WASH. 

The Deers Press 

Frank McCaffrey’s Acme Press 
of Seattle 


WGET Names Goldsborough 

Murray Lloyd Goldsborough Jr., 
formerly sales promotion manager 
for WNOW, York, Pa., has been 
appointed manager of WGET, 
Gettysburg, Times and News Pub- 
lishing Co. owned and operated 
Station 


Cogan to Marschalk & Pratt 

Eugene J. Cogan, previously 
media director of Geyer, Newell 
& Ganger, New York, has joined 
Marschalk & Pratt, New York, in 
the same capacity. 
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Americas 


FOREMOST 
TOY TRADE 


Mogarine 


ADY 
7) W. tied WH. Y. 19 


you must be good 


to belong! 


America is extremely association con- 
scious. According to the U.S. Department 
of Commerce, there are 60 trade associa- 
tions in advertising and allied industry 
alone. There are some 1,500 national trade 
associations in the United States with paid 
staffs of 16,000 and a membership over 


1,000,000. 


With thousands of firms setting type in 
the United States, why is the membership 
of the Advertising Typographers Associa- 
tion of America made up of only 73 mem- 
ber companies in 25 larger centers? 
Can this be representative of the indus- 
try? The answer is “Yes”! Over 90% 


of the country’s fine advertisements are 


ATA set. 


ATA members are specialists. They con- 
fine their activities to composition for ad- 
vertising, publications, etc. Naturally this 
limits the potential membership, but still 
73 is only a small fraction of the country’s 


typesetters. 


The association demands for member- 


ship are strict. An ATA firm must have 
an exceptionally high order of plant and 
equipment. It must employ only the most 
skilled craftsmen. It must be prepared to” 
render nothing but quality service. Itmust 
enjoy the confidence cf the community's 
buyers of composition. It must subscribe 
to and follow a 14-point code of strict 
business ethics. It promises the customer 
that it will pass on to him the advantages 
in the savings gained by the elimination of 
resets and revisions which keep up prices. 
This enables ATA concerns to assert that 
their costs are as low and often lower than 
other firms. Thousands of exacting buyers 
of typesetting who swear by ATA quality 
and price will back up this claim. 

If you buy typography, why not buy a 
superior article from one of these remark- 
able firms? A telephone call to your near- 
est ATA member will bring a representa- 
tive with the whole story of ATA success 
through service. You'll be glad you took 
the step. 
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Advertising Typographers Assocration 
of America, Inc. 


Executive Offices: 461 EIGHTH AVENUE, NEW YORK CITY 


JERRY SINGLETON, Executive Secretary 
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‘Philadelphia’ Elects 3 

S. Arthur Lipson, executive 
head of Philadelphia Magazine, 


has been elected secretary and 
general manager of the monthly 
publication. The new president 
and treasurer of the magazine, 
which is sponsored by the Cham- 
ber of Commerce of Greater Phila- 
delphia, is John P. Crisconi, auto- 
mobile dealer and civic leader 
Public relations counselor Allen 
Sommers was elected v.p 


NEW JERSEY 
Srd City in New Jersey Covered With 
THE PATERSON CALL 
In 1950 the Morning Call carried 
more than 7,000,000 lines of local 
advertizing. Department Stores and 


national chain food companies 
know, from long experience, the 
people of Paterson read and are 


influenced by their advertising im 

the Call 

REQUEST MORE FACTS—ADVERTISE IN THE CALL 
Nationally Represented by 


WARD-GRIFFITH CO. 
The Ward-Griffith Co maintains offices 


in all principal advertising centers 
~~ GET OUR CITY ZONE FOLDER -- 


| New Might 


hight 


fdrertising 


Well Ihrected 


Wholesaling of Electrical Housewares 
Mapped in New Study by ‘This Week’ 


Taking 1949 as Base, 
Magazine Finds Areas 
Served by Wholesalers 


New York, Nov. 15—This Week 
Magazine, in cooperation with 14 
representative manufacturers, has 
produced an electrical housewares 
index based on their composite 
1949 sales figures 

The year 1949 was chosen be- 
cause of its “relative normalcy,” 
and the research involved nearly a 
vear’s work. Its object was to turn 
up answers to “what are the 
wholesale sales potentials of the 
markets and what retail areas do 
these markets cover?” 

The manufacturers’ distributors 
cooperated in the survey, and from 
it the magazine has prepared an 
analysis of housewares sales, a tool 


needed in an industry which has 


seen its 


sales hop 466% since 
1940. 
® The statistics developed were 


turned over to the 14 manufactur- 
ers before the EHI (copyrighted 
as Electrical Housewares Index) 
was made public, and the maga- 
zine’s marketing and plans direc- 


tor, Richard Ney, reports that 
manufacturer response was en- 
thusiastic 


Here are some of the highlights 
of the study: 

1. More than 96% of electric 
housewares sales are made through 
ten classes of wholesale trade. 

2. Three of these classes—elec- 
trical, hardware and jewelry— 
account for 78% of that business 
and represent “traceable distri- 
bution.” 


Or 


but lasting good. 


Who shall waken it? 


and the spoken word. 


4 
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3. Ninety-four per cent of this 
traceable distribution is through 
153 cities. 

As the study moved into the re- 
tailing field (which comprises the 
second half of the study), it was 
apparent that the group distribu- 
tors (the three categories named 
above) were constricting their dis- 
tribution areas. Shipping costs had 
accelerated the constriction. 


® So, to define the wholesalers 
areas of sales concentration, the 
magazine worked with the Nation- 
al Assn. of Electrical Distributors, 
and succeeded in having question- 
naires sent to some 900 member 
distributors, asking them to outline 
on a map the counties in which 
they sell 75% or more of their el- 
ectrical housewares volume to re- 
tailers. The questionnaire had a 
more than 60% return, and the 
data appears on a composite map 

This map, called “118 Principal 
Markets with Marginal Counties 
for Distributors’ Electrical House- 
wares Sales to Retailers,” and two 


books are available from the mag- | 


To every form of human activity, modern science 


Science touches all—except the soul. 


Thereon hangs Fate. 


And so it is imperative that our spiritual development 
heep pace with otir scientific knowledge. 

There must be a growing sense of moral responsibility 
to mateh our scientific progress. 


It must be those, however humble, whose responsibility 
it is to express thoughts through both the written 


It is they who must promote a Coeuee realization that it is 
to no avail that the hand do more t 


1ings unless it also do better 


things: that the eye see farther unless it see more clearly; 


that the voice conquer distance unless it move hearts. 


It is they who must inspire man to use his new might for right. 


CAMPBELL-EWALD COMPANY 


HH. T. Ewald, President 


Detroit « New York -« Chicago 


Los Angeles - 


San Francisco + Atlanta 


and invention offer new and broadened effectiveness. 


The hand ean do more, the eye can see farther 
and deeper, the voice can be heard to the very ends 
of the earth. 


To our strength has been added new powers yielded 
by hitherto secret stores of nature. 


And for our thought, there have been provided 
new realms of knowledge. new lights of understanding. 


For what is the value of power unless it be power for good? 


And to measure good and evil there is nothing known, 
nothing needed beyond the ancient precepts of right and wrong. 


To guide us there are no formulas to supplant the Golden Rule. 


It alone can so guide man’s new powers that they may build 
rather than destroy, bring not mere transient advantages 


azine. One book summarizes the 
index, reporting on classes of 
wholesale trade; the other deals 
|with magazine circulation (five 
magazines are covered) in the 118 
markets and marginal counties. 


® Here are some incidental high- 
lights: 
About 0.3% of electric house- 


wares sales are to the house-to- 
house class of trade in 50 cities, 
but Cleveland, New York and 
|Providence account for 42% of 
total sales, and 95% are in the first 
}25 cities. 

Some 2.5% of sales are to the tea 
jand coffee class of trade in 112 
| cities, but 57% of these sales are 
;made in five cities—Cleveland, 
Chicago, Barrington, Ill., Los 
| Angeles and New Orleans—and 
97% in 57 cities. 

The drug trade accounts for 
}2.2% of sales, and 84% of sales to 
| drug wholesalers, chains and buy- 
ing associations are made in 50 
cities, with New York accounting 
for 25% of the volume. 

Electrical distributors, naturally, 
j}are the kingpins of the trade, ac- 
|} counting for 56.7% of housewares 
sales, but 72% of sales to electrital 
distributors are made in 50 cities, 
94% in 140 cities 


. Hardware distributors account 
| for 14.7%, with 70% of the sales in 
| 50 cities, 95% in 149 

Mail order houses account for 
7.4% of sales, and 16 cities account 
for 98% of these sales, with Chi- 
cago getting 89% of the 98%. 

The jewelry distributors account 
for 6.8% of housewares sales, and 
89% of these sales are in 25 cities, 
New York getting 30% 

The automotive 
accounts for 3.2% of housewares 
sales, and 73% of these are made 
in Akron and Kansas City, 98% in 
the first 42 cities. 

The premium class of trade 
takes 2%, and Chicago, New York 
and Dayton get 70% of total vol- 
ume. 


class of trade 


Monsanto Merges PR, Ad 
Departments, Promotes 2 


Monsanto Chemical Co., St. 
Louis, chemicals and plastic prod- 
ucts manufacturer, has _ consoli- 
dated its public relations and ad- 
vertising departments 

Howard A. Marple, director of 
advertising, has been appointed 
director of the new department. 
Dan J. Forrestal, assistant director 
of the public relations department, 
has been appointed assistant di- 
rector. J. Handly Wright, director 
of public relations, has left the 
company to become a free lance 
counselor 


Ellington Promotes James 

Hal James, radio-TV_ director 
of Ellington & Co., New York, 
since 1944, has been promoted to 
a v. p. of the agency. Before join- 
ing Ellington, Mr. James was pro- 
ducer-director of “Let Yourself 
Go,” starring Milton Berle, and 
agency producer of “Abie’s Irish 
Rose.” 


SELLective Names Klopp 
Clarence G. Klopp, formerly an 
account executive for W. Earl 
Bothwell Inc., New York, has been 
named eastern national represen- 


tative for SELLective Home-De- 
livered Newspapers, a group of 
shopping newspapers and urban 


weeklies. Mr. Klopp is at 55 W 
42nd St., New York 


PEORIA — 


ILLINOIS 
Buying Center For The Rich 13 County 
SOR TArea M i 


PE arket Blanketed With 
THE PEORIA JOURNAL STAR 
1. First metropolitan market in 

Illinois (except Chicago). 

2. Metropolitan pop. 250,000. 
3. “Best TEST newspaper in U.S.” 
4. Per capita income—51% above 

Nat'l Ave. 
stun FOR “reoRvaRga facts fou cur roteee 

WARD-GRIFFITH CO. 

The Ward-Griffith Co. maintains offices 


in all principal advertising centers 
— GET OUR CITY ZONE FOLDER — 
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the mos important 
thing in the 


COUNTRY: 
—— ERY! 


* Farm JOURNAL, biggest Magazine of al] 
in Rural America, has more than cirey. 
lation leadership, 


. Throughout the country, Fary JOURNAL 
has earned and won the Confidence and 
affection of Millions Whose Pinions 
and Purchases count MOSt — confidence 
in all that appears between the covers of 
Farm JOURNAL. For the advertiser, no 
Other “sea] of 4pproval” Means so much, 


No Other endorsement is Needed. 


* When it comes to Selling the rural mar- 
ket —yoy Just can’t beat Fary JOURN A, 


Farm JOURNAL. INC. Phila. 5, Pa. 


Graham Patterson, Publisher 
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72 ; Advertising Age, November 19, 1951 t 
Back , 
i. a ry buck in 1946, when the magazine ¢ 
Merchandising of Its Commendation Seal since akties aitaek Gaba oemneeae 
‘ ; e pe M motion device, it hit upon the idea is 
Has Paid Off for ‘Parents’ Since 1946 et tetiabatinet tha, ccteneimaneaiall 
New York, Nov. 14—People seal—and the end result has been value of the seal at the pojnt of y) 
over at Parents’ Magazine are to boost sales in stores, promote the purchase. So two-week tests were 
happy about a brainchild of theirs. magazine’s acceptance with re- arranged at three leading depart- : 
It's a merchandising setup in- tailers and increase business for ment stores. The first of these was \ 
volving Parents’ commendation manufacturers held at the Hecht Co. in Washing- ' 
; ee Oe = $$ $$$_$___ . . _ | 
. “ ” 
THIS IS ‘‘BOB’’ MATTHE! (Another W-G Salesman) 
Robert L Bob” Matthei joined our company in 1945 after working several years as ‘ 
General Advertising Manager of a large midwestern newspaper In addition to 2 
oliciting advertisers and advertising agencies in the Chicago area, Bob also covers : 
the Kansas, Nebraska and part of the lowa and Missouri territory. He had had ex- 
ensive experience selling newspaper advertising ideas and space Bob. or any MW 


Ward-Griffith man, will be delighted to help you push your product. All business ts 
ocal! Buy newspaper advertising! 
Please note individual advertisements of our newspapers throughout this issue. 


WARD.-GRIFFITH CO. 


DAILY NEWSPAPER REPRESENTATIVES 


pajamas during its tie-in promotion 


1 Building Plaza 5-7028 NEW YORK 
. Superior 7-248 CHICAGO 
B y 3-6u¢ DETROIT 
uidine Liberty 2-5689 BOSTON ‘ 
€ Wait 1231 ATLANTA . 39 » 
uld 5-8020 CHARLOTTE SEAL PROMOTION—Department stores have boosted their sales by about 53% 
Line “Libe Building Locust 7 4279 OeS cane aan ‘0 150% with Porents’ Magazine's dati seal promo s, according to 
GET OuR CITY ZONE FOLDER the magazine. Here's the way one store pushed sales of girls’ coats, dresses and q 


ton. The others were staged at the 
i William Gable Co., Altoona. Pa.., 
and Younkers of lowa, Des Moines 


CANTON, OHIO families TIT 


os ° : < ducted, according to Monroe E 
Michels, promotion manager of 

; use 38.7% more soap! cere Pear 

“Merchandise which had been 


NA awarded either the Parents’ com- 
Vw 


ee 


mendation seal or the guarantee 
seal were selected from stock. This 
VV merchandise consisted of infants’ 
and children’s wear, cleaning prep- 
arations, kitchen supplies, baby 
156,000 people carriages, juvenile furniture, cos- 
metics and toys 
li e th > “A wide variety of items were 
now ive in e selected and displayed on counters 
e or on the floor just as they nor- 
Canton City Zone mally would be displayed. On 
Monday, Wednesday and Friday 
of the first week, all items were 
displayed without the seals, but 
with a simple descriptive counter 
card 
“On Tuesday, Thursday and 
Saturday, this statement was added 
to the card: ‘Tested and com- 
mended by Parents’ Magazine 
With it was an enlarged reproduc- 
tion of the seal 
“During the second week, the 
seal was used on Monday, Wednes- 
day and Friday, and on the other 
three days the items were dis- 
played without the seal 
“A comparison of sales was 


a en ee 
- 


—— 


= 


a er — ~— 


a 
< 


fee 


made between the days when the ’ 
merchandise was shown with the i; 
seals and when it was shown with- { 
ut them. Every precaution was ; 
taken to make sure the seals in- 
fluenced the sale of merchandise 
without extra selling help from the 

sales force 


“4 
: ® Here’s what happened j 
; Use of the seals increased Hecht 


sales by 98.7% ; they boosted Gable 

sales by 5.6%, and Younkers q 

sales rose 48.9° P) 
Mr. Michels recalls that from 

1946 to "48 his magazine had a hard 

fight on its hands convincing re- 

tailers that a seal promotion meant ‘ 


Ay 
~ 


| increased sales. But from that point 
| on, he said, “we started getting in- 
; | the merchandising scheme. The re- 
~ tail grapevine was really buzzing 
° e 
> 99.4 %o home delivery | have been in on 12 to 15 store pro- 
7 7 | motions for 1951,” he told AA t 
Retail sales INCREASED 480‘, 
in the last 10 years. Your ad- 
No other newspaper 2 TIMES-HERALD will cover 
gives merchandisable that market! Our MERCHAN- i 
: help you! 
northeastern Ohio market SEND FOR OUR PORT HURON MARKET FOLDER 
N ally Represented by 
represented by Story, Brooks & Finley — The Ward-Griffith Co. maintains offices 
in all principal advertising centers 


quiries from stores asking about 
\\w 
‘By the end of December, we'll 
7 
in the Canton City Zone Stores wanting to arrange a 
MICHIGAN (3 
couumaus vertising in the PORT HURON ; 
¢ coverage of this rich DISING DEPARTMENT will 
A Brush-Moore Newspaper, Nationally - WARD-GRIFFITH CO. 
— GET OUR CITY ZONE FOLDER — 


ss, dae a pn oes ee ee ei C emer ro ee. 8 ee “4 SE Seeediegte 
EE ee fC. 
» 
3 x" 7 — i ‘ - \ ‘ , 
P a a = : er = J H 
; wh oe za faa. = ~ 
: : se — ) ia * 
re ae .. nl = “— Z ae \ 
a ‘ ee ~ - es = ee uel ‘4 Z i) 
4 : 
+ lere’s how the test vere con- j 
a 
a 
E, a 
| | 
t 
| | 1 
2 | A 
_ 
| | L 
+h | | 
+ 
og | | 
! ! | 
| . 
x Ie - Y 
e 1 ie ~ 
of =" oo, Coy ay 
. | = = a 
“a f Move oT 
x z = == —= I 
Re ee a ( 
. ee ee | 
. ag 
— t 2 a é 
: Netmmse 
: bee. i: ae | 
a A 
x SU WIN _ | 
: oe : ae Pn 
ld 4 = 
y | il 
ee : 


4 


; 


\ 
‘ 
} 
‘ 


Advertising 


Parents’ seal promotion get a book- 
let containing the list of brands 
entitled to use the seal. Store per- 
sonnel then check off all seal- 
awarded products which are in 
normal stock 


@® When the magazine gets the 
checked-off booklet, it contacts 
the stores’ resources to advise them 
of the promotion and urge them 
to cooperate by filling store orders 
for seal-approved merchandise in 
time for the promotion 

Meanwhile, the store is asked to 
prepare at least one major news- 
paper ad about the promotion and 
to set aside windows for special 
displays 

The magazine’s own promotion 
department then designs and pre- 
pares a number of merchandising 
aids: counter cards, badges for 
sales people, hangtags, main flood 
display sign, window display back- 
grounds and so on 

Then the promotion is just about 
set 


® Right now, Mr. Michels and the 
Parents’ people are busy making 
preliminary arrangements for a 
huge pre-Easter seal promotion at 
25 to 30 Associated Merchandising 
Corp. department stores. Each of 
the stores will run the promotion 
for one week, but all the stores 
will start and complete their own 
promotion within a_ three-week 
span prior to Easter 

Among the stores are Filene’s, 
Boston; Carson Pirie Scott, Chi- 
cago; Lazarus, Columbus; Empor- 
ium, San Francisco, and Higbee, 
Cleveland 


Anson C. Lowitz Elected 
Foote, Cone & Belding V. P. 
Anson C. Lowitz, formerly a v.p 
with J. Walter Thompson Co., New 
York, for ten years, has been 
elected a v.p. of 
Foote, Cone & 
Belding, New 
York. Mr. Lowitz, 
who has special- 
ized in the pro- 
motion and ad- 
vertising of mer- 
chandise distri- 
buted through 
department and 
specialty stores, 
including tex- 
tiles, home fur- 
nishings and ap- 
parel, will be supervisor on the 
International Latex account 
Since 1943, Mr. Lowitz has 
served as a volunteer coordinator 
of the Advertising Council, New 
York, in charge of all national 
programs for the recruitment of 
student nurses, nurses for the 
Army and Navy nurse corps, 
Veterans Administration and 
nurses’ aides 


Anson C. Lowitz 


National Can Corp. 
Consolidates Sales Units 

National Can Corp., New York, 
manufacturer of metal containers, 
housewares and toys, has an- 
nounced the consolidation of its 
several sales departments into a 
single operation 

The following are officers of the 
new sales department: F. B. Mc- 
Namara. general sales manager, 
has been appointed v.p. in charge 
of sales; Robert E. Tanner, v.p. 
and general sales manager of the 
midwestern division; John 5S. 
Baker, general sales manager of 
the eastern division, and I. L. 
Holtz, coordinator of government 
controls 


PORTSMOUTH 


VIRGINIA 
A Rich Industrial Center of 87,966 
Population Reached Only By 

THE PORTSMOUTH STAR 
Per family buying power $3,983 
Effective buying income $84,431,000 
City circulation coverage 112% 
An ideal test market. 

WE WILL COOPERATE—ASK FOR INFORMATION 


Nati ally Represented try 
WARD-GRIFFITH CO. 
The Word-Griffith Co. maintains offices 

in all principal advertising centers 
— GET OUR CITY ZONE FOLDER — 


Ave, November 19, 1951 


Will Ross to Hottman & York Everett-McKinney Expands ‘Digest’ Appoints McFadden has _ joined Reader's Digest Inter- 
previously of _ Harlan McFadden, formerly with national Editions as special travel- 


besa ye wee New Foote, Cone & Belding Interna- ing representative in Latin Ameri- 


ufacturer of hospital supplies, has the Paul H. Raymer Co., 


Milwaukee, man- Charles Whipple, 


appointed Hoffman & York, Mil- York, has been named midwest- tional’s Latin American division, ca 


waukee, to handie its advertising. ern sales manager of Everett-Mc-.- ———— 


Paulson & Gerlach, Milwaukee, Kinney, radio station representa- 
had the account previously. tive. The company has enlarged a THE WAY-TO-DO-IT 
me low eee Ge Ceage Se ee BUSINESS MAGAZINE FOR TODAY'S ALERT CHURCH LEADERS 
Bensemann to Badger Carton 99 al 968 
H. J. Bensemann, formerly a British TV Sets Increase Lite NET pai circutaTion 56, — MAY, 1951 
staff member of E. F. Schmidt Co., Approximately 985,000 licenses 434 S. Wobosh Avenve . Ko tian 


Milwaukee lithographer, has been for television sets were held by Chicage 5, tilinois 
appointed design director of Badg- Britishers as of Oct. |--an increase 


er Carton Co., Milwaukee. of 25,450 over the previous month SSSHSSSSSSSSSESSSSSHSHSSSSSSESSSESESESEEEEE 


9 39% Sundey Schoo! Superintendents 
40.51% Sundey Schoo! Teachers 


sitet a ae 


SAYS... 


GET YOUR COPY OF THIS LATEST 
CONSUMER STUDY OF BRAND PREFERENCES 


The sixth annual study of buying habits, place of purchase, day of purchase, and brand pref- 


erences in the following products; appliances, bak- 


OP) AAsmOrs COMSUM—ER Ama TE —erCw As Owe 


ing products, beverages, cleansers, meat products, 
other grocery products, and toiletries. The findings 
included in this extensive survey are based on 
more than 9300 interviews with housewives... 


send for your copy today and see how your prod- 


ucts compare with competitors in 35 important 


Illinois cities. 


26,876 cir zone 


ravine zone 400,000 
ROCKFORD MORNING STAR 
Rockford Register-Republic 


REPRESENTED NATIONALLY BY BURKE, KUIPERS & MAHONEY, INC. 
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‘ 74 
MASSACHUSETTS 
, Fourth (Ath) Market in Massachusetts 


Covered By The 
: QUINCY PATRIOT-LEDGER 
- $119,399,000 Effective buying 
income 
$99,277,000 Retail Sales 
om Quality of market index 112 
Advertise and sell in Quincy 
ASK FOR OUR RETAIL DISTRIBUTION SURVEY 


R. 1. P. Cameron to Philips 

R. I. P. Cameron, formerly an 
account executive with Erwin, 
Wasey of Canada, Toronto, has 
been appointed assistant to the 
president of Philips Industries 
Ltd. Leaside, Ont., manufacturer 
of X-ray equipment for medical 
and industrial use and electrical 
appliances. He will be in charge of 
all advertising and sales promo- 
tion for radios, television sets and 


Nationally Keprese: i 


WARD-GRIFFITH CO. 
The Ward-Griffith Co. maintains offices 


~ 


in all principal 


—- GET OUR CITY ZONE FOLDER — 


other electrical appliances. 


Liquid Carbonic Elects 


centers * 


The directors of Liquid Carbon- 
ic Corp., Chicago, have elected P. 


F. Lavedan, president, to the new- 
ly created office of chairman of 
the board, where he will continue 
as chief executive officer of the 
company. W. A. Brown Jr., v. p. 
and general manager, has been 
promoted to president and general 
manager. K. P. Miller, head of 
machinery sales, and J. P. Wright, 
manufacturing executive, were 
elected v. p.s of the company. 


KOCS Names Olson Manager 

Herbert D. Olson, formerly pro- 
gram manager of KXIC, Iowa City, 
has been appointed manager of 
KOCS, Ontario, Cal. 


Houston's great family newspaper 


is now EIGHTH in the 


nation in total advertising 


Both Six-Day and Seven-Day Papers, as Measured 
by Media Records, Inc., First Eight Months — 1951 


Milwaukee Journal (E & S) 

Chicago Tribune (M & S) 

Los Angeles Times (M & S) 

New York Times (M & S) 

Miami Herald (M & S) 

Washington Star (E & S) 

Detroit News (E & S) 

HOUSTON CHRONICLE (E & S) 
Baltimore Sun (E & S$) 

Philadelphia Inquirer (M & S) 

Dallas Times-Herald (E & S$) 

St. Louis Post-Dispatch (E & S) 
Minneapolis Star & Tribune (E & S$) 
New Orleans Times Picayune & States (M & S) 
New York News (M & S) 

Akron Beacon-Journal (E & S) 

Atlanta Journal & Constitution (E & S$) 
Cleveland Plain-Dealer (M & S) 
Indianapolis Star (M & S) 

Toledo Blade (E & S) 

Newark News (E & S) 

Dallas News (M & S) 

Philadelphia Bulletin (E & S) 

Dayton News (E & S) 

Columbus Dispatch (E & S) 

Los Angeles Examiner (M & S) 
Pittsburgh Press (E & S) 

Memphis Commercial-Appeal (M & S$) 
Syracuse Herald Journal & American (E & S) 
Kansas City Star (E & S) 

Denver Post (E & S) 

Toronto Star (E) 

Cleveland Press (E) 

Cincinnati Enquirer (M & S) 

Boston Herald (M & S) 

St. Paul Pioneer Press & Dispatch (E & S) 
Oakland Tribune (E & S) 

Montreal Star Evening & Standard Sun (E & S) 
Son Francisco Examiner (M & S) 
Houston Post (M & S) 

Buffale Evening News (E) 

Washington Post (M & S) 

Rochester Democrat & Chronicle (M & S) 
Louisville Courier-Journal (M & S) 

Fort Worth Star-Telegram (E & S) 

St. Petersburg Times (M & S) 

Seattle Times (E & S) 

Montreal La Presse (E) 

Baltimore American & News-Post (E & S) 
Grand Rapids Press (E) 


Lines 
28,732,872 
28,574,111 
27,548,720 
26,159,445 
25,074,616 
25,050,766 
24,105,744 
23,819,463 
23,708,501 
23,376,867 
22,376,320 
21,623,134 
21,559,363 
21,263,058 
21,055,192 
20,725,929 
20,262,264 
20,144,913 
19,432,219 
19,390,130 
19,365,015 
19,311,425 
19,280,716 
19,115,030 
18,528,700 
18,508,975 
18,137,554 
18,098,490 
18,020,470 
17,889,470 
17,732,303 
17,443,771 
17,403,179 
17,320,050 
17,070,706 
16,854,596 
16,336,851 
16,331,932 
16,134,483 
16,038,525 
15,799,782 
15,547,077 
15,484,215 
15,399,066 
15,071,655 
15,039,406 
15,024,437 
14,921,208 
14,787,172 
14,755,752 


The Chronicle's success as the Number One paper in the 
South’s Number One market continuously mirrors the suc- 
cess of national and local advertisers who find this paper an 
outstandingly profitable medium. 


The Houston Chronicle 


R. W. McCARTHY 
Advertising Director 


M. J GIBBONS 


National Advertising Manager 


THE BRANHAM COMPANY 
National Representatives 


FIRST IN HOUSTON IN CIRCULATION AND ADVERTISING FOR 38 CONSECUTIVE YEARS 


CONTEST JUDGES—Judges of the eighth 


ponder over contest entries 


25 Canadian direct mail leaders contest 


Winners were announced at a luncheon meeting of 


the Advertising & Sales Club of Toronto Nov. 13. Left to right: E. H. Woodley, ad- 


vertising manager, Northern Electric Co, 


Montreal, and Canada’s first president 


of the Direct Mail Advertising Assn.; N. Roy Perry, president, Federation of Canadi 
an Advertising & Sales Clubs; Athol McQuarrie, general manager, Assn. of Canadi 
an Advertisers; Lee Trenholm, public relations manager, Provincial Poper Ltd, con- 


test sponsor, and Howard F. Baker, 


president, 


Canadian Assn. of Advertising 


Agencies. 


Latin Americans Will Get U. S. Newsprint 
from Manistique Mill Set for Conversion 


New York, Nov. 13—Trenton 
Times Corp., Trenton, N. J., in co- 
operation with an _ unspecified 
number of Latin-American pub- 
lishers, has purchased the Man- 
istique Pulp & Paper Co., Man- 


istique, Mich., from Mead Corp., | 


Dayton, O., for a price of “about 
$4,000,000." The sale was arranged 
by Vincent J. Manno and George 
Romano, newspaper brokers and 
consultants. 

The Manistique mill, built in 
1916 for newsprint production, has 
been making wallpaper since 1943 
It will be reconverted early next 
year for the express purpose of 


producing 25,000 tons of newsprint | 


annually for Latin-American news- 
papers. While the newspapers par- 
ticipating in the deal are unnamed, 
it is understood that eight South 
American countries and one Car- 
ibbean republic are involved. 


® The Trenton Times Corp. pub- 
lishes the Trenton Times and the 
Sunday Times Advertiser. Mrs 
James Kerney, widow of James 
Kerney, is publisher, and her sons, 
Thomas L., James Jr. and John E.., 
are general manager, editor and 
business manager, respectively. 


| Thomas L. Kerney is also secretary 


of Inter-American Press Assn. 

The new owners do not contem- 
plate making any changes in the 
present management of the Man- 
istique mill. 

In announcing the _ purchase, 
Thomas L. Kerney said, “This is 
not the solution to the world short- 
age of newsprint but it will supply 
25,000 tons each year to our friends 
in South America without taking 
a pound from any other publisher. 
This new production will start in 
January, 1952, and be a certainty 


in the future.” 

Allocation of newsprint from the 
Michigan mill has not been de- 
termined, he said, and this source 
of supply will not cover all needs, 
“but we believe it is a big step in 
the right direction of “preserving 
freedom of the press in South 
America.” 


Ofters Direct Mail Award 

The Mail Advertising Service 
Assn. International, Detroit, has 
announced establishment of the 
Miles Kimball Award, for distin- 
guished service in the field of di- 
rect mail advertising. The annual 
award has been established to 
| honor the memory of Miles Kim- 
|}ball, publisher of The Postage 
| Stamp, who died December, 1949 
The award, a special medallion, 
| will be made to the person judged 
to have contributed the most to 
promotion of direct mail adver- 
tising. 


Caples Promotes Erickson 

Caples Co., Chicago agency, has 
promoted J. E. Erickson, copy 
chief and v.p., to senior v. p. in 
charge of creative services 


NORTH CAROLINA 

One of the nine LARGEST cities 
in North Carolina, offering a field 
rich in Agriculture, Manufacturing, 
Tobacco Culture and Marketing and 
served by its only newspaper, the 
Evening and Sunday Telegram 

SEND FOR OUR STANDARD MARKET DATA BOOK 

Nationaliv Represented hw 
WARD-GRIFFITH CO. 


The Word-Griffith Co. maintains offices 
in all principal 


advertising centers 
— GET OUR CITY ZONE FOLDER — 


pamanenes 
At the 


newsstands 

— America’s 
second largest 
selling 
woman’s 


magazine 


Starch. 


YOUNG MARRIED MARKET! 
TRUE CONFESSIONS has the 
youngest median age of any 


woman's magazine reported by 


‘ 


Confessions 
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Mythical Grocer 
Does Top Sales 
Job for ‘LHJ’ 


PHILADELPHIA, Nov. 13—One of 
the more unusual food merchandis- 
ing programs attempted by a na- 
tional magazine is the “Roger Bell” 
grocery operation launched by the 
Ladies’ Home Journal 19 months 
ago. 

“Roger Bell” is a mythical char- 
acter who owns and operates an 
equally mythical group of seven 
grocery markets. Nevertheless, say 
Journal officials, “people who dis- 
tribute goods to retailers and con- 
sumers now look on ‘Roger Bell’ 
as a new assistant.” 

This is so because “Bell” each 
month sends to more than 3,500 
real grocery store operators sample 
plans of ideas, facts and designs 
aimed at boosting sales. 


® Intended for purchasing, sales 
and advertising executives, these 
issues of the “Bellringer,” as the 
monthly plans are called, are ref- 
erence sheets for trade events, im- 
portant dates, sales titles, institu- 
tional copy, bulletin material and 
“an assembly of the right copy to 
be used in featuring currently ad- 
vertised products. ..copy taken di- 
rectly from ads in the Journal.” 

Behind this imaginary setup is 
flesh-and-blood Tom Raser, a 
member of the Journal staff. Mr 
Raser, creator and director of the 
“Roger Bell” plan, was for 15 years 
director of activities of the Pioneer 
Food Stores, a voluntary chain 
sponsored by the Wm. Montgomery 
Co., Philadelphia. For two years 
he directed the service-to-retailers 
program of the C. D. Kenny divi- 
sion of Consolidated Grocers Corp.., 
Baltimore. 


s The first “Roger Bell” releases 
penned by Mr. Raser went to 
Journal sales representatives and 
15 key grocery market operators, 
like D'Agostino Bros. Food Mar- 
kets, New York; Winston & Newe!! 
Co., Minneapolis, and Smart & 
Final Co., Los Angeles. 

As a result, says the Journal, 
“hundreds of retail store man- 
agers heard about ‘Roger Bell’ 
and began to write in for samples 
of his wisdom. This indicated that 
grocery food operators wanted and 
needed merchandising guidance, 
but not he standard brand.” 

“Bell” got busy on practical 
sample plans that grocers were free 
to use in whatever way they saw 
fit—"a down-to-earth pattern to 
follow in the everyday operation 
of their stores.” 

Sample bits of wisdom contained 
in early “Bell” releases—“The spe- 
cial sale-—with banners, displays 
and extra promotional effort. . .is 
beginning to look old fashioned 
because. ..we are in an era of self- 
service, large food markets. . .Our 
aim is to eliminate the ‘peaks and 
valleys’ of sales so that we can 
standardize our operating budget, 
relative to stock investment and’ 
operating costs 


® “Big exciting sales. ..throw bus- 
iness out of whack and off the safe 


SALISBURY 
NORTH CAROLINA 


MARKET 

MEDIUM 

CcOosT 

Sell the heart of the rich and prosper- 

ous Carolina market through its only | 

newspaper—THE SALISBURY POST. | 
SA oma 7 em ar 


WARD-GRIFFITH CO. 


The Word-Griffith Co. maintains offices 


in al! principal advertising centers 
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| operating budget...confuse the 


customer...The 1950 operator is 
thinking in terms of moving a 
given amount of goods through 
the checkout counters regularly. 
He will settle for more people buy- 
ing all their needs from his stores 
every week.” 

These big sales, said “Bell,” have 
their hazards: 

“(1) Crowded parking lots dis- 
pleasing to regular customers; (2) 
unbalanced inventories in anticipa- 
tion of the sale; (3) over-crowded 
stores, and (4) danger of wrong 
prices because of ‘special prices’ 
not clearly marked to conform to 
‘special price’ advertising.” 

Here's “Bell” on the importance 
of men in the weekly food-shop- 
ping “icture: 


8 “Left to his own devices (at his 
present stage of development), the 
male shopper would wreck my op- 
erating system, for the simple rea- 
son that he lacks the ‘rhyme-and- 


reason’ of the female family food 
buyer. 

“No retailer, large or small, 
wants to keep the men out of the 
store. My point is that, of the two, 
women are better and I would 
rather see the woman developed 
even further as a shopper (and 
an advertising subject) by the 
manufacturer's taking on the re- 
sponsibility of broadening her un- 
derstanding of food products and 
more interesting ways to serve 
them.” 

“Roger Bell,” who was intended 
“to inform in favor of magazine 
advertising within the confines of 
the grocery business,” does just 
that month after month with his 
“Bellringer” sales-boosting plans, 
and the LHJ regards him as a very 
real member of the sales depart- 
ment. 


‘Scientific American’ Moves 


Scientific American has moved 
to 2 W. 45th St., New York. 


Umland & Co. Gets Account 

Drug Distributors Inc., San 
Francisco, subsidiary of Drug 
Service Corp. of Texas, has ap- 
pointed Umland & Co., San Fran- 
cisco agency, to handle its adver- 
tising. A campaign has been 
started to introduce Medic hang- 
over tablets through northern 
California retail drug stores, with 
an initial appropriation of $110,000. 
Newspapers, radio, outdoor, car 
cards and point of sale are being 
used. 


Bainum Appoints Acomb Inc. 


Walter Bainum Inc., Cincinnati, 
exclusive national distributor of 
Mary Lowell cosmetics, has ap- 
pointed Robert Acomb Inc., Cin- 
cinnati, to handle advertising and 
sales promotion. 


Fenn Promoted to Ad Head 
Charles G. Fenn, assistant ad- 
vertising manager, has been pro- 
moted to advertising manager of 
the Free Press, London, Ont. He 
succeeds the late J. Gordon Quick. 


eo iss Bie rey 


Mortensen to Carol Levene 


Niels L. Mortensen, formerly 
writer and producer for KCBS, 
San Francisco, has joined Carol 
Levene Productions, San Fran- 
cisco. 


Sterling Advertising Moves 


Sterling Advertising, New York, 
has moved to 535 Fifth Ave. 


SHEBOYGAN 


'The LARGEST DAIRY CEN- 
TER in the WORLD, producing 
|more than 55% of the World's 
‘AMERICAN CHEESE. Go 
after sales with your advertis- 
ing in the SHEBOYGAN 


PRESS. We will COOPERATE! 


SEND FOR OUR SHEBOYGAN manast Fo.eer 


WARD-GRIFFITH CO. 
The Ward-Griffith Co maintains offices 
in all principal advertising centers 
— GET OUR CITY ZONE FOLDER — 


youve corto ACT BIG t SELLBIG 


Baltimore is Bigger .. . 
Since 1940 family population has in- 
28% ... spendable income has 
almost doubled. And to sell in Bigger, 
Richer Baltimore you need the biggest, 


c 


sharpest sales tools available. 


Today, successful advertisers in the 
Nation’s 6th largest city use the larger 
evening circulation of The Baltimore 
News-Post to get a healthy “sales-cut” 


out of the Market. 


Richer, too! 


(197,000 plus). 


ALTIMORE 


Advertising in The News-Post reaches 
more than 58% of City Zone families— 
Total net paid circula- 
tion exceeds 225,000. 


For a detailed review of growth in 


copy of “A Visit 
Baltimore.” 


Baltimore ask your Hearst Advertising 
Service representative to show you a 


To Bigger, Richer 


Baltimore News-Post 


First in Circulation ... First in Coverage in the 6th Largest City 


A HEARST NEWSPAPER — REPRESENTED NATIONALLY BY HEARST ADVERTISING SERVICE WITH OFFICES IN PRINCIPAL CITIES 
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WFAI Joins CBS-Radio 

WFAI, Fayetteville, N. C., will 
affiliate with the CBS Radio Di- 
vision effective Nov. 18. The addi- 


Martin Joins Gordon Best 

Glenn E. Martin, formerly copy | 
chief for C. Wendel Muench & Co 
Chicago, has joined Gordon Best} 
Co., Chicago, as copy chief 


TORONTO, CANADA 


Capital City of Ontario Canada’s Richest 

Province Having One-Third of Canada’s 

Total Population and 42% of Retail Salee— 
Bianketed by the 


TORONTO DAILY STAR 
— 400,000 circulation (largest in 
Canada) 
— 80% coverage of Toronto 
— 50% coverage of 45 prosperous 
Ontario centers 
SEND FOR OUR COMPLETE DETAILED MARKET FACTS 


Represented In United States By 


WARD-GRIFFITH CO. 
The Ward-Griffith Co. maintains offices 


in all principal advertising centers 
— GET OUR CITY ZONE FOLDER — 


McCray Finds Direct Mail Can Be Used 
jon of ans Zo-watt stun o=8| Sy egessfully to Spearhead Ad Drive — 


KENDALLVILLE, IND., Nov. 14— near-record levels, despite the 
McCray Refrigerator Co. has fact that individual items of 
proved to its own Satisfaction that McCray equipment usually sell for 
intensive direct mail advertising $1,000 or more. 


can successfully spearhead a mar- 
keter’s entire promotion program 

Though company officials give 
credit to all sales and promotion 
activities for results obtained, they 
readily admit that a hefty share of 
the laurels go to the direct mail 
effort in helping bring about the 
following accomplishments: 

1. McCray’s sales curve has been 


smoothed out. Formerly, while 
production was maintained all 
vear, sales were concentrated in 


the months from April through 
October. Now, however, sales are 
spread more evenly throughout 
the vear, with resulting economies 
McCray are at 


sales now 


3. Through advertising, and es- 
pecially through direct mail, Mc- 
Cray has been able to take full 
advantage of the shift to self- 
service operations by small food 
retailers—a shift that automatic- 
ally creates additional prospects 
for commercial refrigeration 
equipment. In fact, the ad pro- 
gram in many cases has been a 
vital factor in persuading small 
retailers to make the change-over. 

McCray 
commercial refrigeration field. For 
more than 60 years the company 
has turned out quality 
and has prided itself on the 
“craftsmanship approach” to pro- 
duction problems. 


in the RICH Midwest Farm 
and Rural Town Market 


Here’s your opportunity to put a long ex- 
perienced, time tested and result producing 
salesman to work for your product--in the vit- 
ally important Farm and Rural Town market of 
lowa, Missouri, Nebraska, Kansas and Colorado. 
Capper’s Weekly can be your best salesman-- 
and do the job at LOW COST! 

Let Capper’s Weekly--The Feature News 
Weekly of the Rural Midwest--Famous for Reader 
Interest--prove what it can do for you! 


Cappe 


Topeka,Kansas 


's Week 


912 Kansas Avenue ;' 


PER 
PUBLICATIONS INC 


is no newcomer to the) 


products | 


| — 


TANDEM TONES—This DeVoe & Raynolds Co. flasher display features the com 


pany’s new system of mixing paints for 132 different colors by using half and half 
combinations of 16 base colors. The display was designed by Forbes Lithograph Co. 


It had also been a_ consistent 
advertiser, both in trade publica- 
tions and through direct mail, 
though much of the handout ma- 
|} terial in previous years was built 
jaround the catalog approach. 
| Following the appointment of 
| E. L. Meier Jr. Advertising in Fort 
| Wayne recently, the company and 
| the agency decided that the entire 
|promotion program ought to be 
built around the food retailer's in- 
| terest in profit. 
| They decided, also, that they 
would seek to convince prospects 
it is not necessary to pay a premi- 
um price for quality refrigeration 
equipment 

Before deciding on the campaign 
details, however, the agency spent 
about a month getting acquainted 
with the problems of the com- 
pany’s 175 domestic and 100 for- 
eign distributors (who act as 
dealers) and those of the food 
store operator who buys the equip- 
ment. 


@ Net result was a campaign 
which embodies the following ele- 
ments: 

1. Copy seeks to sell the small 
merchant on the idea of growing 
through shifting to self-service 
and featuring impulse items. 

2. Consistent emphasis is given 
the theme that McCray equipment 
makes money rather than costs 
money 

3. Each ad attempts to point up 
a specific problem. One of the 
first ads, for example, begins with 
the quote: “Here’s how we can 
solve the expansion problem, Joe.” 

4. Publication copy is scheduled 
in a dozen trade _ publications, 
catalogs and _ directories. Food, 


institutional, export and volun- 
tary buying group periodicals also 
are on the list. 

5. Direct mail, however, spear- 
heads the entire promotion. And 
the direct mail program, in turn, 
is sold to distributors via direct 
mail 


@ One of the major problems, of 
course, was to persuade the dis- 
tributors to buy the co-op direct 
mail program, which consisted of 
five two-color mailing pieces 
boosting the advantages of self- 
service type meat dairy 
cases, produce cases frozen 
food cases. 

The distributors were given the 
option of selecting the mailings 
they desired and the company 
notifies the distributors when the 
pieces are posted and furnishes 
tapes of the addresses on request. 

Over the years, McCray has 
compiled an impressive list of 
more than 600,000 food stores. 
restaurants, hotels, hospitals and 


CHARLESTON 


WEST VIRGINIA 
THE CHARLESTON DAILY MAIL 


Charleston, West Virginia's #1 Market, 
Blanketed By 

1. Charleston, in the Magic Valley, is 
the Chemical Center of The World 

. 1950 Average Family Income $6,087 
1950 Effective Buying Income for 
Charleston & anawha County 
$317,184,000 

4. The Daily Mail Offers Effectwe 
Coverage in the 11 County Trade 
Zone 


cases, 


and 
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. True 


(“onfessions 


+ DEFINITELY A FAMILY MARKET! 


76.3% of TRUE CONFESSIONS’ 
women readers are married. 


sanueee 
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newsstands 

— America’s 
second largest 
selling 
woman's 


magazine 
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other institutions—and most of the | 
distributors use the company list. | 
This year, incidentally, there were | 
fewer than 2% returns unclaimed. 


® Distributors, of course, see the | 


prospects personally and quickly | 
discover whether or not the ad- 
vertising program is_ effective. | 
Both McCray and its agency were | 
pleased when 92% of the distribu- 
tors agreed to participate in the 
program within four months after 
first being asked. 

The 92% response was no acci- 
dent, however. McCray’s ad man- 
ager, W. L. Herald, kicked off the 
push with a letter explaining the 
direct mail program. Immediately 
afterward, each distributor re- 
ceived a folder with a pocket on 
each inside flap and an illustra- 
tion of a large slot machine in 
the center, with the three wheels 
stopped at “jackpot.” The pockets 
contained samples of each of the 
mailing pieces in the drive 


e To help sell the idea of direct 
mail, E. L. Meier and McCray 
dreamed up some mailing pieces 
which were incredibly corny. 
They considered the hazards of 
using humorous copy but decided 
that it was warranted in this case. 

To get the distributor’s atten- 
tion, and to get him thinking about 
the value of direct mail they 
dreamed up a character named 
Louie, who always does every- 
thing wrong. To get into the 
locked office of a prospect, for 
example, he had himself flattened 
by a steamroller and shoved under 
the door. This procedure, the copy 
pointed out, “is no good— it’s too 
flat. Direct mail would do it 
better.” 


e Despite the corn, the mailings 
achieved their purpose and 
brought the distributors into the 
program. Since April, McCray has 
sold 600,000 of the co-op mailing 
pieces to its 175 distributors. 

Experience has persuaded Mc- 
Cray that color is important to the 
success of food store mailings. As! 
a result, future pieces all will be | 
printed in four colors. In addition, 
the mailings will be designed for | 
every type of food merchant and | 
every type of store. 

Eventually, Messrs. Herald and | 
Meier hope, the direct mail pro- 
gram will involve 50,000 mailing | 
pieces a week with an increase in | 
frequency. The governing factor, | 
however, is the steel situation 
But if steel is available, McCray 
definitely will boost its budget. | 
The company likes the way direct 
mail works. 


Lee Pharmacal Buys Mulhens | 

Lee Pharmacal Co., Beverly 
Hills, has acquired all issued and 
outstanding stock of Ferd. Mulhens | 
Inc., New York, manufacturer and! 
distributor of a line of toilet arti- 
cles and cosmetics under the trade- | 
mark 4711. 


Rush Hughes Joins Baker 

Rush Hughes, a veteran of 25 
years in broadcasting, has been 
appointed radio-TV director of 
Lynn Baker Inc., New York. Prior 
to joining the agency he operated 
Rush Hughes Radio and Television 
Features. 


DAYTONA BEACH 


FLORIDA 
Florida's Year "Round Resort Reached By 
DAYTONA BEACH NEWS-JOURNAL 


. Daytona Beach is an unusual test 
market; its thousands of visitors 
come from all over the U.S., Canada, 
Cuba and South America. Its Sum- 
mer seasons now rival its Winters in 
tourist popularity. 

Over $59,000,000 effective buying in- 
income. 

3. Over $60,200,000 retail sales. 


ind 


4. A quality market index of 139. 

5. 1950 total advertising 11,416,160 lines. 

SEND FOR OUR ADVERTISERS’ MERCHANDISING PLAN | 

Represented by V. J. Obenauer Jr. In Jacksonville 
And Nationally Represented By 


WARD-GRIFFITH CO. 
The Ward-Griffith Co. maintains offices 
in all principal odvegtising centers 
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Detroit 
Means 
Business 


“ 
3 


The News reaches 72° of the homes with 
the highest family income. That's why travel 
and resort advertisers place more linage in 
The News than in either of the other two 
Detroit papers . . . 


e THE NEWS 
e TIMES 


—\/ ¢ FREE PRESS 
464,940 


highest weekday circulation of 
any Detroit newspoper 


339,388 lines 
187.509 lines 


265,710 lines 
(Gre 9 months of 1951) 


571,757 


highest Sunday circulation in 
Detroit News’ history. 


owners and operators of radio stations WWJ, WWJ-FM, WWJ-TV 


Eastern Offices: 110 E. 42nd St., New York 17—under management of A. H. KUCH 
Western Offices: JOHN E. LUTZ CO., Tribune Tower, Chicoge 


A. 8. C. figures for 6-month period 
ending March 31, 1951 
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KHQ Appoints Bill Rhodes NBC outlet, 

William C. Rhodes, formerly 
sales manager 
kane, Mutual 


KHQ, Spokane, 


outlet, has joined resigned 


sales account executive. He suc- 
for KNEW, Spo- ceeds Mike Winterman, who has 


: s magazine a 
The Ladies’ Home Journal. 


Advertising Aye, 


: “Atlantic’s’ New ‘Advertorial’ May 
~~ a New Era in PR Advertising 


Boston, Nov. 14—A five-page 
ad by the American Iron & Steel 
Institute in the December issue of 
the Atlantic may open a new era 
in institutional advertising. 

The five-page insertion is the 
first Atlantic “advertorial,” a mul- 
tiple-page, public interest adver- 
tisement following editorial forms, 
standards and methods, rather 
than those now accepted for ad- 
vertising. 

Its outstanding characteristics, 
according to Donald B. Snyder, 
publisher of the magazine, “will 
be reasonableness, clarity and an 
appeal to the reader's intelligence.” 


8 Development of the new idea 
was stimulated by an analysis of 
the Atlantic’s advertising linage 
growth. The analysis showed 
that travel, luxury goods and mer- 


EMANUEL “BUD” ZEREGA 


is @ man nich in merchandising experi 


ence. He is president and general man- 
ager of Zerega Distributing Company, 
jobbers in the Pacific Northwest for 
Motorola and Servel 


A MAN WHO KNOWS HOW TO SELL SEATTLE 


Mr. Zerega's outstanding knowledge of advertising 


problems in Seattle and the Pacific Northwest 


reflected in the tremendous sales record of his 


comparatively young company. Says Mr. Zerega: 


"From the moment we started our organization, we 


have relied on The Post-Intelligencer. The only thing 


that's important in any advertising is RESULTS— 


and The P.-I. consistently produces results!" 


Mr. Zerega KNOWS how to sell Seattle. He, like 


other top leaders in the merchandising field, knows 


that in this area The Post-Intelligencer has impact 


out of all proportion to other media. 


“PEOPLE WHO BUY — READ THE P..I." 


Ri ceuren | NATIONALLY BY HEARST co SERVICE 


chandise classifications had ex- 
perienced the largest increase. 

This unsettled the publication’s 
| executives, who have always felt 
|that the Atlantic should be pre- 
eminent in the field of communi- 
cation of ideas. Net result was a 
check with public relations coun- 
selors to determine why the mag- | 
azine was not being recognized as 
a public relations medium. 

The check suggested that there 


tising—either as a result of post- 
war cynicism or because the tech- | 
niques that have been used to} 
date are faulty. 


@ If the techniques were at fault, 
they reasoned, possibly it was be- 
cause most institutional advertis- 
ing is produced on the basis of the 
same premises which apply to 
product advertising. Yet these very 
premises might be the cause for 


much of the lack of enthusiasm | 


displayed by 
today. 

Atlantic officials reexamined 
the premises on which most prod- 
'uct ads are based—the idea that 
| the reader's attention must first 
be captured via a headline or col- 
or, and the idea that the message 
|must be condensed to 200 or 300 


the reading public 


it all before flipping the page, for 
example. 

| Why not, they asked, adopt the 
editorial technique—not just the 


outward form of the editorial- | 


style copy, but the entire editorial 


approach? 
® The editor, 


they reasoned, as- 


sumes that there is some interest | 


in the subjects he selects for pub- 


not continue to subscribe. Fur- 
ther, if the reader is to be sold 
something in the realm of ideas, 
he must be persuaded to sell him- 
self. In short, 
“the 
| whereby 
place.” 

| The new Atlantic 
emerged the 
this reasoning 


and the facts 
process 


information 
this 


“advertorial” 

end-product of 
Mr. Snyder ex- 
plained it this way: “American 
business today has undertaken a 
huge new burden in its determin- 
ation to maintain freedom in the 
westerr. world. In the struggle 
against inflation and in the cease- 
| less adjustments of prices and 
wages, we believe that a new re- 
sponsibility has devolved upon 
the spokesmen for management, 
labor and stockholder—the respon- 
sibility of taking the public into 
their confidence. This means plain 
speaking, free of rhetoric, emo- 
tion and unsupported claims. It 
means deep conviction. . 


as 


}@ “The need creates the opportun- 


was a growing disbelief or hostil-| ; 
ity toward public relations adver- | 


words so that the reader will read | 


lication or else the reader would | 


the editor provides | 


can take} 
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ity, the opportunity for a new and 
explicit kind of advertising. Watch 
the magazines and newspapers and 
you will see the pioneers are al- 
ready reaching out for the intel- 
ligence of readers. These adver- 
tisers are beginning to realize that 
the success of these new adver- 
tisements depends upon trading ine 
formation for the reader's time. 

“But even the best of the ad- 
vertisements are limited in the 
amount of information they can 
convey, because they are limited 
in space. To provide the facility for 
advertising to convey information, 
the Atlantic has developed this 
new form for the expression of 
business ideas called ‘advertor- 
ials’...we are confident that our 
readers will respond to them as 
they do to other sections of the 
| magazine.” 


. In announcing the new public 
service technique, Mr. Snyder 
| made it clear that any subject in 
which the public has an interest 
and of which a more complete un- 
derstanding would be beneficial to 
}all concerned, is suitable for an 
advertorial. However, Atlantic edi- 
tors will pass upon the qualifica- 
tions of a piece of copy as a public 
interest ad from the standpoints of 
subject material and treatment. 

All advertorials will run at reg- 
ular space rates (and discounts) 
and will appear in the front of the 
magazine, introduced by a special 
editorial page. Preprints will be 
sent to more than 7,500 govern- 
ment, education and public in- 
| formation officials. No restriction 
will be made on reference to the 
| Atlantic ad by an advertiser using 
other media. 


8 Minimum space for the new ads 
| will be two pages, “as it is be- 
| lieved that a proper subject could 
not be given proper editorial treat- 
ment in less space. Maximum space 
would be limited by the ability 
of the advertiser to keep the at- 
tention and interest of the reader. 
Any subject requiring more than 
|} six to eight pages should prefer- 
ably be broken into two or more 
separate advertisements.” 

The Atlantic will limit the space 
devoted to the new public service 
ads to “10% of our total pages 
in any month.. Space will be al- 
lotted in the order of application. . . 


The general appearance of the 
page will be similar to, but not 


identical with that of an Atlantic 
text page.’ And if a prospective 
advertiser can't think of a writer 
capable of handling such an as- 
signment, the magazine will be 
happy to make suggestions. 


@ In the initial ad in the series, 
American Iron & Steel Institute 
devotes the first of its five pages 
to an ad which previously has ap- 


peared “11,000,000 times in re- 
cent magazine issues. It has 253 
words,” the institute says, “can 
be read in 55 seconds, but it can- 


not answer its own question |‘How 
much steel is enough?’] completely. 
For readers who would like to 


50,00 


Only One Station gives you 


KCMO reaches eleven radio homes 


for every cen reached by the next 
closest Kansas City station. That's 
a bonus that adds up. Get proof 

get the facts on Mid-America radio 
coverage from the Conlan “Study 
in the Mid- 
America area. Parts 1 and 2 of the 


of Listening Habits” 


}-part continuing study are ready. 
Write on your letterhead to 


0 WATTS 


125 E& ist St. © Kansas City, Mo. 
or THE KATZ AGENCY’ 
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Coming 
Conventions | 


Nov. 18-20, National Newspaper aa 
motion Assn., central region meeting, 
Edgewater Beach Hotel, Chicago. 

Nov. 18-21. Public Relations Society of 
America, fourth annual conference, Edge- 
water Beach Hotel, Chicago. 

Nov. 20. Controlled Circulation Audit, 
annual meeting, Drake Hotel, Chicago. 

Dec. 27-29. American Marketing Assn., 
winter conference, Hotel Kenmore, Bos- 
ton. 

Jan. 19-20, 1952. National Advertising 
Agency Network, western regional meet- 
ing, Nicollet Hotel, Minneapolis. 

Jan. 21-23, 1952. Newspaper Advertis- 
ing Executives Assn., Edgewater Beach 
Hotel, Chicago 

Jan. 24-26, 1952. Advertising Assn. of 
the West, midwinter conference, Oak- 
land, Cal 

Jan. 25-26, 1952. Assn. of Railroad Ad- 
vertising Managers, Sheraton Hotel, St 
Louis. 

Jan. 26-27, 1952. National Advertising 
Agency Network, eastern regional meet- 
ing, New Weston Hotel, New York 

Feb. 8-9, 1952. Pennsylvania Newspaper 
Publishers’ Assn., display advertising con- 
ference, Penn Harris Hotel, Harrisburg 

April 1-3, 1952. Point of Purchase Ad- 
vertising Institute, annual symposium, 
Waldorf-Astoria Hotel, New York 

May 25-28, 1952. National 
Publications, spring meeting, 
Lodge, Skytop, Pa. 

June 8-11, 1952. Advertising Federation 
of America, 48th annual convention and 
exhibit, Waldorf-Astoria Hotel, New York 

June 22-26, 1952. Advertising Assn. of 
the West, annual convention, Olympic 
Hotel, Seattle. 

June 29-July 2, 1952. National Indus- 
trial Advertisers Assn., annual conference, 
Palmer House, Chicago. 

June 10-14, 1953. National Business Pub- 
lications, spring ting. Broad 
Hotel, Colorado Springs, Colo 


Business 
Skytop 


have more information about steel 
production in the U.S. and _ its 
meaning in present-day defense 
and civilian requirements, the fol- 
lowing factual report is presented 
by the American Iron & Steel In- 
stitute.” 

The ad itself discusses the ques- 
tion of steel capacity; the question 
of guns or butter, or both; produc- 
tion problems; the scrap shortage; 
problems in the supply of alloy 
metals; stock ownership; a com- 
parison of American and Russian 
steel output, and concludes with 
a summary of the situation. 


Grant Advertising Shifts 
Spence, Effer to Canada 


Frederick Spence, president of 
Grant Advertising, Rio de Janeiro 
and Sao Paulo, Brazil, has been 
appointed president of Grant Ad- 
vertising of Canada Ltd., Toronto, 
succeeding the late David McMil- 
lan Sr. 

Gordon Effer, for three years 
assistant research director of Grant 
Advert.sing, serving in South 
America as well as in the U. S., 
has been appointed v.p. and ac- 
count executive in the Canadian 
office. 


H. L. Mitchell Moves 


H. L. Mitchell, publishers’ repre- 
sentative in Huntington Park, Cal., 
has moved to 3087 Saturn Ave. At 
the same time he has been ap- 
pointed to handle West Coast ad- 
vertising for Restaurant South, 
published by Restaurant South 
Publishing Co., Columbia, S. C.,| 
and advertising in southern Cali- | 
fornia for St. Joseph Magazine,| 
published by the Benedictine) 
Fathers, St. Benedict, Ore. 


Council Promotes Churches | 

Religion in American Life kits 
have been sent to 107 TV stations 
and four networks by the Adver- 
tising Council, New York, in an ef- 
fort to spur church and synagogue , 
attendance. Newspaper and house 
magazine ads, car cards, 3-sheets 
and 24-sheets have also been pre-,| 
pared. Each kit contains a 3” lapel 
button emblazoned “See you in 
church.” 


Wagner Switches to MH&] 


Rita Joan Wagner, formerly an 
account executive with Hewitt, 
Ogilvy, Benson & Mather, New 
York, has joined the fashion di- 
vision of Morey, Humm & John- 


stone, New York, in a similar ca- 


pacity. 
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Langeler Gets 5 Accounts 
Langeler Advertising, New Ha- 
ven, a new agency, has been ap- 
pointed to handle advertising for 
Actual Lure Co., New York; Mer- 
chants Chemical Co., Stamford, 


|Conn.; Mitchell-Bradford Chemi- 


cal Co., Stratford; Mettler Machine 
Tool Inc., and Stoddard Products 
Co., New Haven. 


31 Druggists Advertise 
Quarter-page ads in the Times, 

Pawtucket, R. I. featuring fair 

traded products carried by all drug 


stores, are being run by 31 local) 


druggists for three months. 


Medwed Joins Silverman 

L. Buck Medwed, formerly with 
Marvin Gordon & Associates, Chi- 
cago, has joined Silverman Adver- 
tising, Chicago, as account execu- 
tive. 


Arlite Appoints Cayton 

Arlite Industries, aluminum 
storm sash and screen manufac- 
turer, has appointed Cayton Inc., 
New York, as advertising agency. 


SOUNDS GOOD... 
BUT WHO'S GOING 
TO BO THE JOB? 


THEY SPECIALIZE IN 
LOW-COST BOOKLETS FOR 
BUSINESS AND INDUSTRY. \ 
THEY'LL HANDLE THE COMPLETE 
JOB FOR US FROM SCRIPT 
IDEA TO PRINTED BOOKLETS 


A NEW \DEA FOR 

OUR SALES TRAINING 
PROGRAM ? 1 DON'T 
BELIEVE iT/ 


HONEST... AND IT'S A 

6000 ONE! THE BOSS 
/ \S PUTTING OUT A 
FOUR-COLOR CARTOON-TYPE 
BOOKLET TO HELP TRAIN 

DEALERS AND SALES 
PEOPLE / 


| For samples and information about our low-cost picture-booklet service, write to 
Ken Hall at the Post-Hall Syndicate, 295 Madison Avenue, New York 17, N. Y. 
Or telephone Murray Hill 6-4650 if you would like us to call on you in person. 
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Along the Media Path 
@ The Post-Crescent, Appleton, display contest in which all gro- 
Wis., has put together an interest- cers—whether advertisers or not 


ing report for advertisers on “How 
Cheer Was Introduced into the 
Appleton, Wis., Market Area.” It 
tells how the newspaper put on a 
Special merchandising drive for 
Procter & Gamble in late Septem- 
ber and early October that resulted 
in 21,000 lines of grocer tie-in ad- 
vertising on Cheer—a total 
elicited hearty compliments from 
P&G officials. The Post-Crescent 
managed to do this by holding a 


CENTRAL PRESS, INC. 
Publishers - Printers - Lithographers 
ESTABLISHED 193 
Direct Mail - Catalogs - Publications 


one ov more colors 


714 S. Adams St., Marion, Indiana 


that | 


! 


i for 


were eligible for a small cash 
award. Twenty-six of 29 Appleton 
grocery advertisers ran_ tie-in 
Cheer ad copy 

The newspaper holds itself out 
to do similar merchandising work 
other national food advertis- 
ers running large schedules (P&G 
is using 19,000 lines in the Post- 
Crescent over three months). The 
paper guarantees 70% dealer tie- 
ins on grocery products. 


@ WQUA, Moline, Ill., CBS station 
for Davenport, Ia. and Rock 
Island, Moline and East Moline, 


| Ill., has started a “Name the Show” 


contest in which listeners must 
identify caricatures of various 
CBS personalities. Full-page color 
ads carrying the caricatures for 


we 
re 


NO TV ANTENNA’S HERE 


PROGRAMMING 
Plus 
ABC 


and WE 
SATURATE, 


Too! 


Just like a blanket 
of rain — we cover 
the homes in these 
markets with A.M. 
radio .. . and when 
we ask 'em to buy 
—they buy! 


KBRS 


ARKANSAS 


| 
SPOT THESE, Too! 


Buy in a Package... 
One Order — One Bill- 
ing. Sell the home-town 
folks in these markets. 


4------------ 


Represented by JOHN E. PEARSON CO. 


Owned & Operated by 
UTHWESTERN PUBLISHING CO. 


sas; Examiner- 


Southwest Times-Record, Fort Smith, 


Enterprise, Bartlesville, Okla-_ 


| were 


| 


the contest have been running in 
the Davenport Times, Davenport 
Democrat, Moline Dispatch and 
Rock Island Argus, Prizes are a! 
total of $6,500 worth of General 
Electric merchandise. 

e TV Guide, York, 


New reports 


that its circulation for the first six | 


| 


months of 1951 averaged 300,000, 
| compared with an average of 160,- 
000 for the corresponding period in 
1950. This represents gain of 
87.9% 


@ Twenty-one advertisers on 
KGNC, Amarillo, Tex., were treat- 


ed to a round-trip air junket to} 


Dallas for the Texas-SMU game 
Nov. 3, with the station making 
the arrangements and footing the 


for the station's biggest 
its 29-year history. 


year in 

' 
e The three television stations in 
Columbus, O., recently combined 
their facilities, time and talent in a} 
show for the local United Appeals | 
and Red Cross campaign. The sta- | 
tions are WBNS-TV, WLW-C and! 
WTVN. | 
| 
e@ The latest Hoard’s Dairyman| 
| presentation tells why it was no | 
|} accident that the publication was | 
elected by the Holstein-Friesian | 
Assn. of America as its principal | 
| advertising medium. 
} | 
}@ Standard Oil Co. of Ohio has 
honored WING, Dayton, and 
WIZE, Springfield, O., for out- 
standing promotion of the Cleve- 
land Orchestra broadcasts, spon- 
sored by Standard earlier this! 
| year. 


|@ Photo Dealer, New York, has 
| started a continuing series of pro- 
motion pieces, scheduled for once- 
a-month mailing. The first four 
of these ask dealers how sales are 
in Washington, Springfield, Mass., 
Hartford, Conn., and Harrisburg, 
Pa. 


e A new food buying survey taken 
by WOR, New York, reveals data 
supporting the importance of 
Monday-through-Thursday as key 
buying days for grocery shoppers. 
The study showed that seven of 
the 19 leading products surveyed 
purchased more often be- 
| tween Monday and Thursday than 
| on Fridays and Saturdays, the tra- 


ditionally important buying days. 
Moreover, the report states, at 
least 40.4% of all weekly pur- 


chases of 16 items were made be- 
| fore Friday. 


}e@ A new slide film presentation 
|of Family Circle stresses large 
circulation, selective audience, na- 
{tional coverage, high reader 
| ceptance, record continued growth 
jand “economical base rates.” 


ac- 


e A recent promotion for the Des 
Moines Register and Tribune had 
jtwo 6’ in full dress suits 


co-eds 


bill. The trip was to say “Thanks” | 


— 


» a 


BUSY BRUSHES—Foster & Kleiser Co., San 
of the ‘world’s largest outdoor painting” 


Francisco, pictorial artists pose in front 
located on Wilshire Blvd. in Los Angeles 


which features Jane Russell and Robert Mitchum, stars of “His Kind of Woman.” 
The four pointers worked from 8 a.m. to 9 p.m. every day for two weeks to repro- 
duce the three-story mural from an original oil painting. 


delivering apples to local mer- 
chants to alert them to the pro- 
motion possibilities attendant to 
a 14,000-teacher state convention 
in Des Moines early this month. 
Retailers commented enthusias- 
tically about the deal, which also 
sold space, the papers report. 


e Two new publications of the 


| Detroit Free Press are “Changes 


in Dwelling Units by Census 
Tracts in the Detroit Area 1950 
Compared with 1949” and “Popu- 


jlation of the City of Detroit by 


Census Tracts 1950 Compared with 
1949.” 


e@ The second issue of Vance Pub- 
lishing Corp.’s new magazine, 
Home Maintenance and Improve- 
is scheduled for December 
publication, The book is mailed 
direct to home owners on behalf 
of retail lumber and _build- 
ing material dealers and its edito- 
rial content is devoted entirely to 
practical ways of maintaining and | 


ment 


improving the home, with interest 
concentrated on the retail dealer 
who supplies the materials and 
services involved. 


e@ The Hartford Times is sponsor- 
ing a series of weekly clinics for 
home owners and, with the aid of 
local dealers, sessions will include 
talks, practical demonstrations 
and motion pictures on topics of 
interest to the man about the 
house. 


e@ The Oct. 28 issue of the Citizen- 
Times, Asheville, N. C., was its 
third annual “Farm Review” edi- 
tion. The 48-page issue carried 80,- 
472 lines of advertising and more 
than 100 “on the farm” news pic- 
tures, plus a two-color front page 
and an additional color ad in the 
body. 


e Collins, Miller & Hutchings, Chi- 
cago, has devoted the entire is- 
sue of its fall “Illustration” to 
examples of offset platemaking 


| YOUNG C 


highest percent 


onfessi 


NE 
LOS ANGELES « SAN FRA 


TRUE CONFESSIONS has the 


children (four years and under) of 
any magazine except Parents’. 


HILDREN! 


of families with 


Starch— 


At the 
newsstands 

— America’s 
second largest 
selling 
woman’s 
magazine 
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W YORK+CHICAGO+DETROIT 


NCISCO 


| 


TELL YOUR PACKAGING SALES-STORY TO 


| 


| SELECTED READERS .. . 15,000j49%,3WHO CAN 


AND DO REALLY BUY 70% OF THE 


ANNUAL $7,000,000,000 SPENT 
IN THIS MARKET. . .Send 


for full data! 
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and printing, with a low bow to 
Bill Smythe, some of whose widely 
varied works are reproduced in 
the issue. 


@ James H. Quello, 
and public relations director of 
WJR, Detroit, has been elected 
chairman of the United Detroit 
Radio Committee, whose theme, 
“Wherever You Go...There’s Ra- 
dio,” has spread nationwide. The 
seven station group (CKLW, 
WXYZ, WJR, WKMH, WJBK and 
WEXL,) plans to continue the cam- 
paign through March 15. 


advertising 


e@ Recent gimmick presentation of 
WIBW, Topeka, was a plastic) 
cookie and biscuit cutter standing 
in a cardboard display, titled “To 
shape a more effective Kansas sell- 
ing program.” Attached was a 
postage-free card entitling the 
sender to more cutters, as well as 
more information on the station's 
current and future availabilities. 


e U. S. News & World Report is 
informing its advertisers that be- 
yond the new rates it announced 
last May, effective Jan. 4, 1952, it 
does not contemplate any rate in- | 
crease during the coming year. The 
magazine reports that advertising 
sales are up 40° over a year ago 
and circulation is up 23% for the} 
same period 


e To publicize its new name, 
America’s Textile Reporter (for- | 


merly American Wool & Cotton| 
Reporter) on Nov. 1 distributed 
via Western Union messengers | 


fresh chrysanthemum boutonnieres 
to textile and advertising execu- | 
tives in principal cities throughout 
the country. | 


@ Camera’s January, 1952, issue 
presents a new cover design, new 
layout and changed size, from a, 
present format of 642x912” to the 
standard 8'2x11”. Editorial con- 
tent will remain the same, featur- 
ing the how-to-do-it aspect of | 
photography; however, several | 
new features, including a movie 
section, have been added. 


e The Chicago Tribune, with 
funds contributed by readers, has 
sent 3,000 two-pound fruit cakes 
as Christmas gifts for America’s 
fighting men in Korea, The cakes 
were part of a shipload of gifts 


which included canned hams, 
pocket-books, writing kits and 
candy. 


e For the first time in its history, 
WOV, New York bi-lingual inde- 
pendent, reports that all commer- 
cial time is sold out from dawn to 
midnight. 


e@ The 43rd edition of “The Sport- 
ing Goods Dealer Directory of the 
Sporting Goods Trade” is now 
being mailed to subscribers. The 
new edition is said to be the larg- 
est and most complete in the his- 
tory of the trade, containing 848 
pages of information, an increase 
of 60 pages over the largest pre- 
ceding edition. 


e@ The Echo, Moundsville, W. Va., 
celebrated its 60th anniversary on 
Oct. 30. The daily has had the 
same publisher and executive staff 
for the entire 60 years. 


e The growing importance of an- 
nual report advertising is stressed 
in a new 48-page booklet, “Your 
Business Is Everybody’s Busi- 
ness,” just published by the New 
York Times. Annual report adver- 
tising, it is pointed out, is part of 
“a unique feature of free enter- 
prise business and industrial man- 
agement in the U. S. and Canada. 
It is an unparalleled attempt by 
management executives—of com- 
panies large and small—to make 
their business everybody's busi- 
ness.” Copies of the booklet have 
been mailed to more than 7,500 


business, industrial and financial 
executives. 


e A new market study by Collier's 
indicates that among its readers 
82% of the dog owners are buying 
prepared dog foods, with 38° of 
the readers owning dogs. The study 
covers 24 subjects in all 


Aftiliated Elects Harris 
Richmond T. Harris, president 

of R. T. Harris Advertising, Salt 

Lake City, has been elected chair- 


oe 


man of the Affiliated Advertising | 
Agency Network. Mr. Harris is a 
member of the committee on 
newspapers of the American Assn 

of Advertising Agencies and a past | 
president of the Salt Lake City 

Advertising Club. 


Shelhamer Gets Tecler 

Tecler Aluminum Products, 
manufacturer of doors and win- 
dows, has appointed Vance Shel-| 
hamer Advertising, Seattle, to di- 
rect advertising. Trade and direct! 
mail will be used 


81 


The Sun Shines Bright On PADUCAH... 


hoa re @ $500 Million Atomic Plant Is Going Up. 
\ @ Greatest bank activity gain in U.S. 
~ @ No. 1 High Spot City (Sales Management). 


SS The Paducah SunDemocrat 


25,000-Plus Paducah, Ky. Burke, Kuipers 
Daily - Sunday & Mahoney 


- 


Admiration or Appetite? 


You have to stimulate both—say veterans of many successful 
advertising campaigns ...and brilliant, facsimile reproduction 


of original copy is a pretty dependable guarantee of achievement 


... This must be why so many continue to specify ROGERS- 
made photo-engravings, for both color and black and white. 


EN GRAV 1 


N G Cc O M P AN Y 


Master Craftsmen of Photo-Engraving 


CHICAGO 
2001 


CALUMET 


Members of the 
PHOTO-ENGRAVERS ASSOCIATION 
AVENUE © CAlumet 5-4137 * CHICAGO 16 
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Videodex Finds Newer TV Set Owners 


Much Different from Earlier Buyers 


Cuicaco, Nov. 15—As a byprod- 
uct of its work for various clients, 
Videodex has come up with evi- 
dence that the people who have 
bought TV sets since June, 1950 
are unlike the older group of set 
owners --a fact of significance both 
to TV set advertisers and TV spon- 
sors 

Furthermore, the families that 
buy replacement sets (or add a 
second set) make up a different 
market from that of families buy- 
ing their first TV sets since the 
Korean War started 

Charles Callard, research direc- 
tor of Jay & Graham Research, 
which conducts the Videodex pro- 


gram rating service, this week dis- 
closed data on the subject of post- 
Korean set buying, based on a 
sample of 3,000 television homes 
in Baltimore, Chicago, Cleveland, 
Columbus, Detroit, New York and 
Philadelphia 


® Videodex found that one out of 
five families that bought a TV set 
after Korea (and until May, 1951) 
had had a previous set. Two out 
of three of these families disposed 
of their old set, the other one- 
third becoming multi-set families 
(although the second set is not 
necessarily being used). 

Analysis of the figures shows, 


M circulation 


At the 
newsstands 
America’s 
second largest 
selling 
woman's NEW Y' 
magazine 
beceons 


i LOWEST COST PER M! 


TRUE CONFESSIONS cost less per 


Romance magazine with a circu- 
lation over a million. 


rue 


than any other 


onfessions 


+ CHICAGO + DETROIT © 


‘ORK + 
LOS ANGELES + SAN FRANCISCO _ 


Mr. Callard told AA, that replace- 
ment and multi-set purchases are 
y families with larger than aver- 
age income, “a market which may 
be saturated as a result of war- 
time buying motives”; and first set 
purchases indicate that new own- 
ers are primarily “influenced by 
income-price relationships, a mar- 
ket which is not saturated by a}! 
long shot.” 


@ The following breakdown (in 
Column 1) shows the makeup of 
all the post-Korea TV set purchas- 
ers relative to the total population | 
of TV owners. Also shown (in 
Column 2) are comparable percent- | 
ages for families that now have) 
more than one set. 


PER CENT OF ALL TV HOMES 


Note: Where the percentage is higher than 39.9 

in Col. 1 the post-Korea buyers are greater in 
aumber, proportionately, than the earlier buyers, 
and vice versa when the percentage is lower than 
39.9. Im Col. 2, the multiple-set owners are 
Droportionately more numerous than one-set owners 
when the percentage is over 10.7. 


Have Bought 
Bought Set More Than 
After Korea One TV Set 
All Groups 39.9 10.7 
Age of Family Head 
Under 35 43.9 9.4 
35-44 37.2 111 
45-54 37.1 114 
55 and over 443 11.2 
Marital Status 
Married .... 39.7 10.4 
ingle 45.1 13.6 
Other 46. 14.3 
Family Income 
Less than $2,000 43.3 12.3 
.000-3,999 42.7 8.8 
$4,000-6,999 37.9 10.4 
$7.000 and over 33.7 16.6 
Family Size 
1 - 2 persons 46.6 8.9 
3 persons 41.0 11.0 
4 persons 38.9 11.3 
5 and over 33.3 11.3 
Occupation of Head 
Professional & 
mi-prof. 33.0 10.2 
| Qwners, Mors., Supt. 40.9 13.9 
| Clerical, Sales, Office 40.7 118 
Skilled Crafts 40.6 115 
Unshitled 39.3 9.6 
Maintenance . 39.6 114 
Service (police 
fire, ) 31.5 7.5 
Farmers, Farm Help 615 16.7 


56 out 


News Pr 
Are Spo 


Only three of WTAG’s 89 news broadcasts, 
weather broadcasts, and news analyses, 
anytime during a week, are now available 
for spot sale. This pre-eminence is 
nothing new. WTAG's leadership in news 
goes back 25 years, supported by the 
most complete news coverage. 


WTAG maintains four full-time 


newsmen, one each for morning, afternoon 
and evening programs plus a news 


analyst. They draw on th 


Worcester Telegram and Gazette 
correspondents in every part of Central New 


England, and 150 worl 
Press Bureaus, who feed 


directly to WTAG’s News Room. 


See Raymer for the 3 programs now open: 


WTAG 


of SF 


ograms 
nsored 


e services of 200 


d-wide Associated 
their stories 


7:00 to 7:10 A.M. Sat. News 
8:00 to 8:15 A.M. Sat. News 
7:55 to 8.00 A.M. Sun. Weather News 


ALAS 


WORCESTER 


JIM LITTOE. 


Advertising Age, November 19, 


YOU'RE WRONG—Budd Weeding, right, 
TV-radio producer of Leo Burnett Co.'s 
Los Angeles office, is not telling Merle 
Jones, v.p. of CBS-TV network, New York, 
to leave the party, but is pointing to a 
display which salutes the move of the 
transmitter site of KNXT, CBS-owned, from 
Mt. Lee to mile-high Mt. Wilson. 


Widows, Retired, 
Students, etc 49.4 114 

Telephone 

Yes 39.1 10.6 

No .. 53.8 15.0 
Automobile 

ee 38.4 10.8 

No. 49.1 12.0 
Tenure 

Own 10.9 

Rent .. 45.4 10.1 

Other 6 20.0 
Dwelling Unit 

One Family House 38.4 10.7 

Two Family House 40.8 114 

Three family and Over 43.9 98 
Education 

Some Grammar School 47.8 91 

Some High School 37.7 10.1 

Some College 419 12.2 


® Videodex has previously empha- 
sized differences between televi- 
sion homes and non-TV homes. 
Mr. Callard pointed out that even 
in the advance television markets 
(characterized by greater than 
50% saturation), television homes 


1951 


Callard observed, show in general 
that the post-Korea purchasers are 
characterized by greater disper- 
sion. They include younger fami- 


| lies as well as older families, and 


concentration is greater than ex- 
isted prior to Korea. Non-married 
persons began buying sets after 
Korea. Recent set-purchasing 
families are smaller with fewer 
adult women and fewer teen-agers 
and children, although they con- 
tain approximately the same num- 
ber of adult men. The new pur- 
chasers own proportionately fewer 
automobiles, contain more renters 
and more live in multi-dwelling 
units. There are fewer professional 
men but more widows and farmers. 
These families also have a smaller 
number of telephone: and a small- 
er number of radios. Their educa- 
tional background is more widely 
dispersed (i.e., does not concen- 
trate as much among those with 
high school education). 


@® Column 2, he said, breaks out 
as a separate group those homes 
that have purchased more than one 
television set (whether before or 
after Korea), related to the total 
population of TV owners. Differ- 
ences between groups are not as 
extreme, and “the fact that the 
majority of replacements of multi- 
set purchases were made after 
Korea makes it quite apparent that 
the market for new television set 
owners among TV families is more 
diverse than even Column 1 indi- 
cates.” 

“The replacement and multi-set 
purchasers,” according to Mr. Cal- 
lard, “reflect larger families; they 
contain more adult men and adult 
women, and not necessarily more 
children. The tendency among 
farmers and the managerial group 


continue to fall in the middle-age 
brackets, contain more children 
under 12 years of age, do not in- 
clude many small families, receive 
higher incomes, own more automo- 
biles and more consumer durable 
goods, and so forth. 

The line between replacement 
set purchasers (and multi-set pur- 
chasers) and new television fami- 
lies is not always carefully drawn, 
Mr. Callard said. This lack of dis- 
tinction between the two markets 
for television sets is due to some 
extent, he said, to the fact that bus- 
iness analysts have frequently im- 
puted the post-Korea purchase of 
consumer durable goods to stock- 
piling and war scare motives. 


The figures in Column 1, Mr. 


to purchase more than one set 
contributes to the breakdown 
| showing these sales being made to 
| higher income groups. 

“On the other hand, the data 
show how a number of these re- 
placement and multi-set purchases 
are being made by boarders and 
| elderly adults, who fall in a lower 
income group. However, this latter 
group of purchases took place 
largely before Korea.” 


Appointed Publishers’ Rep 

Lloyd Thorpe, publishers’ rep- 
resentative in Seattle, has been ap- 
pointed to handle space sales in 
Washington and Oregon for all 
publications of Hitchcock Publish- 
ing Co., Wheaton, III. 


under ant roof saves time and —. 


~ GLOBE ENGRAVING AND accra to 
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Export Budgets 
Are Unduly Low, 


Thomas Declares * 


} 

Detroit, Nov. 13—Shortsighted | 
practices and double standard ad- 
vertising in the international field 
were condemned by J. B. Thomas, 
v.p. in charge of sales for Reader's 
Digest International Editions Inc., 
in a talk before the Detroit Ad 
Craft Club. 

“Management knows that to doa 
job in this country a certain sum 
of money is necessary,” Mr. 
Thomas pointed out, “and this is 
usually based on a percentage of 
forecast or actual sales. But top 
management usually decides the 
export manager can get along with 
a much smaller percentage of sales 
than the domestic operation.” 

Mr. Thomas emphasized that the 
need today is for extensive ad- 
vertising in order to promote a 
product abroad. He noted that 
while all forms of media, with the 
exception of commercial radio and 
television, are available in most 
countries, the cost is much higher 
abroad because many different 
magazines, newspapers and radio 
stations must be used and special 
ads in different languages must be 
prepared. 


a “There are many companies,” 
he said, “whose export depart- 
ments get one-quarter to one- 
eighth of what domestic promotion 
gets percentage-wise. Yet, they do 
a worldwide business in competi- 
tion not only with other American 
manufacturers but with many for- 
eign companies which make sim- 
ilar products.” 

Mr. Thomas directed attention to 
the growing practice of large com- 
panies allowing their distributors 
abroad to handle their own adver- 
tising with practically no control 
from the home office. This partic- 
ular practice, he said, has resulted 
in more than one company losing 
its place in a foreign market be- 
cause of poor advertising. While 
most foreign distributors are good 
business men, he said, relatively 
few know anything about adver- 
tising values. 


® The need to establish brand 
names, he said, is extremely im- 
portant. People are much the same 
the world over, he pointed out, and 
in .nost foreign countries they are 
becoming more and more adver- 
tising conscious. The importance of 
this should not be lost sight of, he 
suggested. 

The increasing number of com- 
panies using large circulation me- 


oo 


dia in foreign countries is encour- | 
aging, Mr. Thomas said. Many 
companies are using institutional 
advertising and building good will, | 
he noted. | 


® Pointing to what he called the 
double standard, he said: 

“Some companies which consider 
institutional advertising a neces- 
sity in the domestic field still don’t 
see it for overseas. If anything, in- 
stitutional advertising is more ef- 
fective overseas than it is here be- 
cause the general public there) 
knows less about individual com- | 
panies than the public here. 

“This type of advertising is in-| 
valuable abroad,” he said, “not| 
only for the prestige that it creates | 
for the companies using it, but also 
fer the prestige of the United 
States.” | 

In concluding his talk, Mr. 
Thomas quoted the words of Al- 
berto Gainza Paz, deposed pub-!| 
lisher of La Prenza, who said, “In 
the contemporary world it is im- 
possible to have a free press with- 
out economic independence, and 
you cannot have economic inde-/| 
pendence without advertising.” 


| gees iz 


Advertising Age, November 19, 1951 


Agency Gets Playmore Knits 


Playmore Knits of California, 
newly established manufacturer of 
knitted sportswear for boys and | 
girls, has appointed Lockwood- 
Shackelford, Los Angeles, its ad- 
vertising and merchandising coun- 

l. Trade, consumer and direct 
mail will be used. 


WBAT Joins CBS Network 
WBAT, Marion, Ind., will join 
the CBS-AM network, effective 
Dec. 1. The addition of this 250- 
watt station brings Columbia’s 
total of radio affiliates to 206. 


Gianaris Joins Bradham 

Harry Gianaris, formerly news 
director for WTMA, Charleston, 
has been appointed director of 
public relations for Robert E. 
Bradham Advertising, Charleston. 


Root Appoints Petrella 

Albert J. Petrella has been ap- 
pointed district manager in Buf- 
falo for R. Russell Root Co., Pitts- 
burgh, specialist in streetcar and 


Why 


bus advertising. 


Take 

Shots 
in the 
Dark? 
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... When advertising in the Green Bay, Wisconsin, 
Press-Gazette puts your product right ‘'on target’'! 
And for testing, the Press-Gazette offers nearly 
total saturation of a truly typical population. 

, Normal 


Here's diversified industry and busi 


employment and nationality groups. And best 


of all here's size sufficient for adequate spread" 


Grecery Stere Audit Available for tests 
The Press-Gorzette store audit hos o bosic 
pone! of 18 outlets. Soles are deter. 
mined by regular store invoice and in- 
ventory checks. Available without chorge 
for test compeigns. 


ithout surrendering positive control! 


CONTACT THE GENERAL ADVERTISING DEPARTMENT 


GREEN BAY PRESS-GAZETTE 


GREEN BAY, WISCONSIN 


rH 


Goodwill 


Statio 


DETROIT 


Silver Anntvernary Yoar 
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From car many me 


os tho gh “25 years tn vad, 


aw al W 6 J Zh cherish most the pleasant asscctalion with 
4 yal friends and listeners down Ghroagh the yar. JS “ 


you who have made our yours f groeth posuble and we 
ave deoply graleful. 
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MPANION TURNS BREAD LABELS INTO SALESMEN 


M. L. Kiebler of Benton & Bowles shows interest in plan 


Scoring another “first” in point-of-sale promotion of advertised 
foods, the COMPANION is now sponsoring new end labels for bread. 
This is a brightly printed series of 64 COMPANION-tested recipes 
that prompt women to buy many other items throughout store and 
supermarket. 

Backed by a complete merchandising program. millions and 
millions of these new end labels are selling meats, soups, cheese, 
mayonnaise, jellies. butter and margarine. tuna, peanut butter 
and many other foods. 

COMPANION representative Rip Van Winkle is telling this latest 
advertising-support story to Milt Kiebler, Space Buyer and 
Manager of the Outdoor Department at Benton & Bowles, Inc.. 
New York. 


Rip emphasizes the fact that advertisers and agencies realize 
the value of the COMPANION’s cooperation, prestige and impact. 

Readers like the COMPANION: September circulation reached an 
all-time high. 

Advertisers profitably use the ComMPANION: October dollar 
volume was greatest in history. 

When you're in the COMPANION, you are teamed up with a 


mighty, hard-hitting sales force. 


~ A)MPANION 


CIRCULATION: MORE THAN 4,000,000 
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Feature Section 


Advertising Age 


THE NATIONAL NEWSPAPER OF MARKETING 


Dictionary in Reverse 
Letters Are Big Business 
How Ettective Is Advertising? 


Open Those Doors, Arvin 


‘The Picture’s the Thing’ Tells Story 
of Photoengraving Process 


“The Picture’s the Thing,” Collins, Miller & Hutchings’ 
new 16mm motion picture on the art of photoengraving. 
is an unusually lucid documentary. 

It also has terrific “box-office” appeal. At its preview 
at a meeting of the Chicago Federated Advertising Club 
it attracted the largest number of persons (750) ever to 
attend a regular meeting of the club. 

“Our story,” the narrator declares, in 
movie, “begins 93,000,000 miles away 
the sun 


opening the 
on the surface of 
Every instant light leaves from here and a few 
minutes later it lands on earth 

“From any object vou look at, light reflects back into 
your eyeballs and, by a wonderful instantaneous nerve 
process, a picture forms on a screen in your brain 

“The image is translated upside-down,” the narrator 
continues, “but a further refinement of the process flips 
it right side up so fast vou never know the difference. As 
long as you keep looking, the picture is there. But if vou 
shut your eyes, it is gone. 


2) AND THEN TO STRIPPING—In color work, the engraver must 
produce negatives the exact size of the final plates, the 


movie's narrator explains. Special prisms are used for re- 
versing negatives as they are exposed, because the plates 
have to read backward for printing impressions. Special 
equipment is used for photographing color transparencies, 
including gallery cameras and dark room cameras. But 
when the negatives are produced, the really detailed work 


has only begun—then the strippers take over the job 


From here, the job goes to printing on metal 


5) PUTTING THE FIRST ‘BITE’ ON THE PLATE—The burner is really 
only the beginning of the etching process, however. The 
plates are sent to still another crew of craftsmen who 
“have to be able to read dots as easily as you read the 
headlines,” says the Collins, Miller & Hutchings’ narrator. 
The “first bite” is made in the etching machine, which eats 
away metal—‘“just barely enough this time to see how 
things are going and to get a little depth.” From the “first 
bite.” the plate then passes to the “stagers,” the artists 
who paint with acid 


“For centuries, people had no other pictures than the 
reflected images of life. In trying to figure some way of 
re-creating the things they saw, they invented art. In 
time, art developed, but it was stationary. Crowds used to 
gather when the old masters were exhibited—-so hungry 
were they to see pictures. 

“Then, in 1826, 13 years before the introduction of 
photography, a process for duplicating pictures was in- 
vented. This was photoengraving. Look on any newsstand 
today and see the results of that obscure invention of 
1826—-look around you at the civilization of the 20th 
century and see its effects,” the narrator suggests as the 
film opens. 

Prints of the movie are available for showing to per- 
sons in the advertising profession, including adclubs, ad 
directors’ clubs, publishers’ groups and 
addressed to 
Hutchings, 307 N 


agencies, art 
similar organizations 
Roman P. Demski, Collins. 
Michigan Ave., Chicago 1. 


Requests may be 
Miller & 


3) AFTER STRIPPING COMES THE PRINTING ON METAL—After the 
stripper has put the final negative together with special 
glue and a knife as sharp as a scalpel—-a week or more 
may have passed before the work reaches this stage—the 
negative is printed on metal, First. the movie explains, the 
plate is coated with a solution that will fix the image on 
copper or zinc. In general, the printing process is similar 
to that used to make a photographic positive print—ercept 
that the emulsion is so slow tt requires a long exposure 
under arc lights. 


(6) THE ARTISTS WHO PAINT WITH ACID—After the first bite, the 
stagers—artists who paint with acid—powder the plate 
and work it over with a special, acid-resistant ink. “They 
regulate tones and effects by holding back certain spots 
and areas,” says the narrator. Then they harden the ink 
on the omnipresent gas burner and etch some more, where 
necessary, The plate then is repowdered and prepared for 
another “stage.” The process is continued as the stagers 
“translate what they see in the copy into the effects on 
metal that will eventually produce a perfect reproduction. 


é 


'\ j 


Sm ls 


1) IT’S DONE WITH DOTS—“Infinitesimal dots...pick up ink 
in the press and transfer it to paper,” says the narrator in 
Collins, Miller & Hutchings’ new movie on photoengraving 
The photoengraving process begins as a photo, drawing or 
painting, which is finally ready as copy for the engraver 
work, the sereen is the device that makes 
the lights and shadows—to give @ 
For tour-color work, there must be a negd- 


“For halftone 
possible the texture 
picture life 
tire for each color. . and the halftone screen is angled dife 
tere ntly for each color negative 


(4) BURNING HARDENS THE IMAGE After the plate is developed 
and toned with aniline dye to check it 
The 


to produce an enamel that is acid-re- 


photoengravers 
harden the print over gas jets burning operation 
hardens the image 
sistant. The appearance of the plate changes. In general, 
etching takes place between the dots and wherever the 
metal is bare. The 


space where the image has not been 


recorded changes color—the enamel turns red. for ex- 


ample. The burning operation is used for both halftone 


and for line work 


7) COLOR PLATES RAISE TRICKY PROBLEMS—I/f may take several 
days of staging before the picture has been captured on 
metal and there are tricky decisions to make, “like bring- 
ing up the yellow under all the colors that call for solid 
yellow undertone.” After this step, however, there is still 
the deep etch operation and the process involving “drag- 
on’s blood.” As the “bite” goes deeper, there is a chance 
of undercutting, and so the sides are built up by brushing 
on a special red powder 

(Continued on Page 86) 


aaa ‘ e Ee = : a Wick 

e. e _ i% ; 

; ie. 

@ 

ri wer as: 

3 SS 

oO SC ie 

aS 

= re, 

ci 

é . pe; 

Terese. . - ~s 

_ a]. a bey e 
| | aa > ae en Yi } oF > 

| |, a Hf 

' >. ~ a 5 
: wee oul oa Ye tt 

1H co. | ~ ; 5 ia 

f " < a : oa bs a 

2 | Syd: ~*~ u ok 

5 . —— ‘aa 

¥ es ve 

Be Kd ~ 
9 ag 

: ; % 
; ' . : ee i ' . ig 
\ 4 “ Bas. ie tig. ba mS . 3 & . bw -. ns Ky ras : 2 a \ See 
oS ‘ iid dann \ > .\ oe m, = - z ed . : ie a a ji ets 

; > ~ | a as <- 4 " , = a Y = a 4 i ae «De 

 - i— Ss. y. ile a My s Er we - 

4 s ’ - % Ss : : i 7 - o < = 
; Pe : * des. ae an wes ge : ze 

i Be A 4 hie a —_——— & s a 7 2. 4 4 | = 

4 i , ay j i 

f : 4 a ™ “ol ar 4 i oe = Sp ee aR 
‘ -* > ff : ee 3, kre os 

Sees sy a i 44 =. - ay 5 baa 

| id | i] ff «= = 2 

{ “ . 

fn) ay 

BM iz 

| < 

! : 

—“:SSSCs 8; 

4 j belie 

aa ° 

. As Ry, ; ‘a é on 

ae —— | ar io we ” : ie 

‘ ; ay: / 5 mig F a : , ie 

o~ - a a} 0 7% a3 i pee i —— . 4 ¢ by i“ - Si 
. . p 4 : br: 5 . 4 P , “% ee, oa aw oa) ' me 

: ; . aS a : . * & oe ~ ~- . : “4 - © r 4 ¢ a ra 3 “@ ae pam ee @ bs : 

| : re ee a Bat oeme, SR: «= 

+ 2 | / alee > be a 

Jee ee * i ai 2 a me mn es \ =. =, , - Rae * ‘ i aa 

a = ae be ae, — : \ pi <q . . Ms 

. = a Bae . eae a 

~ eae Y, OD e 4 ' ? 2 i a re " Bay 

~ = n . r - f i ss 7 4 ; 5 a ~~ Ri, 

bet, 

ms 

a 

; ay: 

me 

ote 

i 

-_ Se ee A i : si et 


The kind of word 


(8) DEEP ETCHING DOESN'T FINISH THE JOB—Possibly the most 
patient men in a business requiring skill and patience are 
the finishers. They take the deep-etched plate, “hold the 
plate ona little leather bag of sand and go to work with an 
This means really intimate work 
They get right down among the dots that are 
organized to do things to your imagination with printer's 
ink. These boys can clear out dots that are clogged or shave 
dots to reduce their printing surface or they can bring up 
lost dots with the point of a tool and delicate muscle co- 


array of delicate tools. . 
with dots 


ordination.” 


whether or where there 
etchers. 


Trying to Find a Label for a Thought? 


(9) AFTER FINISHING COMES THE ROUTING—Collins, Miller & 
Hutching’s movie on photoengraving describes the tools A critical examination 
used in finishing—the lining tool, angle tint tool, dot- 
raiser, flat chaser, shooter, and many more. After all the 
initial delicate work has been completed, 
mounted on a piece of wood and the excess metal is 
This means still more close 
work. Then, after three weeks or more of effort, the en- 
gravers are ready to pull the first proofs, which will show 
be further work for the 


routed out, as shown here, 


the plate is 


gas burners. . .dragon’s 
highlights and shadows 
mastery of lines and dots. . 


(10) MOMENT THAT TELLS THE STORY—The proof tells the story. 


shows whether the plates are 


“right,” or whether they must be sent back to the etchers 
and finishers for a touch-up of fine points. “Color proofs 
involve critical registration and corrections on as many as 
four plates. It has taken a long time,” the narrator de- 
clares, “a host of chemicals most people never hear of... 


blood...acid baths...feeling for 
. Steady hands. . .patience...anda 
that helped change the world.” 


‘Dictionary in Reverse’ Aids Seekers After Words 


By JOHN CRICHTON 

Ever try to think of a word? The 
kind of word which slips away from you? 
The kind of word which almost writes 
itself for you, but slides gently away? 
which says exactly 
what you mean, and for which there's 
no reasonable synonym”? 

And you can’t look it up in the diction- 
ary, because you don’t know how to spell 
it. And you can’t dig it out of a thesaurus 
because you cannot sum it up in one word. 
You just-know the sort of situation it de- 
scribes, but that’s no help. Because as 
things stand, you're stuck. 

But you aren't stuck if you're near 
Baltimore. In Baltimore there is a physi- 
cian. one Jacob E. Schmidt, of 2924 Brigh- 
ton St., who has a dictionary in reverse 
That's right, a dictionary in reverse—one 
where you start from a definition of the 
word. So if you can phrase the definition, 
you can find the word you're looking for 


e Dr. Schmidt has on file some 80,000 
ecards, which are indexed from meaning 
to word. And if you want to know what 
a neck of land jutting out into water Is 
called, the cards will tell vou it’s a pentn- 
sula 

Strangely, he has no single word for 
the card collection—he calls it the “Vo- 
cabulary Guide and Key to Symbolic Ex- 
pression.” Others have called it simply a 
dictionary-in-reverse 

The Baltimore doctor has worked on the 
idea for 20 years, intensively for the last 
decade. His current stock of cards is just 
the beginning, for Schmidt—now 47—has 
every intention of making it his life work 

One 
mercial possibilities of the Guide. At the 
A number 


immediate question is the com- 


moment, prospects are cloudy 
of publisher 
tion, and most of them have been deterred 
by the cost $50,000) and by 
its estimated small audience. Publishers 
tell Schmidt that it is probably not of 
general interest, but would have an ap- 


have examined the collec- 


(estimate 


peal only for writers and students 


e Dr. Schmidt vehemently disagrees with 
this analysis; in his opinion the work 
would have equal demand with diction- 
aries. He is not discouraged by the tepid 
reception of the Guide by publishers, and 
says flatly that the Guide will eventually 
have equal stature with the dictionary, 
and that he will eventually say to pub- 
lishers, “Look in your clouded crystal 
ball.” 


The doctor is a man of middle height, 
bald, and a bachelor. His office is in the 
corner house of a row of typical Balti- 
more row houses, climbing up beside a 
tree-lined street. He says he has no in- 
terest in making money out of the pro- 
ject, and that he regards it as “a labor of 
love.” “I have a good profession,” he says, 
“and I don’t want to sully the Guide with 
money. It is a primary piece of lexicog- 
raphy.” 

He says he first became interested in 
words when he noticed that people could 
hang on to meanings long after the words 
were forgotten. He says, for instance, that 
if a list of 20 words is given to a man, 
and then taken away after a short time, 
the man can remember only a few words 
on the list. He will be able to remember 
considerably more meanings of words on 
the list, or what they relate to. 

e Dr. Schmidt is well-grounded in words 
and languages, knowing English, Latvian, 
German and Hebrew. And his acquisition 
of the languages is a story in itself, and 
one which accounts for his marked accent 

He was born in Boston in 1904. In 1910, 
his father took the family back to Riga, 
to settle some problems arising out of an 
estate. It was thought that these could 
be cleared up in a few months, but the 
family 
was still in Latvia when the war broke 
out in 1914. The years that followed were 
for the big struggle in 
that area in the war years was not for 


settlement dragged on, and the 


desperate ones, 


knowledge or word-roots, but for food 

It was not until 1921 that the family 
returned to the United States, this time 
to Baltimore, not Boston. Young Schmidt 
went into the public schools, and racked 
up an enviable scholastic record, first 
in Baltimore City College High School, 
then at the University of Maryland, from 
which he got a degree as a graduate 
pharmacist in 1932. He picked up a B.S 
in pharmacy in 1935, and in 1937 got his 
medical degree, also from Maryland. 


e He remembers that, even in the ‘20s, he 
was interested in words, and in the diffi- 
culty in remembering them. He cites an 
example: he noticed that grocers habitu- 
ally put the best berries on top of a box 
with the smaller berries at the bottom 
He thought there might be a word for it, 
and eventually ran across a Johns Hop- 
kins professor who knew the word—t 
deacon 

Anyhow, by 1929 he was beginning to 


WORD, DOCTOR?—Here, dictionary and cards 


in hand, is Dr. J. E. Schmidt, Baltimore 
physician who developed the dictionary- 
in-reverse. The card case has 80,000 words 
indered, by meaning 
scribble down words and meanings on 
pieces of paper, and by 1931 he was start- 
ing his card file 

In the course of the proceedings he be- 
gan to turn up some rather recondite 
words. For instance, a preterist is one who 
turns to the past; debasing noble terms is 
tapinosis, while noble words for a base 
subject is adoxography. A male writer 
who uses a woman’s name is practicing 
pseudogyny, where George Sand was a 
working pseudandrist 

Thanks to the irrepressible Col. Springs, 
callipygian—meaning beautiful buttocks 

is fairly well known to the ad trade, 
but Schmidt points out that brassiere 
manufacturers might be as interested in 
callicolpian 
es “Do you know what a polyhistor is?” 
Dr. Schmidt said, shooting a stern glance 
at the reporter. The reporter said he 
didn’t. “A man with a wide knowledge of 
things,” said Dr. Schmidt, looking a little 
smug 

Well, Polyhistor Schmidt hasn't stuck 
to medicine and words alone. As a matter 
of fact, he seems to regard medicine fair- 
ly casually, remarking, “If I had to make 
a choice between medicine and this 
waving a hand at the card index files, 
“I'd give up medicine. This is my life.” 

In addition to working on words in 
his spare time, Dr. Schmidt is something 


of an authority on radio and electronics. 
In the 1952 edition of John Wiley & Sons’ 
“Principles of Radio,” Schmidt will be 
listed as a collaborator with the books 
editor, Keith Henney. 


e From time to time, Dr. Schmidt is 
struck by the parallel between his life and 
that of George Wither, English physician, 
whose pen name was Peter Mark Roget, 
and who merely developed the thesaurus 
in 1852. Roget, as the ad world may not 
know, also wrote on electricity—“Gal- 
vanism”™ was published in 1848, and Roget 
worked on sewage disposal—and Schmidt 
was consulted when Baltimore tried to 
reorganize its sewage system 

Dr. Schmidt tends to whip out erudite 
words when working with reporters, but 
he insists that the Guide will furnish 
ordinary, working words as well. When 
a topnotch agricultural editor wanted a 
word to use instead of “soil conservation,” 
since he was contending that improvement 
of the soil was now implied as well as 
conservation, Schmidt furnished him with 
soil cosmesis. When an editor of a medical 
economics journal wanted to know how 
to describe the palsy which afflicts a 
young doctor when he meets his first 
patient, Schmidt deadpanned: buck fever 

Dr. Schmidt has concocted his share of 
words, like xrenoepy for speaking with 
a foreign pronunciation. And he rattles 
cheerily around with words like parorexia 
(desire to eat strange foods), haecceity 
(state of being, here and now), and 
scopate (brush-shaped) 


@ And who makes use of the Guide? A 
lot of writers and public speakers around 
Baltimore, and in increasingly wide cir- 
cles. A fairly fat stack of mail turns up 
at the corner row house each day, and it 
comes from people in all walks of life, 
from ambassadors, senators, and the 
White House to occasional communiques 
from penal inmates. They've all got a yen 
for a word, and Dr. Schmidt has a way 
of corralling words which have gone 
AWOL 

So for the man who wants to know the 
word for a strong inclination (penchant) 
to the editorial writer who wants to de- 
scribe a furious driver in an essay on 
hot-rodders (Jehu), Dr. Schmidt is a 
handy fellow to know. 

He doesn't move an inch for the new 
school of vocabulary, either, the school 
that holds the simpler the language, the 
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EDITORIAL POLICY—The American 
Family is planned to interest and 
help the American homemaker and 
her family, and to stir them to 
action so they will go out and buy. 


DISTRIBUTION — Through organ- 
ized independent grocers including 
nearly 300 Wholesale Grocers, 
more than 13,000 Retail Grocers 
and 12 Grocery Groups including 
1G.A., Red & White, Clover Farm 
Stores, Nation Wide Stores, UBC, 
Consolidated Grocers, Creasey, C. 
D. Kenny and the Cooter Company 
and many other Voluntary, Co- 
operative Groups and Unaffiliated 
Wholesalers. 


ADVERTISING—The American 
Family has such leading advertis- 
ers as: Clorox, Cling Peach 
Advisory Board, Tampax, Sta-flo 
Starch, Northern Tissue, Breast 
O’Chicken Tuna, Sani-Wax, Wax- 
tex, American Home Foods, Stand- 


ard Brands, Quaker Oats and 
Gerbers. Fourth quarter advertis- 
ing in 1951 is more than double 
that of 1950. 


INCREASED CIRCULATION—Effec- 
tive February, 1952, the circulation 
rate base guarantee of American 
Family will advance from 500,000 
to 750,000 average net paid. 


REDUCED RATES — By February, 
1952, the per page per thousand 
rate will be reduced to only $2.70 
for black and white . . 
$3.66 for four colors. 


. to only 


Reach —tre rico 


INDEPENDENT 
GROCERY STORE MARKET 


"AMERICAN 


HE MAGAZINE OF THE IN 


hey 


Sell More wuere tue american ramny Buys More! 


NEWS ABOUT AMERICAN FAMILY 


The Independents do 62% of the total retail grocery volume! 
Hit a big part of this rich market with American Family, the 
only magazine of the independents . . . distributed exclusively 
through independent wholesalers. Put your advertising to work 
where the American homemaker buys more. Use American Family 
... the magazine women buy to 
read ... and read to buy! 


THE AMERICAN 
FAMILY MAGAZINE 
CHICAGO 
53 W. Jackson Bivd., Chicago 4, Il, 
Tel. WAbash 2-8916 
NEW YORK 
280 Madison Ave., New York 16, N. ¥. 
Tel. MUrray Hill 5-3909 
LOS ANGELES 
816 W. Fifth St., Los Angeles 13, Cait. 
Tel. TUcker 9154 
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easier the thought, of which Dr. Rudolf 
Flesch is the principal apostle 
“Constantly cutting off your vocabu- 
lary's periphery eventually leads to Basic 
English,” Dr. Schmidt objected, and he 
argues that, “since you either progress or 
retrogress in vocabulary, I cannot be- 
lieve that Dr. Flesch’'s attitude is good 


for the long run.” 

Further, he thinks that simplified lan- 
guage misses the important shading of 
meaning in words. “How simple can you 
get?” he asked, with an expository wave 
of his hands. “Language is like a pallette, 
and the words are dashes of pigment. If 
you don't throw in a certain word, you 
rob the thought” 


Mail Order and Direct Mail Clinic. .. 


Letters Are Big Business 


By Wuirr Nortamore Scuu.tz 


Boyce Morgan, ex-v.p. of the alert Di- 
rect Mail Advertising Assn., 


recently in “The Business Letter Digest’ 


was quoted 


with the statement that more than $12,- 
000,000 is spent on letter writing every 
business day. That's about $4 billion a 
year! 

Believe it or not, this amount Is con- 
siderably more than is spent in roughly 
the same period by American business for 
all forms of advertising—radio, TV, out- 
door, newspaper, magazine and direct 
mail 

Although this staggering total is spent 
on routine daily correspondence, most of 
the ietters mailed from U.S. firms are 
mighty bad 


® Letter writing is not easy. It requires 
a certain amount of skill, lots of practice 
und intelligent thinking 

Every letter that leaves an office can 
do a bad or a good job; a letter is your 
salesman in print. When a letter is sent 
to an inquiring customer, it should be 
neatly typed; it should be friendly; it 


should answer the customer's inquiry 


Salesense in Advertising ... 


tully; and, if an order is sought, a request 
for it should be included 

Earle A. Buckley, the scholarly presi- 
dent of the Buckley Organization in Phila- 
delphia, passed along these letter-writing 
rules at the recent DMAA convention. I 
think they're excellent. And if all of us 
letter writers followed these rules, the 
$4 billion invested in letters each year 
would bring back far greater returns. 


@ Here are Mr. Buckley's rules 


1. Keep it simple 

2. Keep it sane. 

3. Keep it clear, understandable 
4. Keep it specific 

5. Keep it believeable 

6. Keep it appropriate 

7. Keep it informative 


If you keep in mind the reader's ap- 
proach, your letters will be far more ef- 
fective. Tell the story in terms of the 
prospect, Mr. Buckley adds, and forget 
yourself and your own interests com- 
pletely. 

Do this and your letters will carry 
au greater impact and bring customer sat- 
isfaction and sales 


‘Advertising... the Least Effective 
of All the Activities of Man’ 


By James D. Woo.r 


Thoughtful advertising men will not 
dismiss lightly the talk before the Bos- 
ton Conference on Distribution by Victor 
M. Ratner, vice-president and advertis- 
ing director of R. H Macy & Co 

Mr. Ratner asserted 
that “advertising in 
many Ways 1S still the 
least effective of all the 
activities of man.” 

He declared that 
80 of the merchan- 
dise Macy's seils every 
day is not advertised 
This should not lift an 


evebrow among well- 


Jim Woolf 


informed members of 
the advertising brotherhood. The 80% 
Macy figure is probably about right for 
the nation as a whole 

The products the consumer spends his 
money for fall in two broad classifica- 
tions Gne is the minutia of merchandise, 
such trifles of relative inconsequence as 
cigarets, candy mints, lipsticks, and shav- 
ing lotions. The other I shall eall “dur- 
ible goods” for lack of a better name. I 
suspect that a substantial portion of 
Macy's 80° 
the durable goods variety 


non-advertised volume is of 


The fact is, and surely it’s no secret 
that the Croesus fortune spent for nation- 
al advertising is concerned primarily with 
the promotion of minutia. The big na- 
tional media, especially magazines and 
radio, could not exist without the income 
from cigarets, soft drinks, candy bars, 
hard liquors’ and beer, vitamin pills 
(many of them of doubtful value), minor 
food items, cosmetics, breath-sweeteners, 


laxatives (some of them probably harm- 
ful), and other patent medicines and 
panaceas, “miracle” soap products, lo- 
tions, razor blades, and so on. 


Where Advertising Is Impotent 

It is a common assertion in our trade 
that advertising is the very warp and 
woof of our national economy. I have on 
occasion said so myself. But sometimes 
I wonder. If Mr. Ratner’s charge is true, 
or even approximately true, advertising 
has no direct important effect on the pur- 
chase of billions of dollars’ worth of mer- 
chandise in this country. 

If vou think Mr. Ratner’s figure of 
80°) is too high, look at your own home 
Or, if you are homeless, come look at 
mine. The only nationally advertised item 
in our kitchen is a Servel refrigerator. Not 
a single item of furniture (unless Sim- 
mons mattresses classify as “furniture’’) 
is a nationally advertised product. The 
rugs and carpets on our floors, the draper- 
ies on our windows, most of the clothes 
in our closets, all of our lamps, ashtrays 
and sundry bric-a-brac, our heating sys- 
tem, and everything in my study (except 
my Royal portable) have never been na- 
tionally advertised. Not a single branded 
brick or a slab of lumber or a length of 
pipe was used in the construction of my 
house, and not a single advertised item 
(except Vigoro) was used in landscaping 
my grounds. I don’t know who made my 
lawn mower, wheelbarrow, hose and 
sprinklers, and a considerable and fairly 
costly variety of garden tools. And all 
this despite the fact that, naturally 
enough, I have a strong predilection for 
advertised brands 

It is in this area of merchandise that | 
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The Creative Man’‘s Corner... 


FERENCE! 


Brings every station closer 
-makes every picture clearer 
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am in particular agreement with Mr. Rat- 
ner’s charge that “advertising in many 
ways is still the least effective of all the 
activities of man.” 

There are a number of reasons, which 
we need not go into here, why it is diffi- 
cult to advertise durable goods success- 
fully. One reason, which I do want to go 
into here, is the indifference of advertis- 
ing agencies with reference to durable 
goods accounts. Time (issue of Oct. 29) 
must have been thinking of this indiffer- 
ence when it referred to “big-city admen 
in their chase for cigaret accounts.”’ Most 
of the really talented copywriters, and 
this includes the high-priced boys in the 
big-time agencies particularly, devote 
their energies strictly to minutia mer- 
chandise. Many of them, through lack of 
experience, don't know how to write sell- 
ing copy for the kind of merchandise that 
constitutes 80% of Macy's volume. Their 
genius for producing clever slogans and 


Arvin's ‘Visible Value’ 


The Corner is not sufficiently hep to the electronic mysteries of television 
to know whether the 26 tubes in an Arvin TV set are more or fewer than the 
tubes in an RCA, a Philco or a DuMont—or if al! Arvins boast 26 tubes. 
Neither can he be sure that these 26 tubes actually do bring “every station 
closer” and make “every picture clearer.” As a television user, however, The 
Corner is quite convinced that these facts are a whale of a sight more com- 
pelling than the headline VISIBLE VALUE—-VV—-YOU CAN SEE THE DIF- } 


As a matter of fact, vou can't see the difference 


ask him if it looks any different from 
any other make. It doesn't. It might even be a radio or a radio phonograph. 
Buried in the copy is another compelling statement that deserves display 
“So powerful that a special control is provided to reduce signals of nearby 
True or not (after all, most sets have a volume control), this is 
a challenging and intriguing piece of information. But where is this control 
and what does it look like? Ali the illustration shows is cabinet work and 


VISIBLE VALUE and the VV symbol may have great fascination for the 
manufacturer, but the potential purchaser is primarily interested in what 
he’s going to get in an Arvin, proof of what he’s going to get and specific 
cabinet doors, Arvin, and let that visible 


were 


in this Arvin. If you think 
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catchy singing commercials for cigarets, 
breakfast cereals, soap chips, and beer 
availeth them not in the durable goods 
field. Indeed our entire advertising struc- 
ture is built around the promotion of 
minutia. The Nielsen audits have to do 
primarily with trifling items. Pantry sur- 
veys and consumer paneis concern them- 
selves primarily with soap powders, 
cereals, cake mixes, and other such minor 
items of living. 

There is nothing wrong in this situa- 
tion. The advertising agency exists solely 
as a money-making enterprise, and for 
no other reason. Minutia products—fast- 
turnover items that most people buy and 
use every day—are, naturally enough, 
the agency’s largest and most profitable 
category. And there is nothing wrong, of 
course, with the vigorous promotion of the 
countless small items that make our lives 
easier and pleasanter; one shudders to 
think what life would be like if we were 
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Is the RURAL SOUTH 


BIGGER 


than your plans? 


“Throughout its 99 vears as a builder of 
highway transportation, Studebaker has 
found the Southern market of great im- 
portance. The enviable economic growth 
which the South has enjoyed, particu- 
larly during the last decade, has been 
the solid basis on which we bave devel- 
oped our own plans for business in that 
area. We fully expect the Seuth to be of 
increasing importance year after year 
in the expansion of our sales of cars and 
trucks.” 


K. B. ELLIOTT, Executive Vice President 
The Sedeboher € - 


P 


“To judge the prosperous South, look 
into its grocery stores—you will see 
aggressive merchandising at its most 
modern best...and, the best includes 
QUALITY products. 

“We value the lovalty of rural South 
customers— that is why for the seventh 
consecutive year we are renewing our 
schedule on Skinner's Macarom Prod- 
ucts and Skinner's Raisin- BRAN in 
THE PROGRESSIVE FARMER.” 

JOHN T. JEFFREY 
Vice Pres. in Charge of Soles 
f ing C 


vy 


Skinner 9 


“Among the most rapidly growing elec 
trical areas in the nation, going back 
before World War I1, is the rura/ South 
This growth is reflected in the terrific- 
ally high volume of automatic washers, 
dryers and ironers sold down there in 
recent years, following a period when 
the electric range and refrigerator were 
very strong. There are more than 
2,000,000 electrified farms. There is no 
more dramatic evidence of economic 
growth in any other place in the nation. 
The relative compactness of this section 
points to a potential for even greater 
growth than many in other parts of the 
nation realize. | think the big job now 
is just to tell a good story to do a good 
selling job.” 


E. R. TAYLOR, Vice President and 
General Sales Manager, Hotpoint, inc. 


Is enough of your advertising placed 
where it will sell the prosperous families 
of the 14 Southern states? Here is how 
they used part of their enormous buying 
power during 1950: 


TYPE OF STORE PURCHASES 

Automotive $7,735,000,000 
Food 7,000,000,000 
General Merchandise 4,170,000,000 
Furniture — Household— Radio 1,826,000,000 
Drug 896,000,000 


The South is the fastest-growing big 
market available to advertisers today. 
Yet some advertisers still depend on 
incidental and inadequate advertising 
coverage of this big, robust, up-and- 
coming market. 

To get your share of new business in 
the new South, base your advertising 
plans on the fact that the South is 53.6°; 
rural in population. ( The remainder of the 
U’. S. is only 28.8"; rural in population. ) 

National weekly magazines do not 
adequately cover the rural South. Rural 
Southerners (15.6°; of the U.S. popula- 
tion) are reached by only 3.5°7. of the 
combined total circulation of Life, Look, 
The Saturday Evening Post, Collier’s, 
Time and Newsweek.* 

National monthly magazines do not 
adequately cover the rural South. Rural 
Southerners (15.6°; of the U.S. popula- 


tion) are reached by only 3.6°% of the 
combined total circulation of Ladies’ 
Home Journal, Woman’s Home Com- 
panion, McCall’s, Good Housekeeping 
and Better Homes and Gardens.* 


To sell the rural South, place your 
advertising in The Progressive Farmer. 
With more than 1,182,000 subscribers in 
the South, The Progressive Farmer fills 
a big gap in your advertising coverage 
of this big, rich and growing market. 

In the rural South, The Progressive 
Farmer offers you intensive readership 
... powerful reader influence . . . loyal 
women’s interest... high average sub- 
scriber income ...vigorous, healthy cir- 
culation growth . and far greater 
merchandising value than any other 
magazine. 


Leading advertisers recognize the 
fact that any advertising plan must in- 
clude The Progressive Farmer to ade- 
quately cover the rural South. That's 
one reason why The Progressive Farmer's 
January-October, 1951, gain and its total 
post-war gain in advertising linage is 
greater than that of any other farm 
magazine in the U. S. 

More Southern rural families read 
more advertising in The Progressive 
Farmer than in any other publication. 


*'Bural Cirenla a ' i? sppliing t ach publication's 
cireulation the wer ee of : Place mt OO popula 
thon”” as give t rut ors Statement — Decenher " 
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| The SOUTH is the fastest-growing BIG market ! 


During the last five years: 


The South's cash farm income increased 37.3‘, as The South's farm-owned tractors increased 70.4 
compared to a gain of 31.1‘; for the rest of the as compared to a gain of 45.6‘, for the rest of the 
country. country. 

The South's index of consumer buying led the The South's farm-owned trucks increased 89.5; 
U.S. every month of every year, according to Dun’s as compared to a gain of 68.4‘, for the rest of the 
Review Trade Barometers. country. 

The South's electrified farms increased 155.9; as The South's farm-owned passenger cars increased 
compared to a gain of 37.7‘; for the rest of the 45.4‘; as compared to a gain of 36.6‘, for the rest 
country. of the country. 


Advertising Offices: BIRMINGHAM * RALEIGH * MEMPHIS * DALLAS * NEW YORK + CHICAGO + Edw. S Townsend Co., San Francisco, Los Angeles 


The Progressive Farmer 
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to forswear our small conveniences and 
little luxuries for the old horse-and-bug- 
gy standard of living. 

No, there is nothing wrong with ag- 
gressive promotion of small items. What 
is unfortunate, I believe, is that the in- 
tense preoccupation of able admen with 
the agency’s largest category has taught 
them very little about how to produce po- 
tent copy for the promotion of durable 
goods. I feel certain that Mr. Ratner must 
have been thinking of durable goods when 
he charged that “advertising in many 
ways is still the least effective of all. the 
activities of man.” 

The fact, as I see it, is that the “science” 
of advertising minutia merchandise on 
the one hand, and of durable goods on the 
other, are as far apart as the two poles. 
As “sciences’—or “arts’’—they seem to 
have little in common. The difference is 
that the producer of copy for trifling mer- 
chandise does not have to wrestle with 
the problem of credibility. Ballyhoo will 
separate a consumer from two-bits for 
a package of cigarets, but his purchase 
of a $400 carpet for his living room is 
quite another matter. 

I suggest that, outside of the field of 
trifles, the American people accept ad- 
vertising with a very large grain of salt. 

Every consumer study I have seen on 
the question of what the consumer thinks 
of advertising, and there have been dozens 
of them, presents a disturbing picture. As 
far back as 1946, when advertising wasn't 
quite so zany as it is today, the Commit- 
tee on Consumer Relations in Advertising 
Inc. found that only 12% of 2,000 con- 
sumers thought the wisest way to buy 
was to ask for a well-advertised brand. 
A study by Henry Abt, managing direc- 
tor of the Brand Names Foundation, 
found this situation when he questioned 
a panel of consumers: 

50% discounted advertising slightly; 
23° discounted it considerably; 
17% discounted it greatly; 
10% discounted it totally; 
0% gave it full credence. 

Despite this vote of no confidence, ad- 


Employe Communications... 


vertising is unquestionably effective in the 

field of the small purchase. Why is that? 
I submit that the reason may be that the 
American consumer is indifferent about 
the morality or good taste or credibility 
of advertising that deals in trifles. He is 
not offended by advertising of items of 
inconsequence no matter how silly or 
incredible it may be. If, like the funnies, 
it diverts him, that’s swell. He may not 
really believe that “Luckies Taste Bet- 
ter than Any Other Cigaret,” or that 
Chesterfields leave “No Unpleasant 
After-Taste,” but—so what? What’s a 
guy got to lose on a two-bit purchase? 


@ If what Mr. Ratner asserts is true, or 
even approximately true, then the Ameri- 
can people do not take advertising ser- 
iously when important purchases are in- 
volved. The responsibility of the low es- 
tate into which advertising has fallen rests 
squarely on the shoulders of those who 
produce and sponsor so much that is hog- 
wash in present-day advertising. 

Advertisers of durable goods will do 
well not to ape the ballyhoo techniques 
and methods of advertisers of minutia 
merchandise. Purchasers of important 
products want information—and they 
want truth. What is so often objection- 
able—the reason so many consumers take 
such a dim view of advertising—is exag- 
geration and occasionally outright men- 
dacity. Fairfax M. Cone once put it this 
way: “It should be the selfish aim of ev- 
ery one of us to see that our advertising 
tells the truth...A single exaggerated 
claim in a newspaper or magazine ad or 
over the air contaminates every other ad- 
vertisement to which the reader is sub- 
jected—for days or maybe weeks or 
months.” The italics are mine. 


8 Probably I am guilty of oversimplifi- 
cation. There are a variety of reasons for 
the relative impotence of durable goods 
advertising. But I feel sure that Mr. Cone’s 
“contaminates” points at the most alarm- 
ing reason “advertising in many ways is 
still the least effective of all the activi- 
ties of man.” 


How About Ads in Employe Publications? 


By Rosert Newcoms and Marc SAMMONS 

At the annual gathering of the Ameri- 
can Railway Editors Assn. at the Green- 
brier, White Sulphur Springs, W. Va., the 
subject of advertising in employe publica- 
tions recently reared its head. The ban- 
ner was raised (and abruptly lowered) 
by Harry F. Tate Jr., advertising agent of 
the Missouri-Kansas-Texas Lines, who 
presented both sides of the issue and al- 
lowed editors and railroads to decide for 
themselves 

Several railroad publications have been 
carrying advertising for years. It is ar- 
ranged so that an advertiser may buy 
space in a group of employe journals, ra- 
ther than through individual insertions. 
When the circulations are totaled, an ad- 
vertiser is found to have bought a pretty 
fat audience 
@ Adman Tate makes a stronger 
against advertising in company maga- 
zines than he does for it. His first favor- 
able contention is that “a magazine, 
whether company or national, without ad- 
vertising is just like an automobile with- 
out a spark plug—it just doesn't run right,” 
a viewpoint certain to amuse a few peo- 
ple in the neighborhood of Pleasantville, 
N. Y. Paid advertising, Tate says, should 
and will “add to your readership interest; 
it will enlighten and dress up your publi- 
cation. All advertising copy, we know, 
keeps abreast of changing times and this, 
in turn, keeps your readers up to date on 
what is happening in the advertising and 
merchandising world.” He takes appro- 


case 


H. F. Tate Jr 


priate note of the fact that “the revenue 
from the advertising helps to defray the 
cost of employe publications.” And he 
concludes the pros with this: “If you have 
the space, sufficient office force and you 
honestly believe that advertising has a 
place in your publication, by all means 
carry it.” 

Tate gives three reasons why company- 
sponsored publications “should not enter 
the advertising field as a trade journal 
would.” They are: 

1. It's cheaper. Tate points out that the 
ad-free employe paper has no need for 
a costly solicitation staff. 

2. It enables the policies of manage- 
ment and employes’ topics to be pre- 


sented “with bias.” The M-K-T adver- 
tising agent adds that “employe maga- 
zines should be produced with the idea 
that they are to inform employes about 
their management and tell about their 
fellow-workers’ activities. With paid ad- 
vertising of many different companies 
cluttering up the pages, it is possible that 
the messages of management and employe 
articles would be crowded into the back- 
ground. Without worrying about dead- 
lines for ads, [the editor] can devote 
more attention to contents and makeup. 
Also, you can present information with- 
out interference or threats from various 
advertisers (and I am sure many of you 
have already had this experience) who 
might not be included in your columns.” 


Advertising Age, November 19, 195) 


Tate’s concluding point against adver- 
tising is that apparently some publications 
(“not necessarily railroad magazines”) 
have used pressure through their purchas- 
ing departments “to get advertising from 
various suppliers.” He feels, parenthetic- 
ally, that employe publications soliciting 
advertising would invade the territories of 
business papers “dependent upon adver- 
tising for a living.” 

The total circulation of employe publi- 
cations in this country and Canada is put 
at 50,000,000. That's a whale of a reader- 
ship among the people who right now 
have money to spend. Does management 
want the aid of paid advertising? Do ad- 
vertisers consider it a good market? A 
lot of people would like to know. 


The Eye and Ear Department... 


Versa-Tile Bonny 


When one has been away from televi- 
sion for all of a week, he flicks on the 
switch of his repaired set and awaits the 
swirling flicker of light upon the screen 
with no little anticipation. Listening to 
radio has been like sitting before an unlit 
fireplace. There's something intimate, 
close and real about television. The per- 
formers aren't off in a studio somewhere 
—they're right in your living room. 

Unfortunately. Particularly when you 
return to television via the Bonny Maid 
show—"“Versa-Tile Varieties’—thought- 
fully presented only every other week 
over ABC-TV, Friday nights from 9:30 
to 10. 

Bonny Maid (floor coverings) is cur- 
rently presenting a series of younger teen- 
age musicals. They smack of an attempt 
on the part of the sponsor to get some- 
thing cheap. The kids who appear on the 
show seem selected neither for size, shape 
nor talent. When they dance, you wish 
they'd sing; and when they sing you wish 
the repair man hadn't brought your set 
back so soon. 

A cut under the kids is Lady Iris 
Mountbatten, who appears on the show 
in a Somerset Maugham sitting position 
and introduces the various segments of 
the half hour with a mincing British ac- 
cent, an expression that looks as if she’s 
sucking on a sour ball, and a side-wheel- 
ing manner of applauding that makes her 
appear slightly off balance (sic). 


Tips for the Production Man... 


LADY IN ACTION—Lady Iris Mountbatten il- 
lustrates with gestures in this scene from 
the Bonny Maid show. 


The commercials still feature those hor- 
rible ogres, Wear and Tear—dressed as 
if they were out for a trick or a treat. 
They are constantly baffled in their nefar- 
ious intentions by sweet little Bonny Maid 
in a Scottish outfit and, of course, by 
Versa-Tile. 

This Department reviewed the Bonny 
Maid show a goodly time ago. Its opinion 
hasn't changed—about either the show 
or the commercials. The Bonny Maid show 
still suffers from what appears to be a 
desire to be on television without a cor- 
responding willingness to spend what it 
takes to be on television right. 


Right Choice of Page Size Saves Money 


By Kennetu B. ButLer 

The choice of a type page size for a 
catalog or booklet based on whim or ar- 
tistic impulse may end up by costing real 
money. Long ago planners of printed 
literature developed rectangular-shaped 
page sizes in a range that seemed to fit 
most needs of advertising. Paper makers, 
printing press manufacturers, and en- 
velope makers developed paper and press- 
es and mailing envelopes to synchrenize 
with these needs. Paper houses carry 
stocks of papers for these sizes. 

An off-size piece of advertising litera- 
ture, while possibly arresting in shape or 
size, usually forces the printer to use a 
sheet size that prints to waste on a press 
not utilizing its full printing capacity, and 
may cause need for special making of 
mailing envelopes at extra cost. 


Moreover, common paper sizes permit 
the printing without waste of page multi- 
ples of 4, 8, 16, or 32 pages to a form. 
As a rule, forms of 12 pages or 24 pages 
require special size paper not always 
stocked by paper merchants. Printing and 
binding costs are increased by breaking 
a 24-page form down into an 8-page and 
a 16-page form, provided the printer has 


a press capable of running the larger form. 

What’s more, standard paper sheet 
sizes were developed before the trend to 
widespread bleed-off pages became so 
prevalent. Thus, any decision to use in- 
discriminate bleeds should carry with it 
a decision to reduce the trim size of the 
advertising piece if standard stocked pa- 
pers are to be used. Here again, the use 
of a standard trim size book with wide- 
spread use of bleeds may force the use 
of a larger size paper which cuts to waste. 

If the quantity of booklets to be printed 
is large and will use 5,000 pounds or more 
of one kind of paper, a special mill mak- 
ing can be accomplished. This makes it 
possible for large users to adopt off-stand- 
ard trim sizes, provided they allow 
enough time for the paper merchant to 
procure a mill order. 

The following table of trim sizes keyed 
to standard size sheets may be helpful 
as a reference when planning a booklet, 
catalog, or other printed material: 

Standard Page Sizes That Cut Without Waste 

Page Sheet Page 
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Rural Electrical Dealers ‘Appear Lax 
in Soliciting Farm Trade,’ Study Shows 


ATLAnTic City, N. J., Nov. 13— 
Electrical product dealers in rural 
areas “appear to have been lax in 
soliciting the farm trade,” it was 
reported today at the annual meet- 
ing of the National Electrical 
Manufacturers Assn. 

A survey of 1,997 farm families 
in 39 states showed that the re- 
tailers make little use of direct 
mail, telephone or personal solici- 
tation of their customers, mem- 
bers of NEMA’s major appliance 
division were told as the meeting 
opened in Haddon Hall Hotel 
here. 

The study was a joint research 
project of the association’s Farm 
Electrification Bureau and the ad- 
vertising department of Country 
Gentleman, supervised by the Cur- 
tis Publishing Co.’s research de- 
partment. 


® “By far the largest majority of 
farm families indicated that so 
far as their electrical product 
needs are concerned the retailers’ 
sales and promotional efforts left 
much to be desired,” the report 
said. “For the most part, purchase 
initiative seems to originate with- 
in the farm family itself.” 

In the field of major appliances, 
more than half (51.7%) of the 
families said they received no di- 
rect mail solicitation from the re- 
tailer from whom their last pur- 
chase was made. More than nine 
out of ten (94.2%) reported no 
telephone contact, and more than 
seven out of ten (72.4%) said no 
personal call was made by the 
dealer or his representative. 

For farm production equipment, 
the figures were 46.9% reporting 
no direct mail, 90.3% no tele- 
phone call, and 73.2% no personal 
call. Lighting and wiring equip- 
ment buyers listed similar fig- 
ures, with 64.6% receiving no di- 
rect mail, 95.6% no telephone call, 
and 81.3% no: personal call 


@ The survey also revealed that 
brand preference, service facili- 
ties, dealer reputation and pre- 
vious dealings exert more influ- 
ence on the rural buyer than 
store location, price or trade-in 
offers. Of the major appliance 
buyers, 55.8% said their last pur- 
chase was made from a particular 
retailer because he “carried pre- 
ferred brands.” 

Service facilities were cited by 
39.5%, past business dealings by 
36.5% anc reputation by 35.7%. | 

In the case of production equip- | 
ment, preferred brands ranked | 
first with 48.8%; past business | 
dealings second with 40.1%; serv- 
ice facilities third with 36.8%, 
and reputation fourth with 35.4%. 
Lighting and wiring equipment 
purchasers listed service facilities 
first, with 43.9%, reputation sec- 
ond with 42% and location third 
with 40% 

The researchers warned, how- 
ever, that the use of a partial 
checklist of reasons “rather than 
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an opportunity for a completely 
voluntary expression of opinion 
may have resulted in creating un- 
due weight or bias in the answers.” 


CBS Reports 1951 Gains; 
Gross and Net Increase 

Columbia Broadcasting Sys- 
tem, New York, has reported a 
gross income of $119,731,379 for 
the nine months ending Sept. 29, 
1951. This compares with $85,946,- 
982 for the corresponding period 
in 1950. Net income for the first 
nine months of 1951—-$3,532,666— 
also was up over the 1950 nine- 
month figure of $2,670,783. 

These figures include the opera- 
tions of the Hytron group (Hytron 
Radio & Electronics Co., Salem, 
Mass., and CBS-Columbia, for- 
merly Air King Products Co.) 
since June 15, 1951, when CBS ac- 
quired the manufacturing com- 
pany 


Peas, Corn Get Hines Label 

Country Gardens Inc. Mil- 
waukee, vegetable products can- 
ner, has been authorized by Hines- 
Park Foods Inc., Ithaca, N. Y., to 
use the Duncan Hines label on 
canned peas, corn and mixed vege- 
tables, with a franchise to mar- 
ket the peas and corn products in 
the eastern two-thirds of the 
country and the mixed vegetables 
nationally. Franchises previously 
have been granted on tomato prod- 
ucts, pumpkin, canned dry beans, 
and carrots and beets. Country 
Gardens expects to put the Dun- 
can Hines products on the mar- 
ket within 60 days 


Mastic Sets Winter Drive 
Mastic Tile Corp. of America, 
Newburgh, N. Y., has scheduled 
full-page, b&w ads for its 
MATICO asphalt tile flooring to 
run in the December and January 
issues of a list of building trade 
publications and in Popular 
Mechanics, Popular Science 
Monthly, and Science and Mechan- 
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ics. In addition, a four-color in- ter-spring issue of Small Homes 
sertion is scheduled for the win- Guide. 
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Noses 
aunt fast 
f, oY flowin’ 


They're for powdering, peering down, prying. For profiles 
. . » making for history like Jimmy Durante, Cyrano de 
Bergerac, or Bob Hope. 


Or for counting—and thereby hangs a tale. 


WEEKEND PICTURE MAGAZINE has counted noses. 
All kinds. All over Canada. As a result, WEEKEND PIC. 
TURE MAGAZINE has changed the entire media picture 
in Canada. For WEEKEND PICTURE MAGAZINE goes 
where the money is. More than 80% of its over 950,000 
circulation is concentrated in the cities where more than 
half of all Canada’s retail sales are made. 
PICTURE MAGAZINE is read by more than half of all 
the English-speaking families in these cities. 


WEEKEND 


This ts important to those who are watching selling costs 
with a critical eye. For it must cost less to secure sales in the 


areas where the most people live and spend. 


Facts and figures available from O’Mara & Ormsbee, New 
York; The John E. Lutz Co., Chicago, and our offices in 
Toronto and Montreal. 
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The Montreal Standard Publishing Company 


ee = ee 

I sag a 

i ty 

! | 7 

: i | i ' 

‘ H fi : ee 
ee eat ae! fepra® ff une pert a geen ie Bee oS “ ’ 

: LOS ANC SAN FRANCISCO | A) 

: rs : eS 

i i oes 

t 5 San 

: by 

i ' BS 

' . ge 
Se 

oe. 

id wae 
esi OE) Gar : 

| | | GF a 

F " ? : . ! ) = ‘ Kn ; 
a ~ : a _ 
~ ef b . L : F as 
: \ 7 ‘ tee: 7 
} e f we 

. ee 

eo ' | | R ———— 
; yg ‘ ae 

| a) > ‘2 
: d + ae 
ae 4 F 4 * ca 
| - 
: } 2m 
on va] sae 
Ga | a 
- : 
— 
a 4 
— — . 
a \ 3 
=) is 
: }; a 
: @ =e 
: € i: 
JS 4 ate 
a ' aa 
! ey 
re ie 
wes, } —————— ' c a 
: eet 
-§ 2 
aa CO a aN oo 
“% reacties eaasicnrsineniinainiicaaieemte SS ee 
oa 4 *°% am 
et ey, em 
, " . oh Ws 
i: ER 
a ee e. 
; > | Dy 

| | mee f ey 
i ~ 1 Ss ie . 
ants ant rachon améhur hobbyt chs — 

: | ee 

eee 

ioe | play ‘te 

<< Bec 

oes ae ‘ _ 6 A ea em ait . ey 4 J ; : »: = toy p nn f 


5 Obviously 
= = ©«©OUTSTANDING 


WMBD[TEtttiey the 
Rich DEEEEEEE] Market 


Every succeeding Hooper Index points up WMBD'S continuing domi- 

nance of the prosperous Peoriarea market. This pioneer Peoria station 

maintains a listenership that exceeds the next 2 stations COMBINED 

. at many time periods has more than 50%, of the audience! WMBD 

sells more products to more people at less cost than any other station 
in the market 


Gud What c Market / 


Latest SALES MANAGEMENT figures show Peoria FIRST (outside 


Chicago) in Illinois in population . total retail sales . . . food sales 


general merchandise sales . furniture, household & radio sales 
Peoria is FIRST (outside Chicago) in Illinois in total effective buying 


income 

POINTS OF SUPERIORITY 
in any retail sales or income category equals or exceeds its population 
were awarded Peoria in EVERY retail sales and income 
PEORIA — THE MIDWEST S NUMBER ONE TEST MARKET! 


Bs 


(credited where a city's national ranking 


ranking) 
category 


CHARLES C. CALEY, v 


e President and 


General Manager 


DON D. KYNASTON, [ 


rector of Soles 


See Free & Peters... 


CBS Affiliate 
5000 Watts 


FIRST in the 
Heart of Illinois 


women 
Atthe g 


newsstands 
— America’s 


second largest 


YORK + CHICAGO» DETROIT ofing 
ANGELES » SAN FRANGISCO © woman's 
magazine 


DEFINITELY A FAMILY MARKET! 


76.3% of TRUE CONFESSIONS’ 
women readers are married. 


Prosperous Year 
Ahead, Walling 


Tells Printers 


New York, Nov. 12—A 
year is ahead for the printing in- 
dustry, 
dent, New York Employing Print- 
ers Assn., and board chairman of 
Rogers-Kellogg-Stillson told 
members of Associated Printing 
Salesmen at a luncheon meeting 


here 
The level of general business 
will rise. Mr. Walling predicted, 


and there will be a degree of in- 
flation, but hard work and im- 
agination will continue to pay div- 
idends in "52 

“The necessary increase in tax- 
es, the definite rise in all operating 
costs, including labor and mate- 
rials, will bring higher printing 
prices and higher commissions to 
those of us who sell printing,” he 


said. “Volume, both as to impres- 
sions and in dollars, will certainly 
'rise 

@ “Many companies in defense 
| work will take advantage of their 
tax situations to spend freely on 
j}improved annual reports, on ad- 
vertising materials and other 
printing to keep the public in- 
formed about their peacetime 


products 

“The changing price and mate- 
| rial situation will cause continual 
|changes in catalogs and _ price 
lists,” Mr. Walling said. “Travel 
literature, direct mail, advertis- 
| ing, promotion of luxury items 
| will all be plentiful. There will be 
jan increased demand for printing 


|from drug and food concerns 
Hampered by wage stabilization 
regulations, many corporations 
; will increase their appropriations 
for employe house organs in an 
effort to improve emplove rela- 
tions 


“There are also a fe ag things we 
don’t have to fear i Mr. Wall- 
ing continued. “One of them is the 
exploded theory that television is 
going to put the printed word out 
of existence 


ball,’ 
set of 
set of 


pessi- 


® “Looking into my crystal 
he said, “I the crystal 
1921 and the 20” television 
today. In the last 30 years 
| mists have felt that radio and then 


see 


‘levision was going to keep peo- | 
television 6 I I | pian eon ededeanthebeaeaebeewdbhnoebosunia 


| ple from reading books and mag- 
azines. Far be it from me to be- 
little TV, but it’s not going to hurt 
| printing in 52.” 

Turning to the 


subject of mate- 


rials shortages, Mr. Walling said 
| that many printers this year have 
|lost orders because of the paper 
shortage, but, he said, he doubted 
whether many actual jobs were 
not printed that had to be pro- 
duced 

“The paper industry wants to 
|}serve its No. 1 customer, the 
printer of America,” he said, “and 
it will be able to supply all our 
needs in 1952.” 
. Metals shortages. he said, are 


likely to be relieved in part by the 
use of substitutes, and experi- 
mental work is in progress to that 
end 

“There has been a long-stand- 
ing tradition in America,” he said 
“that a presidential election year 
is never good for business. Elec- 
tion years have brought out a rash 
of timidity and uncertainty on the 
part of industry. That isn’t going 
to be true in ‘52, which, I believe, 
is going to bring renewed hope 
|/and confidence in our democracy, 
a continuing belief in our two- 
party system, and a reaffirmation 
of our belief that this country must 


| defend itself against all that 
threatens us. 
“However,” Mr. Walling con- 


cluded, “in spite of all these fa- 


good | 


William H. Walling, presi- | 


Advertising Age, 


there will never 
for getting into 
and prospect's of- 


vorable factors 
be a_ substit ute 


your customer's 


fice and talking with him. You can 
have a million wonderful ideas, 
but unless you get out of your 
chair and get into your prospect's 
office vou aren't going to sell 
much.” 


DeVaney Promoted to S.M. 

Ray F. DeVaney, who has been 
with the sales department of the 
South Wind division of Stewart- 
Warner Corp., Chicago, for eight 
years, has been promoted to sales 
manager of domestic heating 
equipment 


November 19, 1951 


Japanese Open Show Room 

The Japanese Government Over- 
seas Agency has opened a trade 
show room in Seattle, the first in 
the U. S. The show room carries 
merchandise currently available 
from Japanese manufacturers and 
is designed primarily to bring to- 
gether small retailers and whole- 
salers in the U. S. and Japanese 
manufacturers lacking outlets 
abroad. Similar rooms are planned 
for San Francisco, Los Angeles 
and New York 


WCMW Appoints Keller 

Robert S. Keller Inc., New York, 
has been named to handle sales 
promotion for WCMW, Canton, O 


COVERS THE RICH 


*800-MILLION 
AKRON MARKET! 


Akron’s ONLY daity 


and Sunday newspaper 


enjoys the unique distinction of covering one 


of the country’s large 


Sell every Beacon 


sell the entire Akron Market. 
Akron, ONE 


say. “In 


“st and richest markets. 


Journal reader and you 
That's why we 
and ONE ALONE can 


do an adequate selling job for you.” 


AKRON BEACON JOURNAL 


John S. Knight, Publisher — 


Story Brooks & Finley, Rep 


on R.O.P. Color for agency 


production men 


Run-Of-Paper Color is the coming giant of newspaper adver- 
tising. Of the 1556 daily newspapers in the United States, 


486 now print R.O.P. Color 


Our organization has prepared, in one unique volume, the first 


fully complete and authoritative summary of R.O.P. Color 


specifications. This is a continuous study and as a result of it we 


are continually adjusting recommendations in accordance with 


new requirements. 


Get the facts for yourself 


Bista Pre-Madeready mats, 


Lake Shore 


ELECTROTYPE CO. 
1224 W. VAN BUREN ST. + CHICAGO 7, ILL. 


see how most big name national 


advertisers are getting sharper and cleaner color results using 


exclusive with Lake Shore. 


SSCS T ESSE ESSE EEE EEE EE EE EEE EEE 
NEW YORK .« Reilly Electrotype Div 

DETROIT + Michigan Electrotype & Stereotype Div 

LOS ANGELES + Reilly Plastictype Div 

SAN FRANCISCO + American Electrotype Div 
INDIANAPOLIS + Advance Independent Electrotype Div 
ELKHART + Advance Independent Electrotype Div 

NEW HAVEN + New Hoven Electrotype Div 
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Glenmore Starts Yule Push package and the Old Thompson 
Glenmore Distilleries Co., Louis- “Ribbon” package. Tie-in news- 

ville, has started a campaign for P@Per ads, with the same headline, 

its holiday gift packages with a ' 1,000- and 600-line sizes are 

series of two-page, four-color scheduled for key markets 

bleed spreads bearing the head- 

line, “This Is the Year for Gifts| Garrett to Mahoney 

of Good Cheer,” in Collier’s,' Garrett & Co. Brooklyn vint- - . . 

Gourmet, Holiday, Life, Look, ner, which Ruthrauff & Ryan re- EPPECTIVELY SERVING AMERICAS LEADING ADVERTISERS 

Newsweek, The New Yorker, Time, signed at the same time that David 


and U. S. News & World Report. J. Mahoney, v.p., announced his CLEVELAND SHOPPING NEWS 


The ads feature the Kentucky Tav- resignation (AA, Oct. 29), has ap-| KNewscolor “Division 
ern “Treasure Island” decanter pointed David J. Mahoney Inc. as| 5209 Mamitien Ave. téad 14006 he 4 16, Obte 


with matching glasses by Libbey its agency, effective Jan. 1. The} 
(this tie-in is in its second year), new Mahoney agency is located at 
the Glenmore “Little Colonel” 122 E. 42nd St., New York 17 | 


Teletype CV 25 
A Plant That Gets Things Done Fast . . and Right! 


wnER, 100-Mh sarin Guamon, Finest printing costs less for 
Wilson Sporting Goods Co. 


city. In other attire (we assume) she is 
now writing copy for Pacific National Ad 
vertising Agency. 


Chrysler Exports 
Hit Dollar and Unit 
High, Thomas Says 


Detroit, Nov. 14—The hard 
drive by Chrysler Corp. for a top 
share of the export market is pay- 
ing big dividends, with the com- 
pany’s exports this year setting a 
high mark bot’ in dollar and unit 
volume, according to B. C. Thom- 
as, president of Chrysler Export 
Corp. 

Mr. Thomas said that Chrysler's 
exports have grown to such pro- 
* portions that they now exceed the 

r) company’s percentage share of the 
| domestic market 

He disclosed that Chrysler now 

accounts for about 26% of all 


passenger cars and trucks ex- 
{ ported from the U. S. Normally, 
| Chrysler's production is about 


21% of the industry's total 


e Philip K. Hills, sales manager 
of the export division, predicted 
an even greater share of the in- 


i dustry export total in the future 
i He said the corporation's aim is 

for 30% of the export business in 
} the automotive field 


Mr. Thomas also explained that 
Chrysler’s gradual export gain had 


} been achieved in the face of a 
‘ shortage of American. dollars 
i throughout the world. “The ex- 


port business would be very small 
if it were not for foreign bankers 


} who have learned how to devise -- thanks to the revolutionary economy 


trading methods in American dol- 


lars,” he said. a 
Recent seperts of the Auteme- of (cicolhdated Enamel Papers 


bile Manufacturers Assn. shows 
that exports for the entire in- 


i dustry have been gaining in recent Teamwork often spells the difference between Hlustrated with detailed photographs, these 
months. August exports were 68% a fumble and the winning touchdown. Team- catalogs require tons of fine enamel paper. 
: ny Coy tony od poy Bosceo Rape work can also mean the difference between Fortunately, Wilson is able to keep costs down 
: 1951 were 7% above the level for winning and losing sales. by specifving Consolidated Enamel Papers. 1s the direct result of 
: the same period of 1950. Wilson, the leading manufacturer of sport- They provide the high quality necessary for the enameling method 
} ‘Screen Guide’ Suspended ing goods, backs up its nationwide team of fine reproduction — at prices 15 to 25°C below which Consolidated 
} Hillman Women’s Group, New dealers and distributors with powerful selling those of old style premium-priced enamels. pioneered. Operating as a 
’ York, has announced it has sus- aids including hundreds of thousands of If your goal is finer printing for less, com- part of the papermaking 
ee oe at dates canoe athletic equipment catalogs which are dis. pare Consolidated with any other enamel machine, it eliminates 
supplies. Movieland will continue tributed each vear to schools, colleges and paper. Well be glad to furnish trial sheets many costly steps still 
— or ~ individual buyers throughout the country. to your printer without obligation. required by other 
publishing group has _ been papermakers and 


ange, so Set 2 See mee. produces highest quality 


which was $2,500, is $2,450, effec- : o 
tive Jan. 1. ian N A M E L paper, simultaneously 
enameled on both 


Esty Appoints Reisman Pp A P is R 4 sides, in a single 


Philip H. Reisman Jr., television 


writer, has joined William Esty PRODUCTION GLOSS @© MODERN GLOSS @ FLASH GLOSS high-speed operation 
Co., New York, as a member of the C@CONSOLIDATED WATER POWER & PAPER COMPANY * Makers of Consoweld—decorative and industrial laminates 
creative group and editor-in-chief Main Offices: Wisconsin Rapids, Wisconsin ® Sales Offices: 135 So. La Salle St., Chicago 3, Illinois 


of the TV department. 


Davidson Adds to Duties 
Charlie Davidson Jr., advertis- 
: ing manager, has been appointed 
} general sales manager of Stone 
Mountain Grit Co., Lithonia, Ga., 
in addition to his present position. 
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October Advertising Pages and Linage in National Magazines 


Official Figures as Compiled by Publishers Information Bureau 


Publications with an * report directly to ADVERTISING AGE 


Pages Lines Pages Lines = 
t Oct Oct dJan.-Oct. Jan.-Oct Oct. Oct dan.-Oct. jan. -Oct Oct Oct dan.-Oct. Jan. -Oct. Oct. Oct Jan.-Oct. Jan.-Oct 
1951 1950 1951 1950 1951 1950 1951 1950 1951 1950 195 1950 1951 1950 1951 1950 
Weeklies, Bi-Weeklies, Semi-Monthlies Youth 
Cappers Week! 6.5 52 50.0 48.7 14.556 11.637 112,042 108,950 *Th ; 7 5 7 
Christian Advocate 273 «278 «©2239-2301, S0——«92'622 79306 | oor ue oe ec 7 eT ga 
Collier's 184.0 170.6 1,407.3 1345.3 125.060 115,934 956.693 914,412 . 7 F ‘ 9 : 
Child Life 5.5 3.6 22.7 13.1 2,349 1,548 722 5.706 
ue “5.4 942 821.0 860.8 40,420 352,093 369,297 ='*Compact 28.0 pion 52.9 aliens 5,092 pon 9.624 aaa 
ie de; 82 3 125 GE a MES {RE ome hom be fot oR: MS aoa 
fe 6. 3 , 019 
Look 1472 1752 1287.8 12615 100073 119.113 875.451 | 857.491 Se Seaien —_ SF ce UME CUCU Th CU — 
37 ‘ ome =e “> come “ane owe 
aR ee ee ee ee $9 196 6704 5560 “171d “38886 324,219 ~ 272,558 
Pathfinder 70.7 551 440.4 4635 29672 23 667 184.831 198.956 | Not included in totals. ‘Started pubiication in July 1951; September-October issues combined. “No August 1951 issue 
=8*Quick 39.0 130 289.0 39.0 os aaa ~ ees Five issues in October 1951; four issues in October 1950. ‘Started publication in July 1951; publication suspended with 
Saturday Evening Post 450.0 450.3 3,657.9 3,691.3 305,900 306,034 2,486,186 2,509,089 | ‘ombined October-November issue 
Saturday Review of } 
Literature $99 79.9 6 $09.0 S202 25.46 34.275 21624 226.773 | Outdoor & Sports 
t*Sporting News 39.8 i} ; 47 ‘ . | A Rif ’ t 4 3 : . 3, 129 
Time 422.3 348.0 3,164.5 2,778.3 177,295 146,102 1,328.476 1,166,327 | mine ey 1} sare St? aie aa Soe 303 on tas 
U. S. News & World Report 177.3 98.3 1,343.0 930.0 74,398 41,273 563,670 381,902 | *Fur-Fish-Game .... 19.6 19.9 190.1 204.8 8,391 8,538 1,465 87.746 
Total Group 2834.5 2,633.8 21,849.7 20,527.7 1,567,902 1,480,581 12,110,308 11,522,612 | =f*Hunting & Fishing 26.5 270.9 —_— 11,360 —_— 116,168 — 
(Four issues in October 1951: five issues in October 1950. Not included in totals. §Started accepting advertising in Outdoor Life 64.9 63.9 539.6 573.1 27.832 27.410 231,525 245,934 
April 1950: only full-page units accepted. {Five issues in October 1951; four issues in October 1951 *Outdoor Sportsman 110 10.0 118.4 106.4 4.647 4.218 50.643 45,589 
Sports Afield 52.8 62.1 503.9 = 592.6 22.655 26.662 216.096 254,081 
Women's Total Group . . on 264.3 269.7 2,393.9 2,594.9 113.316 115.242 1,026,769 1,112,510 
*Kmerican Family 158 92 104.5 7.1 6.784 3,947 44,849 33,127 ZNot included in totals. tCombined with Outdoorsman effective February 1951 
=*Better Living 35.9 — 161.7 —— 15,393 — 69,310 
‘ramity Ccle, 35 Se $369 90752348 2S aaL239945 aad 379 | M ine Li T dr Thousand 
Family Circle 7 ‘ ‘ . 379 | igures in usonds 
Good Housekeeping 204.9 219.1 1,431.2 1,470.7 87,718 93,798 612,615 5 | agazine nage ren 7 
*Holland’s Magazine 24.8 25.3 195.3 210.1 10.658 10,833 3,825 Y } 
Household 49.5 63.0 36.5 479.5 21,198 6,888 930 | = 
Ladies’ Home Journal 157.1 1619 1,144.3 1,196.8 106,815 110,064 7, 813.617 | 
McCall's Magazine 91.0 83.3 722.9 689.0 61,86: 674 491,431 804 | 
Parents’ Magazine 106.1 75.6 657.8 664.9 45,401 32,350 281,760 284,580 | 
Seventeen .. 74.7 72.3 1,013.5 1,047.6 50,776 49,123 082 712,390 | 
Today's Woman 93.1 76.5 642.7 522.6 39.897 32,804 275,568 224,040 
*Western Family 
Southwest Edition 46.0 445 376.8 400.6 19,755 19,100 161,748 172,691 
42 Mountain Edition 40.6 oe 70.2 a 17,456 WAS — 
"No. Cal. Edition 43.8 33.1 335.7 66.6 798 14,202 144,013 28,587 
Northwest Edition 43.6 38.2 361.3 350.5 18,741 16, 155,084 150,348 | 
Woman's Day 94.2 75.4 661.8 570.3 40,329 32,325 283,483 244,646 | 
Woman's Home Companion 107.20 102.4 785.8 778.4 2,889 69,626 __ 534,242 — 529,247 | 
Total Group 1,139.9 1,067.2 8,733.0 8,607.3 596,426 562,753 4,663,388 4,622,097 | 
Not included in totals. "Started publication with May 1951 issue. *Started publication with January 1951 issue. “See 
note at end of linage tabulation ‘Started publication with September 1951 issue. “Started publication with September 
1950 issue 
General 
"American Artist 32.4 36.8 297.9 291.2 13,602 15,459 125,105 122,307 
“American Forests 32.9 32.5 163.2 159.8 13,832 13,650 68,600 67,102 
American Legion 23.9 19.5 162.5 154.3 10,020 8,207 3% 64,973 
American Magazine 33.1 34.9 293.6 339.4 3,904 14,662 123,290 142,512 
Argosy 23.4 19.4 193.1 142.6 10,012 8,341 82,922 61,149 
Atlantic Monthly 28.0 219 181.1 188.6 11,767 9,177 76,012 79,114 
*Christian Herald 546 53.9 369.5 374.3 23,432 23,106 158,459 160,569 
*Columbia 10.2 8.4 55.6 64.4 6.916 5,732 37,816 43,829 
eis is2 $09 43 «4902 «18908 «2722388 210.180 
Cosmopolitan R . t . . 0,180 
“Eagle Magazine 7.9 7.9 48.6 54.0 3,322 3303 _20,458 22, Science & Mechanics 
* Ebony 62.8 51.0 $11.2 399.8 42.698 34,680 347,615 271,770 | Mechanix Iilustrated 77.4 77.2 670.8 696.9 17,332 17,297 150,263 156.095 
Elks Magazine 13.4 14.2 92.0 96.3 5,748 6,074 39,5. 41,3 Popular Mechanics 149.9 1521 12748 1.3742 33,579 34,076 285,542 307.814 
Esquire = 4 = : Fo 4 p14 oe on east a *Popular Science 151.8 135.3 1,157.1 1,273.1 34.010 30.303 259,204 285.135 
* Extension 8 6 = \ \ ‘ ‘ WoL 
Peron a 5 38.3 237 8 268.5 17.758 16-414 127,541 115.003 Total Group .. 379.1 364.6 3,102.7 3,344.2 84.921 81.676 695.009 749.044 
*Grade Teacher 37.3 .0 66. 6 6, , A ; 
Harper's Magazine 203 1013 1657 2824 8.507 ‘525 69,4 118,423 | Detective & Fiction 
Holiday 82.0 66.4 621.2 614.8 55.721 45,176 422,185 417,749 Dell Men's Group 22.2 18.9 1815 186.2 9,526 8.170 78.085 80.236 
*Improvement Era 29.6 34.8 289.4 299.1 12,713 14,932 124,203 28,283 = §*Macfadden Men's Group 29.2 — 209.9 a 12.519 a 90,038 — 
*Instructor 33.6 30.1 222.0 226.9 22, 20,612 151,922 155,431 *Popular Fiction Group 112 13.0 1388.9 144.9 2.514 2.910 35,577 28.434 
*Motor Boating 65.7 65.0 ny 4 ; err a a ey a *Thrilling Fiction Group 12.2 9.8 112.8 117.2 2.740 2,202 25,250 26,281 
National Geographic 33.0 37.5 ' 8 ; : , Total Group ws 45.6 17 4552 4483 “14780 “13282 138912 ~ 134,951 
be cnn setpeeeee = o4 = oY ae a4 —s —_ Not included in totals. §Group d three mag. in October 1951; two magazines in October 1950 
*Pror mw . . * . 
Redbook Magazine + 221 20.4 231.7 223.0 9.464 8,740 36. 656 F 
+ * Rotarian 9.5 7.1 69.4 66.3 3.973 3,046 29.591 28,469 arm 
ti *See 10.0 91 56.0 52.7 6.720 6.090 37,628 35,388 | Capper's Farmer 53.5 58.5 481.7 522.1 36,412 39,741 327,702 355,149 
*Sport 6.7 7.9 72.0 79.7 2.855 3,382 30,865 34,193 Country Gentleman 124.2 109.4 962.2 982.0 84,852 74,415 654,918 667.822 
Town & Country 136.6 119.6 755.1 656.2 91,756 80,308 507,146 440,497 Farm Journal 113.3 114.2 911.3 970.6 48,53 8.964 390,674 416,022 
True 438 43.7 306.7 318.9 18,783 18,754 131,585 136,884 tFarm & Ranch with Southern 
Yachting 56.3 63.8 758.5 __ 838.1 _ 33,104 __ 37,514 __ 446,198 - __ 492,802 ew P ; as sens ~ rf a = ba} HH} 4 Ley 
Total Group 1166.0 12287 94585 “95881 622,922 ~ 635.953 4,988,701 5,008,887 | [Prouressie Farmer . ‘ : 66 60, 853 . 
October "1950 Harper's was LOOth Anniversary Issue. tLarger page size (429 lines) in 1950. {September-October issues | Successful Farming 115.8 = 118.3 934.2 983.3 52045 (53,174 — 420.322 442,290 
combined) Not included in totals Total Group 2 539.3 4,449.5 4670.7 316.697 310.799 2.582.636 2.710.580 
tSee note at end of linage tabulation 
Home ‘ 
American Home 7 87S 6274 «61S 962.305 55.266 396,350 ~—=«-389,835 | Newspaper Sections (1) 
Better Homes & Gardens 203.9 1901 14409 1442.7 128,864 120 Ms 920.302 sah 567 « yd ronal 
4 Beautiful 206 173.8 1,073.2 1,037.5 130,527 109,752 677,76 655,076 ai 2 , 
feu & Garden 143.0 140.7 882.6 $92.3 311 88.919 557.169 559.237 t American Weekly 38.3 75.1 454.0 608.7 38,577 74,905 452.561 606.887 
zt Living 83.2 47.2 402.1 235.7 52,520 29,824 253.875 148,854 | {Parade 44.7 55.8 387.3 389.7 37,952 47,394 328,861 331,005 
Sunset Magazine 109.8 $9.0 862.6 728.2 46,093 37,369 362,300 305,862 | This Week Magazine 70.7 818 635.3 644.2 60.100 69.488 490.792 — 547.295 
Total Group 762.0 Sali T3867 T7i76 458.100 711.451 2.904.086 2.821.877 Total Group 142 2127 1,476.6 16426 136.629 191,787 1,272,214 1,485,187 
Not included in totals. tNo January 1950 issue ” 
Newspaper Sections (II) 
Fashion (All other newspaper sections) 
Charm ‘ 71.2 65.1 832.2 674.3 30,584 27.954 357.141 289.331 | be J Pacers —— 3.7 34.0 256.0 303.5 31,651 33,900 255,601 303,185 
\ 116.6 127.4 1,035.2 1.034.6 50,026 54.665 444.008 443.933 ' era ripune- : é 
} md Bazaar le?9 56.1 «LASOR 1,073.8 106.113 98,660 727,234 678.249 | This Week 29.1 38.9 356.1 330.1 24.662 32.976 302,160 280,024 
Mademoiselle 84.0 94.2 1.051. 3 1,013.7 36.071 40.437 451,353 435.019 | ‘N. Y. Mirror Magazine 419 57.2 414.0 449.5 41.848 57.152 413,400 449.179 
Vogue 2117 200.5 1,667.8 1,500.4 133.725 126,696 1.026.277 947.891 | tNew York Times Magazine 166.1 209.0 1512.3 1.5206 141,115 177.659 1,285,340 1.292.238 
Total Gro a1 4 6533S 7373 52064 386515 Jaegl2 3006013 2.704.423 + Puck-the Comic Weekly 16.2 19.7 i510 154.9 1 37.768 289.066 297.410 
' a . — Total Group 285.0 3588 26894 2.7586 238659 339,455 2545567 2,622,038 
Movie-Romance-Radio tFour issues in October 1951, fwe issues in October 1950 
Dell Modern Group 
Modern Romance 40.9 33.4 342.4 343.9 17,532 14,303 146,762 147.426 All figures in the following groups were compiled by Advertising Age 
Modern Screen 416 35.4 347.7 358.9 7.839 15.199 149.066 = rf 
Ser Story 37.2 30.4 304.0 318. 2 3.050 130.309 5 H j 
Fawcett Women's Group - ee. ee Comics Magazines 
Motion Picture 31.5 33.1 292.1 313.1 13.523 14.226 125,390 134,398 American Comics Group a 
True Confessions 39.8 439 376.1 399.1 17,047 18.809 161,424 171,217 (Total 2 Units) 7.0 45 49.8 20.5 3.402 1,701 18.827 7.709 
Hillman Women's Group 119 13.3 116.7 122.4 §.117 5.746 50.311 52,877 *s Unit a 40 _—_ 24.0 ae 1,512 — 9.072 — 
Hillman Movie Group 78 6.7 50.2 64.3 3,363 2.896 21,567 27.624 zUnit B 5.0 ae 25.8 a 1.890 ae 9,755 a 
Ideal Women's Group 14.0 11.0 1444 123.8 6.005 4.748 2,004 53,280 Archie Comics 6.5 5.5 31.0 33.5 2,457 2.079 11,718 12.663 
Ideal Mowe Group 79 5.6 52.0 64.4 3,393 2.416 22.459 27.633 Fawcett Comics Group 3 5 3.0 40.3 55.5 1,323 1.134 15.239 20.987 
Ideal Romance Group 7.7 lla 81.6 $1.0 3,321 4.861 35,128 34.746 Harvey Comics Group > 5 8 0 30.2 35.6 2.079 3.024 11,434 13.456 
Personal Romances 23 29 134 32.3 1.002 1270 5.7% 13.880 Lev Gleason Publications 7.3 99 109.2 97.2 2.772 3,738 41,250 36.667 
=t*Quality Romance Group 3.0 — wee 1134 omenae patie — = Marvel Comics Group 
Screenland Unit 30.1 25.5 265.0 216.8% 12.918 10.941 113.767 93,081 (Total 3 Units) 30.0 30.0 159.0 147.6 11,430 11.430 60,390 
“Secrets Romance Group =Red Unit 10.0 10.0 53.0 49.0 3.8 3,810 20.130 18.612 
{Revealing Romances 14.1 — 133.8 — 6.045 57.339 — Blue Unit 10.0 10.0 53.0 493 3,810 3,810 20.130 18.738 
Secrets 20.5 22.3 207.1 191.0 8 802 9.558 88.961 81.967 =Yellow Unit 10.0 10.0 53.0 453 3.810 3.810 20.130 18.7 
True Story Womens Group National Comics Group 
Protoplay 46.9 444 380.6 414.3 20.095 19.045 163.215 177,725 (Total 2 Units) 14 7? ll 0 117.1 116.5 5.546 3.160 44.280 43,041 
Radio & Television Mirror 25.6 29.2 252.5 278.9 10.982 12.544 108,210 119.677 =Red Unit 7.3 6.0 619 635 2.773 2.269 23.438 23.913 
True Experience 27.6 28.7 261.7 290.8 11,826 12.326 112,217 124,765 = Blue Unit 7.3 5.0 S49 52.2 2.773 1,891 20.792 19,733 
True Love Stories 27.7 27.9 265.7 283.4 11,883 2,004 113,989 121.647 Quality Comic Group 3.0 3.0 33.0 36.0 1134 11M 12.294 13,392 
True Romance 28.8 31.2 276.5 307.7 12,362 13.441 118,650 132,089 Standard Comics Group 3.5 10 37.8 29.5 1,323 378 14.301 11,151 
True Story 62.2 _ 64.2 525.2 579.0 26.648 27,522 _ 225,120 248.288 Total Group . 32.0 27.9 337.4 334.7 12,098 9544 ~ 127,314 125,238 
Total Group 12.0 500.5 45549 4783.3 219,583 214,905 1,954,285 2,052,803 =Not included in totals. ‘September-October issues combined. ‘Units A and B were combined during 1950 
=Nut included im totals. fStarted publication with September 1951 issue. [Changed from bi-monthly to monthly effective , 
February 1951; not published during 1950 Canadian National Weekend Newspapers (Rotogravure Linage) 
NOTE: Figures for each publication in the Dell, Fawcett and True Story groups include all advertising carried by the groups P. 
as a whole PLUS additional advertising carried by each individual publication ue Presse eb 33 ai76 an c= S28 oe 4 mn ee 
z ar Weekly . 6 693.8 87.237 80,095 724,664 9,059 
Business , ; Weekend Picture Magazine 40 0 —— 188 — 91.472 a a a 
Business Week 452.8 334.0 3,955.1 3,126.9 190,060 140.140 = 1,659,862 1,312,174 Total Group 221.0 208.1 1,7902 15756 2ieal8 203820 752282 1540701 
~— Review > 4 Pr 3 = : 7 * La = 4 — 74 — tFour issues in October 1951: five issues in October 1950. {Started publication in September 1951. “ia 
a ‘ le . . 
Fortune 156.3 117.8 1,138.0 938.8 98,750 74.418 719,216 593,290 : 
Modern Industry 118.2 88.6 895.8 782.0 72.765 54.516 1,7 as1.235 Canadian 
Nation's Business ‘4 1 40 5 287.7 324.3 14.582 17.352 123,181 134,553 Canadian Home Journal 57.6 516 453.7 384.8 9,188 35.107 308,554 261.813 
Total Group 853.2 648.0 7,078.4 5.8640 414640 314.575 3,390,266 2,811,654 {Canadian Homes & Gardens . 67.7 57.3 496.3 4618 46,064 38,534 336,650 310,410 
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Chatelaine 
Maclean's 
{Mayfair ..... 
Reader's Digest 

English Edition . ‘ 88. 

French Edition ... . oa 
Revue Moderne 
Revue Populaire, La : 42 
Samedi ies 48. 
Saturday Night ... 106 
Time-Canadian lL 

Total Group 
Smaller page size (72 tines) in 1950 


Foreign 
Life International 
Newsweek -European 
Newsweek -F acific 
Reader's Digest 
Australian 
= ‘British 
Caribbean 
Danish 
Finnish 
French (Belgium) .. . 
French (Intercontinental) . 
French (Paris) 


64.6 
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6,356.3 


494.0 


coooococoo ~yur 


dan. -Oct 
1950 
261,435 
379.246 
359,831 


107,107 
114 


French (Provincial) 
French (Swiss) ... 
German (Germany) 
German (Swiss) 
Italian 

Japanese 
=’Japanese Troop 
Mexican . 
= New Zealand 
Norwegian 
Portuguese 

South African 
Southern Hemisphere 
Spanish (Argentine) 
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~~ 
wy 
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vu 


3,773,238 


Atlantic 

Latin American 
Pacific 

Total Group 
Not included in totals. 
Hemisphere editions are 


82,250 
113,925 
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1950 
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1,455. 1119 11,729.7 
Started publication with Mav 1950 issue 
prior to the Spanish-split 


9,078.6 


The 1950 figures for Caribbean. 
when these three editions were incorporated in Spanish =2 
publication with March 1950 issue. ‘New Zealand edition not published in October 1950 

NOTE: All sectional advertising of Family Circle, Woman's Day, Progressive Farmer and Farm & Ranch-Southern Agriculturist 
is reduced by application of a ratio figure to each advertisement: this ratio is the circulation of the particular edition carrying 
61.600 _ the advertisement to the total circulation of the magazine. For example, if a page advertisement appears in an edition repre 
89,600 senting 15% of the total circulation of the magazine, it is counted in the totals as .15 pages 
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3,071,422 
Mexican and Southern 
Startea 


Productiveness of 
Ads Must Improve, 
Says NRDGA Chief 


Young Joins ‘Mill & Factory’ 
Webb Young, formerly on the 
| sales staff of Purchasing Directory, 
| published by Conover-Mast Pub- 
lications, New York, has been 
| transferred to the advertising sales 


cover New Jersey, eastern Penn-! 
sylvania, Maryland and adjoining | 
areas 


Harold E. Park Elected V. P. 
Shaw-Perkins Mfg. Co., Pitts- 


heating and transformer cooling 
equipment, has elected Harold E 
Park, who has been with the com- 
pany for many years in sales and 
engineering capacities, v.p. in 
charge of sales, production and 


Agency Appoints Madden 

Elliott, Goetze & Boone, San 
Francisco agency, has appointed 
H. D. Madden, formerly manager 
of the Vancouver office of Cana- 
dian Advertising, production man- 


| staff of Mill & Factory. He will burgh, manufacturer of space engineering. ager. 


ie WiLKes Barre, Pa., Nov. 13 
: The American retailer is partic- | 
: ularly aware today that he must 
= not relax his sales promotion ef- 
forts, and that advertising ex- 
penditures must be made more 
productive, George Hansen, pres- 
ident of Chandler & Co., Boston, 
and of the National Retail Dry 
‘ Goods Assn., said today. 
Mr. Hansen spoke to the Wyom- 
% ing Valley Merchants Assn. here 
: He believes that high cost of 
q newspaper space and the growing 
scarcity of newsprint will make 
retail advertising better, and that 
these factors will also encourage 
i the test of other promotional me- 
dia 
Specifically, he thinks that dis- 
play (“this effective and econom- 
ical medium”) will receive greater 
r) use, as will direct mail. He noted 
i that television is a “potentially 
great” retail sales tool, and that 
more and more stores are allo- 
cating a portion of their budget 
to TV. 
{ But he had a word of warning: 
“It is not too early to state that 
to date store experience in the 
main indicates that television does 
‘ not pay off in direct results, pri- 
marily because the costs involved 


ee teed 


a ’ are high.” 
8 It is, however, an effective in- 
} stitutional medium, he said, and 
' pointed to the trend to cooperative 
promotion in TV. 
Department store sales people 
are better trained, and Mr. Hansen 
= thinks the retail field won't take . . 
the manpower shellacking it took Only LIFE INTERNATIONAL has such picture-impact 
during the last war. This is pri-| 
} po pa mae Benge canoe Winston Churchill surveys his estate the professions), and an average of 10 allowing economical use of U.S, plates, 
tions in them, by cutting hours, | and the whole free world looks over his readers per copy. LIFE INTERNATIONAL's makes LIFE INTERNATIONAL a doubly 
‘ raising wages (“proportionately | shoulders in LIFE INTERNATIONAL. picture-impact on the world is unmatched sound investment for overseas advertisers. 
sr Legemied™> oak te dee tka. In dramatic pictures and words, LIFE . Ait : pe tag Comsumes Of So much so, that advertising linage for 
' benefit areas | INTERNATIONAL’ single. world-wide edi- a ee the first nine months of 1951 is up 75% 
The first half of 1952 will be} tion has brought Volume V of his war mem- Also unmatched is LIFE INTERNA. over the same period in 1950 
' good for retailers, the NRDGA oirs to influential citizens in 120 countries. TIONAL’s large-page size and low cost per Ls . | i 
. overseas advertisers are invited to 


chief believes, citing high employ- thousand circulation. 
ment levels, the gradual dissipa- 
tion of the inventory overload, a/| 
picking up of interest in soft 
goods, and lower warehousing and 
financing expense. 


With a circulation of over 300,000 (92% write for the booklet, “Facts About LIFE 


INTERNATIONAL.” 


among those in business, government, and Outstanding four-color reproduction, 


EXPORT ADVERTISERS APPRAISE 
LIFE INTERNATIONAL 


Stanley Schottland, Advertising Manager of 


Schenley International ¢ Orporation says “The 


Peck Promotes Berger 
Peck Advertising, New York, 
has promoted Hy Berger to as- 


sociate art director. 


RAVERS 


largest segment of our ad budget goes into LIFI 
INTERNATION AL because it reaches men through 
out the world who can afford good whiskey.” 


S 


679 N. WELLS ST., CHICAGO 10,11. 


INTERNATIONAL EDITION Time-LIFE Building 


9 Rockefeller Plaza, New York 20, N. Y. 


WHiteholl 4.3450.1-2 


In every market—read by the thousands who influence the millions 
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: 96 Advertising Age, November 19, 1951 
‘ Fargo Ir. Heads Downey Co.; gerald-McDougall, San Francisco bought through Benton & Bowles. 
R.V Downey Joins Dancer office of Dancer-Fitzgerald-Sam- New York. Meanwhile. P&G is 
- . Ar tale ple expected to discontinue sponsor- 
Fdware argo Jr. has taken ship of “Kukla, Fran & Ollie” 
f. over management of Downey Co P TV Comed (fnnes — Fridays), sine 
; San Francisco, poster and display P&G Plans omedy handled by Benton & Bowles, at 
organization which represents Procter & Gamble, Cincinnati,| the end of the current cycle 


peng ee Lithographers, St. will sponsor a new telecast, “Those 
suis, Chicago Show Printing Co. Two,” starring Vivian Blaine and —" 
and Topflight Tape Co., York, Pa. Pinky Lee, three times weekly Issues Training Manual 
Richard V. Downey has resigned over NBC starting Nov. 26 at 7:30 The research bureau for re- 
from active participation. in p. m.,EST. Time for the 15-minute] tail training of the University of 
Downey Co. to join Dancer-Fitz- music and comedy session was| Pittsburgh has issued a_ revised 
; edition of “Merchandise Facts to 
Help You Seil Men’s Pajamas, 
Robes and Underwear,” a train- 
ing manual for sales personnel 
The manual is one in a series of 
24 merchandise facts manuals 
available from the bureau. The 
price is 25¢, with discounts for| 2¢ (left to right 
quantity purchases. The bureau is 


NEW OFFICERS—Recently elected officers of the Life Insurance Advertisers Assn 
Royden C. Berger, ad director of Connecticut Life Insurance Co, 
Hortford, secretary; David W. Tibbott, ad director of New England Mutuol Life i 
a non-profit organization Insurance Co., Boston, v.p.; Kenneth K. Wunsch, publicity manager, Northwestern 
National Life Insurance Co., Minneapolis, editor; A. L. Cawthorn-Page, manager 
of publications for the Conadion head office of Metropolitan Life Insurance Co., 


Named by Phil Davis Ottawa, president; R. B. Taylor, agency manager, Jefferson Standard Life In- 
p y 9 9 
Francis O'Brien, former free surance Co., Greensboro, N. C., outgoing president; and Al B. Richardson, director 
lance writer and publicist, has of public relations for Life Insurance Co. of Georgia, Atlanta, treasurer. 


been appointed to handle sales |———————_—_ 
romotion and blicity for Phil 
ake Wieck Weeeaeiedn Seon Most Purchasing Men Indicate Disapproval 
York, program and commercials | 


producer specializing in music. | Of Government-to-Government Loan Policy 


‘woman’ s magazine except Klaus Joins Northrup King New York, Nov. 14—More than made more accessible to the U.S 


half (54%) of the purchasing ex- at a reasonable price in return for 
Erwin H. Klaus, formerly mar- | ecutives polled in a recent survey our help 

he. Ladies’ Home — keting director of the San Fran-| conducted by Purchasing, a Con- Respondents are almost evenly 
cisco office of Buchanan & Co.,| over-Mast publication, think the divided on the practicality of hav- 
has been appointed sales planning, methods now being used to help jng European companies do sub- 
merchandising and advertising di- Scion countries—grants-in-aid ¢o:trac : oa 
rector for Northrup King Co., § : —s contracting for American manu- 
Berkeley and  government-to-government facturers as a method of render- 
loans—-may be permanently harm- ing economic assistance on a mu- 
ful to free enterprise here and tyal basis. The tally shows 48° 
abroad for it and 52°. against 

Yet two-thirds (66°) believe 
the United States should take the Kaiser Sets TV Program 
risks to its national economy inher- Kaiser-Frazer Sales Corp., Wil- 
'ent in a big aid program, so that) jow Run, is sponsoring Betty 
Europe can both arm and main- Furness in a new series, “By- 


FLORIDA IS ONE OF AMERICA'S BIG, IMPORTANT, 
FASTEST-GROWING, YEAR-AROUND MARKETS, 
SO IF YOU'RE...... 


: tain a standard of living that will Line,” Sundays, 7:30 p. m., EST, 
; strengthen its people to resist ag- over ABC-TV. After Dec. 2 this 
: gression program will be replaced by “The 
: “6 Adventures of Ellery Queen,” 
; iliaeh. sia . a iieialialiaaly iil \ 3 . 
: . yr — “ the survey re which the automobile maker now 
veal the following: carries on DuMont. William H 
: In view of what foreign aid has, Weintraub & Co., New York, is the 


accomplished to date, 37% of the agency 
purchasing executives polled think 

it should be continued on substan- Aronoff-Richling to Art-Copy H 
tially the same scale, and 42% Art-Copy Advertising, New 
think it should be reduced mod- York, has been appointed to han- 
erately. A drastic cut is called for dle public relations for Aronoff- 
by 13°. an increase ty 8% Richling and for Aronoff-Richling 
. ‘ & Fein, both New York manufac- 
turers of children’s dresses 


® Almost two-thirds (65%) feel 
that the political and economic as- 
pects of U. S. foreign policy, such ress: ] 
as tariff agreements, allocations, Ad in 

etc., will not tend to destroy the TOP QUALITY 
traditional principles of free mar- UNLIMITED QUANTITY 


eahe © FAST SERVICE © EXPERT TYPISTS 
ahaa REASONABLE RATES 


Purchasing men want strategic [UW {aty Withee 
materials and equipment to be 130 Flatbush Ave. Brooklyn 17, N.Y 


in FLOR 


WILL 
GET YOU 


= 2 9s 


Look no further, the territory covered by Florida's three 


big morning newspapers is really something—-80.47¢ of 


“Anytime, and especially when the chips, 
are down, give me Warwick type. 
It's always top-drawer typography, and 
service to match goes with it. The price 
is more than night too, if you figure as I 
do, that time saved from fussing around 
with sloppy proofs and corrections is a 
valuable thing. Warwick's saved us 

a lot of money in the art and litho 
wey nr preparation departments—not so many 


Democrat Printing & Litho. Co. little pieces, good square sharp proofs 
Little Rock, Ark. 


Florida's total retail sales, 800% of the general 


merchandise sales, 81.13°@ of food sales, 80° of drug 


sales, and 81.10% of furniture sales 


even 80°% of the effective buying income! 


*Based on counties where combined circulation 
eruals 20% or better of family coverage 


with everything possible in position. 
These are the things that count with 
us in advertising production.” 


Warwick serves Advertising Agencies, Printers, Artists, and 
Manufacturers in 24 states and Mexico. If you have o 
typographical problem mail it to us for fast, efficient help. 
Write for new type specimen book. 


WARWICK wreoceapurrs 


é 


e's, 


National Representative - Sawyer-Ferguson-Walker Company 


MIAMI HERALD ington Avenue «© St. Louis, Mo. 


? wve « Story, Brooks & Finley, Inc., A. S. Grant, Atlanta «+. overnight by rail and air from nearly all U.S. 
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Beloit Supermarket 
Is a Laundry, Too 


BeLorr, Wis., Nov. 13—Beloit 
shoppers can do both their laundry 
and shopping in the new Piggly 
Wiggly supermarket that opened 
here Nov. !. 

Part and parcel of the new store 
is an authorized Westinghouse 
Laundromat Half-Hour laundry 
operated by Laundries Inc., Rock- 
ford, Ill, and franchised by ALD 
Inc., Chicago. Here the shoppers 


can wash and dry their clothes 
while on a shopping trip. 
Larry Doyle, generai manager 


of Piggly Wiggly Midwest, presi- 
dent of the newly organized 
Laundries Inc., and initiator of the 
installation, reports that the laun- 
dry was put up as a test or pilot 


operation 
“Our study of the Half-Hour 
laundry as « business indicated 


that it should not only be a profit- 
able operation but that it should 
be a traffic builder for our super- 
market,” Mr. Doyle said. “O! 
course, we expect the supermarket 
also to build traffic for the laun- 
dry.” 


® While Laundries Inc. is headed 
up by executives of Piggly Wiggly 
Midwest—their Piggly Wiggly 
franchise covers northern Illinois, 
southern Wisconsin and northeast- 
ern lowa—-it is operated as an in- 
dependent organization 

As the self-service laundry store 
program expands, installations of 
the Half-Hour laundries will not 
be limited to Piggly Wiggly stores 
but will be put in where they are 
expected to be profitable, even in 


competitors’ supermarkets, Mr 
Doyle said 
The new laundry is separated 


from the supermarket by a glass 
window partition. At the start it 
has 20 Laundromat automatic 


washers and floor space for 10 ad- 
ditional machines. It represents, 
as a 20-machine installation, ap- 
proximately an $18,000 invest- 
ment. 

Extension of the service to other 
Piggly Wiggly stores will depend 
on the results here 

Initially, free washing coupons 
will be given out to promote the 
laundry service and there will be 
tie-in advertising in the store's 
food ads 


Pabst Blue Ribbon Assigns 
Perlstein Additional Duties 


Nathan N. Perlstein, director of 
advertising for Pabst Blue Ribbon 
Beer, Chicago, has been assigned 
the additional 
responsibility of 
directing adver- 
tising for Hoff-! 
man Beverage 
Co., Newark, 
maker of soft 
drinks, and Los 
Angeles Brewing 
Co., brewer of 
Eastside beer. 

Mr Perlstein 
joined Pabst in} 
1928 as merchan- 
dising manager 
and later became advertising man- | 
ager. He became director of adver- 
tising in 1948 


Nothan N. Perlstein 


Textile Paper Changes Name 

American Wool & Cotton Re- 
porter, weekly newspaper pub- 
lished by Frank P. Bennett & Co., 
Boston, has changed its name to 
America’s Textile Reporter. Chry- 
santhemum boutonnieres with} 
special announcement cards were 
distributed by special messengers 
to textile and advertising agency 
executives in New York, Boston, | 
Chicago and textile manufacturing 
centers to signalize the name} 
change. 


Gordon Gets Two Accounts 

Marvin Gordon & Associates, 
Chicago, has acquired the accounts 
of Moore Products, Ames, Ia.. 
manufacturer of automotive and 
household chemicals, and Shaw 
Jewelers, Chicago. 
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Radio Quiz Promotes Soap 
Canada Packers Ltd., Toronto, 
merchandiser of meats, dairy 
products and soap, has been spon- 
soring a “Name the Place” radio 
quiz to promote its soap products. 
The country has been divided into 
seven sales districts, and the 
weekly show offers a sentence clue 
to a name place in each district. 
Eight prizes are awarded in each 
province to listeners who send in 
the correct answer with a box top 
from one of the company’s soap 
products. Baker Advertising, To- 
ronto, is directing the promotion. 


Morris to Lohmeyer-Adleman 


Lohmeyer-Adleman, Philadel- 
phia agency, has appointed Rich- 
ard G. Morris, formerly promotion 
production manager for the Phila- 
delphia Evening Bulletin, produc- 
tion manager. 


‘Lamp Journal’ Joins ABP 

Lamp Journal, published by 
Rosenthal & Smythe, New York, 
has joined Associated Business 
Publications, New York, bringing 
the association’s up 
to 116 


membership 


STALEY 


Miller Televises Rams Games 

Miller Brewing Co., Milwaukee, 
has signed to sponsor the televising 
of the Los Angeles Rams football 
games 


Holland Elected Exec V.P. 
Richard P. Holland, v.p. ane 
treasurer of Harold Cabot & Co 
Boston, has been elected executive 
v.p. and treasurer of the company 


ful 


2nd largest 
gain in retail 
sales in U.S. 


The Lion Oil Company reports: 
radio program SUNDAY DOWN SOUTH 
originating on WSM has established 

the Lion Oil Company as an important unit 
in the Southern states in which we operate 
and through it we have gained consumer 


Central South 


“Our 


acceptance to the point that we 
now compete on even terms 
0 with oil companies of all sizes’ 


Radio Stations Everywhere 


But Only One... 


NASHVILLE 


With a talent staff of 200 top name 
entertainers 


production facilities 


that originate 17 network shows 
each week, a loyal audience of 
millions that sets its dial on 650 — 


and leaves it there! 


CLEAR CHANNEL - 50.000 WATTS 


IRVING WAUGH. Commercial! Monoger 
EDWARD PETRY. Notiene! Representotive 
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PHOTOGRAPHIC 
REVIEW OF 
THE WEEK 


THEIR SHIRTS TOO? Ralph Edwards, right, meets with Sylvester |. Weaver Jr 


v.p. in charge of TY for NBC, and Norman Blackburn, director of network operations 
in Hollywood, to discuss details of the $6,500,000 contract he recently signed giving 
the net his exclusive services for the next five years 


TV FIRST NIGHTERS—On hand for the festivities following the 
premier telecast of Johns-Manville’s new show, “Fairmeadows 
USA” over NBC were (left to right): H. M. Shackelford, v.p 


OPERATION AGENCY— Agency “brass” got down to ‘brass tacks 
for the San Francisco Advertising Club's Oct. 31 meeting. Ross 
Ryder, Ryder & Ingram, acted as moderator while a panel of 
six agency men discussed “Operations of an Advertising Agency 
using Blue Sky Foods Inc. as a hypothetical account. Seated panel 


JET PROPELLED—Chicogo agency men who visited Norfolk, Va, 
os guests of the Norfolk Ledger-Dispatch and Virginian-Pilot 
received the deluxe red carpet treatment, including a PT boat 
cruise and a visit to the aircraft carrier Midway. Among the 
members of the market study tour were (left to right): Harold 
Middleton of Batten, Barton, Durstine & Osborn; James Crouse 
of the Dallas office of John Budd Co., which represents the 


left), 


Adrian Fisher, president, and Leslie Cassidy, chairman of the 
board—all of Johns-Manville; Niles Trammel, NBC board choir 
man, and Stanley Resor, president of J. Walter Thompson Co 


Fie tel 


a ee ee te 


members are (left to right): Sid Garfield, Sidney Garfield & As- 


sociates; Gordon Steedman, J. Walter Thompson Co.; Fred 
Glauser, Honig Cooper; James Campbell, McCann-Erickson, and 
Ross Ryder. Standing are Garry Hollihan, Brisacher, Wheeler & 
Staff, and Walter Johnson, Knox Reeves Advertising. 


THREE DIMENSION— ‘Better than o billboard, 
characterized this 30” dise. CarCards Inc. has signed the soft drink company for all 
available space on Long Island’s transportation system 
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papers; George McGivern of Grant Advertising; James Cooper 
of John Budd Co; Rawlings Keefe of the Norfolk newspapers. 
Roy Boyer of leo Burnett Co; the Navy host, Adm. Doyle 
Fred Lowe of the Norfolk newspopers and Edward Wurtzebach 
of Young & Rubicam. The Norfolk newspopers plon to conduct 
onother similar excursion and market study next year for another 
group of admen 


is the way Pepsi-Cola’s ad manager 


CHICKEN ON MENU—The main course at a New York press luncheon given by Louis 
L. Libby Co. was pre-cooked frosted southern fried chicken—new item in the Libby 
line. Among the diners were (left to right): Louis |. Libby, president; Sidney Huntley, 
account executive for Hicks & Greist, Libby's agency, and Earl R. French, v.p. of the 


Libby Co. 
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Never Underestimate the Power of a Woman! 


4 —< | 


ww} JOYS OF 


/\ \ ee MARRIAGE) 


The power of a woman—and the power of Ladies’ Home Journal with women: 


together they are the greatest force in advertising today. 


votes ome JOURNAL vc... 
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General Retail Boosts Lee 

General Retail Corp., retail di- 
vision of General Shoe Corp., 
Nashville, has promoted Robert F 
Lee Jr., assistant advertising man- 
ager, to advertising promotion 
manager. 


Knollin Agency Moves 
Knollin Advertising, San Fran- 
ciseo, has moved to 391 Sutter St 


Joins ‘Paper Trade Journal’ 


H. L. Poulton, formerly sales 
representative in the Pittsburgh 
area for Caxton Co., Cleveland, has 
been appointed midwestern adver- 
tising representative for Paper 
Trade Journal and “Lockwood's 
Directory of the Paper and Allied 


Industries,” published by Lock- 
wood Trade Journal Co. New 
York. 


elsewhere. 


MORE THAN 


IN LONG 


LONG BEACH, 


Gruss Markel dn oor before! 


THE AIRCRAFT INDUSTRY 
IS JUST ONE REASON WHY 


Southern California is the world’s airplane capitol, an 
industry in which Long Beach is an unchallenged leader. 
Douglas, North American and Hughes all have large 
plants in the immediate area. 


Airplane manufacturing is just one industry in the 
rapidly growing Long Beach market . . . 


over 500,000 (4.B.C.) people! 


Your advertising in the PRESS-TELEGRAM goes 
to over 2 out of 3 Long Beach families. No other medium 


can claim or give such complete coverage. 


LONG BEACH, AN IDEAL TEST MARKET — Relatively easy 
control of important economic factors in this segregated area 
will cssure sound results thot can be used with confidence 


2 OUT OF 3 READ THE 


Press-Telegram 


BEACH, CALIFORNIA 


CALIFORNIA 


=A 


North American's F-86 Sabres 


a market of 


r) ives: Cresmer & Woodward, Inc. 


(ling 


Fashion Showroom 
Opened by ‘Charm’ 


New York, Nov. 13—Charm fa- 
shion showroom, reportedly the 
only project of its kind ever under- 
taken by a magazine, has been 
opened on a permanent continuing 
ba “ts. 

“he showroom, located in the 
heart of the ready-to-wear market, 
at 1384 Broadway, was originally 
opened for special showings of 
summer and fall fashions. Mer- 
chandise is exhibited to buyers and 
merchandise managers as they 
would normally see it in a manu- 
facturer’s showroom—on hangers. 
The success of this technique 
prompted the magazine's editors to 
make the showroom a year-round 
enterprise 

In addition to viewing fashions 
three months before the maga- 
zine’s publication date, out-of- 
town retailers can discuss tie-in 
promotions with Charm editors 
Page layouts from the magazine will 
be displayed along with blueprints 
for window and interior displays, 
fashion shows and advertising sug- 
gestions. 


Eight Appoint Ryan Agency 
Lewis Edwin Ryan Inc., Wash- 
ington, has added the following 
new accounts: McGregor & Wer- 
ner Inc., office equipment and sup- 


| plies; W. T. Weaver & Sons, whole- 


sale and retail hardware; Kauf- 
man-Washington Co., appliance 
dealer; Kitchens Inc., kitchen de- 
signer and distributor of Coppes 
Napanee kitchens; Federal Sup- 
ply Co., art and drafting supplies, 
and D. C. Master Plumbers Assn., 
all of Washington. Also on the 
new account list are Jefferson Ho- 
tel, Richmond, Va., and Henlopen 
Hotel, Rehoboth Beach, Md 


Westinghouse Appoints 3 
Westinghouse Electric Supply 
Co., New York, has appointed 
three men to top sales posts in its 
New England headquarters in Bos- 
ton. J. E. Sheasgreen has been 
named assistant to the consumer 
products sales manager; D. E. Mac- 
Dougall has been appointed spe- 


cialties sales manager and B. F 
Scahill named _ radio-TV sales 
manager 


Giesen to ‘Herald-American’ 

Johnny Giesen has been ap- 
pointed assistant advertising direc- 
tor of the Chicago Herald-Ameri- 
can. Mr. Giesen, who has served 
with Hearst newspapers in Chi- 
cago and the East for nearly 30 
years, has spent the last two years 
in Sturgis, Mich., where he estab- 
lished a contracting concern 


Davis-Daniels Moves 
Davis-Daniels Advertising Inc., 
Detroit, has moved to new offices 
at 139 Cadillac Sq. The agency 
has named Robert A. McAlear Jr., 
formerly with Hugh C. MacLean 
Publications, Bob Kesten Enter- 
prises and O'Neil, Larson & Mc- 
Mahon, as an account executive 


ADVERTISING ART © PHOTOGRAPHY 


DISPLAYS © MOTION PICTURES 
TELEVISION © SLIDE FILMS 


y fila 


technique — planned and 
produced by experts 


601 N. FAIRBANKS CT. CHICAGO, ILL. DEleware 7-0400 


51 GAST SIST ST. NEW YORK 
1928 GUARDIAN BLDG. DETROIT 
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Magazine Newsstand Sales 


First Six Months of 1951 and of 1950. 
Based on Publishers’ ABC Statements 


Prepared by S M News Co., New York 


1950 1951 
Rank Rank PUBLICATIONS 
1 1 Ladies’ Home Journal 
2 2 Life 
7 3 True Confessions 
3 4 Saturday Evening Post 
6 5 Better Homes & Gardens 
5 6 McCall's 
8 7 Look 
+ 8 Woman's Home Companion 
10 9 Coronet ... ° : 
9 10 rue. : 
ll ll True Story 
13 12 Modern Romances 
12 13 Good Housekeeping 
16 4 Modern Screen 
18 15 Redbook 
21 16 Motion Picture 
15 17 The American Magazine 
20 18 Argosy 
19 19 Seventeen 
17 20 Photoplay 
23 21 American Home 
24 22 Secrets 
4 23 See 
25 24 Mechanix Illustrated 
22 25 Collier's 
28 26 Today's Woman 
26 27 Popular Mechanics 
29 28 Popular Science 
31 29 Quick 
27 30 Cosmopolitan . 
31 True Romance 
33 32 Personal Romances 
32 33 Science & Mechanics 
34 34 Glamour .... 
% 35 Real Romances 
36 Real Story 
35 37 Charm . 
45 38 Official Detective 
40 39 Esquire 
47 40 Ebony 
37 41 Small Homes Guide 
43 42 True Detective 
39 43 Radio Television Mirror 
4a 44 Screen Stories 
4k 45 House Beautiful 
40 46 Simplicity Pattern Book 
2 47 Outdoor Life 
53 48 Intimate Romances 
41 a9 Mademoiselle 
56 50 Field & Stream 
54 51 Movie Life 
52 52 Sports Afield 
65 53 True Experiences 


60 54 True Love Stories 
Vogue Pattern Book 
a9 56 Movie Story . 


46 7 Sport inate 

61 58 McCall's Pattern Book 
63 59 ime 

55 60 Popular Photography 

59 61 Holiday 

62 62 Movie Stars Parade 

91 63 Hot Rod Magazine 


64 Movieland 


93 Speed Age 
o4 U. S. News & World Report 


_ 65 Saga 
72 66 Our World 
67 67 House & Garden 
66 63 Living for Young Homemakers 
96 69 Motor Trend 
70 7 Screen Guide 
69 71 Reader's Digest (Can Eng Ed) 
— 72 TV Guide 
73 7 Vogue 
74 Senior Prom 
74 7 Everybody's Digest 
2 To Modern Photography 
81 7 Harper's Bazaar 
7 78 The Woman 
80 7 Butterick Pattern Book 
78 80 Radio & Television News 
84 81 Newsweek 
86 82 Modern Bride 
85 83 The Ring 
oR 84 Hunting & Fishing (Comb. 
with Outdoorsman) 
77 85 U.S. Camera 
88 86 The New Yorker 
90 7 Radio-Electromics 
87 88 Air Traits 
4 89 Flying 
— 90 TV Forecast 
76 91 Varsity 
92 92 New Liberty 


95 95 Sunset 

7 %6 The Model Railroader 
— 97 Flower Grower 

99 8 Skyways 

00 99 Le Samedi 


*Sold only in New York. New Jersey and Connecticut 
"Hunting & Fishing only—reported in 1950 

Sold only in 4 north central states 

Distributed primarily in Canada 

‘Sold only in 7 western states 


MAGATINE 
1950 1951 
0s os Groups 
1 1 National Comics Group 


(Combined Red & Blue Mo. Units) 
3 2 Marvel Comic Group 
2 3 Fawcett Comics Group 
? 4 Harvey Comics Group 
4 5 Lev Gleason Comic Group 
5 6 Standard Comics Group 
— 7 Archie Comic Group . 
8g American Comics Group 
(Combined A and B Units) 


10 9 Thrilling Fiction Group 
8 10 Quality Comic Group 

9 ll Hillman Comic Group 

12 12 Young Romance Group 
ll 13 United Feature Comic Group 
4 14 Screeniand Unit . 

6 15 Popular Fiction Group 

15 16 Dell Men's Group 

16 17 Hit Parader Combination 
18 18 Hillman Detective Group 
17 19 American Romance Group 
_— 20 Best Detective Group 

19 21 Fawcett Men's Unit 

20 22 Ziff-Davis Fiction Group 
_- 23 Screen Teen Group 


1951 1950 
First First > Gain 
6 Mo 6 Mo. or Loss 
1,874,441 2,051,185 — 86 
1,653,999 1,808,202 — 85 
1,609,348 1,360,914 +18.3 
1,584,990 1,674,559 — 53 
1,462,964 1,379 + 61 
1,452,324 1,396,170 + 40 
1,314,358 1,313,460 + 1 
1,279,362 1,415,483 — 96 
1,183,333 1,261,385 — 62 
1,175,088 1,262,323 — 69 
1.161.914 1,112,335 + 45 
1,002,042 935,117 + 7.2 
995,789 313 — 5 
946,257 899.456 + 52 
896,27: 871.232 + 29 
874,332 818,492 + 68 
73, 485 — 30 
868.392 825,600 + 52 
845.67’ 832.782 +15 
818, 882.656 —72 
791.850 758, + 43 
786.764 750.916 + 48 
738,941 920.363 —19.7 
734,376 731,407 + «A 
709.731 811.747 —126 
699,392 679.614 + 29 
673.988 706,970 — 47 
648.325 649.491 — 2 
644, 522.756 +23.3 
639.434 5.033 — 67 
3.0 573,311 — 18 
539,937 511,370 + 56 
519.720 517.095 + § 
503.435 478,354 + 52 
445, 451.625 —14 
442,187 450.662 —19 
410,122 452.548 — 94 
398, 5: 339,633 +17.3 
384,531 028 — 27 
375,685 334.794 +12.2 
368,765 451.070 —18.2 
354,430 774 + 22 
353.530 413,080 —144 
343.264 1.096 + 6 
338,642 325.810 + 39 
331,948 316,509 + 49 
328.005 349,330 — 61 
308, 346 295.970 + 42 
305.006 374.120 —185 
289,337 276,591 + 46 
282,786 285.835 —1l 
280,309 1.750 -—71 
280,306 232.906 +204 
268.614 246,321 +91 
263.919 271.057 — 26 
262.599 320,163 —18.0 
56. 335.228 —23.3 
247.124 244,768 + 10 
239.517 238,493 + 4 
228.390 277,429 —17.7 
221.240 267.702 —174 
219,833 242,329 — 93 
216.512 92,064 +1352 
212.704 233,988 —91 
212.084 No Statement 
209.763 177, +179 
206.236 230.371 —105 
195.188 232.851 —162 
189.795 69.404 +1735 
184.019 202.572 — 92 
183.178 203. —10.1 
171.37 No statement 
156.856 162.414 — 34 
156.259 228.257 —315 
144,122 155.881 — 75 
137.2588 120.212 
135.074 130,787 + 33 
133.559 150.651 —113 
131.837 136.181 — 32 
131.727 139.547 — 564 
126,548 118.139 + 71 
122.528 109.104 +123 
118.578 117.079 +13 
111 943 See footnote A 
106.656 143.471 —25.7 
103,445 102.716 a 
97.701 98.095 —- 4 
90.255 106.678 —154 
90.190 79,384 +136 
39.818 No statement 
3,608 143.484 41.7 
82.385 2 — 45 
77.492 No statement 
76.781 41.033 +87.1 
75.527¢ 77.911 — 31 
75.442 67.177 +12.3 
59.245 No statement 
51.607 7.023 — 95 
51.434 54.371 — 54 
GROUPS 
Tetal Sale for First 6 Months % Gain 
1951 1950 or Loss 
47,440,128 45.936. 306 + 35 
33,173,496 16,.959.057 +955 
21.422.580 22.845.924 — 62 
16,294,704 9.959.022 +636 
16.293.648 14.827.392 + 99 
11,575,404 10.923,960 + 60 
10,709,781 No statement 
8.586.411 6.023.631 +425 
7.997.784 8.252.226 — 31 
7.720.014 9.805.998 —213 
6.789.132 8.445.654 —196 
6.754.827 6 > +11.3 
6,147,600 6.945.714 —115 
5.677,878 5.998.446 — 53 
5.273.028 10,502,736 —419.8 
4.938.744 4.371.804 +13.0 
4.392.108 3.635.616 +20.8 
4.045.674 2,381,334 +69.9 
3,311,652 2.638.500 +255 
3.030.783 No statement 
2.095.977 1.451.464 +444 
981,162 1,405,044 —.2 
906.999 No statement 


Acme Scaffold to Seidler 

Acme Scaffold Co., Brooklyn, 
has appointed A. M. Seidler Ad- 
vertising, Brooklyn, to handle 
trade and consumer advertising of 
its ladders and building equip- 
ment. 


Three Join Inland Press 

The Inland Daily Press Assn. has 
elected the following to member- 
ship: the Tribune, Pratt, Kan.; the 
Record, Lawrenceville, IIL, and 


the Monitor-Leader, Mount Clem- 
ens, Mich. 
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‘MAMA’ AWARD—Actress Peggy Wood proudly displays the Royal St. Olav Medal 

awarded her by the Norwegian government for advancing intercultural relations via 

the “Il Remember Mamo” television show. Looking on are (left to right) Frank 

Stanton, president, CBS; Erling S. Bent, consul general of Norway in New York, who 

mode the presentation; J. L. Van Volkenburg, president, CBS Television Division, and 
William R. Baker Jr., president, Benton & Bowles. 


Alcoa Signs Murrow 
for TV News Show 


CLEVELAND, Nov. 13—Aluminum 
Co. of America has signed to 
sponsor Edward R. Murrow for a 
weekly television show starting 
Dec. 2 over 18 Columbia Broad- 
casting System stations. 

The show, “See It Now,” is a 
video version of Mr. Murrow’s 
“Hear It Now” radio show, and 
will be televised Sundays, 3:30- 
4 p.m., EST. Fuller & Smith & Ross 
is the agency. 

CBS-TV has assigned four mo- 
bile camera crews to the series 
One crew is now in Korea, one in 
Washington, one in West Virginia 
and the fourth is working directly 
with the newscaster. Live pick- 
ups of news events, animated 
charts and personal interviews will 
also be used. 

The telecast is believed to be 
the first national TV show involv- 
ing a Cleveland advertiser. 


Atlantic Refining Names 2 

Dwight T. Colley, v. p. a&id gen- 
eral manager of Atlantic Refining 
Co.'s domestic sales, has been 
named v.p. and general manager 
in charge of both domestic and 
foreign marketing. In a general 
sales reorganization, Frederick M. 
Neal has been named general man- 
ager of foreign sales, succeeding 
the late A. A. Garrabrant 


Roman to Lowe & Stevens 

Roman Cleanser Co., Detroit, has 
appointed Lowe & Stevens, At- 
lanta, to handle its advertising in 
the southern territory. The prod- 
uct’s introduction in the Atlanta 
market will mark its first appear- 
ance i.. the South. An intensive 
newspaper campaign is scheduled 
to begin Nov. 15 


Chemical Co. Starts Drive 


Samuel Moore Chemical Co., 
Mantua, O., has started a trade 
paper and direct mail campaign 


for Rub-Bub, chromated caulking 
compound, and a line of adhesives 
and caulking guns. Palm & Patter- 
son, Cleveland, is the agency 


Recommends More PR. Ads 

The Joint Electronics & Radw 
Committee on Service, Philadel- 
phia, has recommended an inten- 
sive public relations program for 
the servicing portion of the elec- 
tronics industry, to include copy in 
national consumer ads that would 
stress tne need for television serv- 
ice. 


Ray Cox Named Ad Manager 


Ray W. Cox, formerly advertis- 
ing manager of Metal Goods Corp., 
St. Louis, manufacturer of metal 
products, has been appointed ad- 
vertising and sales promotion man- 
ager of Herman Body Co. St 
Louis. 


Ray-O-Vac Boosts Bender 

Ray-O-Vac Co., Madison, man- 
ufacturer of radio, telephone, and 
lantern batteries, has promoted W 
L. Bender, member of the general 
sales staff, to merchandising man- 
ager. 


TV Sets in WFMY-TV Area 
WFMY-TV, Greensboro, N. C., 
which increased its power to 16,- 
720 watts Sept. 22, has announced 
that there are 84,049 television sets 
in its coverage area as of Nov. 1. 


Office Furniture 
Association Finds 
Advertising Pays 


New York, Nov. 15—A cam- 
paign by the Nationa! Office Fur- 
niture Assn. that was originally 
scheduled to run for just a week 
has been extended and may result 
in a year-round program 

Members of the association set 
| aside the week of Sept. 17-22 as 
| Office Furniture Week and ran a 
cooperative and tie-in campaign to 
get business men to check up on 
their office needs now, “while it is 
still relatively easy to refill sup- 
ply pipelines.” Promotion was 
mainly in newspapers and office 
publications 

According to the association, “Of- 
fice furniture dealers in 69 cities in 
22 states reported that business 
was up an average of 25% over 
1950 while store traffic rose even 
more,” during that week. As a re- 
sult, office furniture “check-up 


week” has been given a reprise, to 
run Nov. 26-30 

The new campaign will cover at 
least 37 of the original 69 cities 
and followup campaigns are now 
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Free kits mat 


and 
service will go to dealers, who wil! 


in the works. 


place their ads direct. MacLean 
Advertising handles promotion for 
the group. 
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And Here’s Your 
Symbol of Excellence 
in Fine Papers —_ 


Ceaseless research, prime 
materials and matchless 
craftsmanship are the 
essence of excellence in 
MeL aurin-Jones printing, 
packaging and specialty papers 
-excellence that makes 


them the choice of the 


perlormance, 


me 4 + + 


finish c 


postcard 


‘YOUNG CHILDREN! 


TRUE CONFESSIONS has the 


children (four years and under) of 
y any magazine except Parents’. 


ated paper for 
label, box 
work 
Gummed Papers for labels, seals 
ana sticker 


of families with 


Starch— 


At the 
newsstands 

— America’s 
second largest 
selling 
woman's 


i 


Here’s Your Symbol of Excellence in Jewelry 


MAIN LOBBY, BARCLAY HOTE 


NEW YORK City 


Among the wide range of McLaurin- 
Jones papers, famed for their ex- 
cellence, are 


Woretone, mirror- 
Printing, 
covering, Cover and 
Guaranteed Flat 


Old Tavern Gold and 


Platinum Metallics for labels, box 


work and printed pieces. Relyon 


LET US HELP YOU WITH YOUR PROBLEMS ON SPROIAT COATINGS AND GUMMINGS — 


TECHNICAL, INDUSTRIAL 


SPECIFICATION AND CHART PAPERS 


Reproduction Paper for the print- 


printing and packaging ing trade. A full line of Sealing 
a ree profitable Tapes, Stays, and Gummed Cam- 
brics for boxes, cartons, and 


containers. 


McLaurin-Jones Papers are advertised regularly in NEWSWEEK and BUSINESS WEEK 


McLAURIN-JONES COMPANY 


BROOKFIELD, MASSACHUSETTS 


Offices: New York - Chicago - Los Angeles 
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specialists 
in fine 
photo engraving 


REVERE PHOTO 


7192 


ENGRAVING CO. 
2 FEDERAL STREET - 


CHICAGO 5, itt 


THE ADVERTISING 


Advertising Age, November 19, 1951 


MARKET PLACE 


Rates: 90¢ per line, minimum charge $3.60. Cash with order. Figure all cap 
lines (maximum—two) 30 letters and spaces per line; upper & lower case 40 
Per line. Add two lines for box number. Deadline Wednesday noon 12 days 
Preceding publication date. Display classified takes card rate of $12.00 per 
column inch. Regular card discounts, size and frequency, apply on display. 


HELP WANTED 


cory 
Young man with future to earn for copy 
dept., medium sized Chicago Agency. to 
handle all kinds of copy—all kinds of 
accounts. Tell all in one letter 
Box 4135, ADVERTISING AGE, 
200 E. Illinois St., Chicago 11, Ill 


PUBLISHER'S REPRESENTATIVE 
Eastern ter. substantial nat’! grocery trade 
pubn. Comm. 20%, earnings now $3,000. 
Unlimited potential. About half time & 
some travel required. Gro. field exp 
needed. Write details and setup 

Box 4108, ADVERTISING AGE, 

200 E. Illinois St., Chicago 11, Ill 


ADVERTISING ASSISTANT 
Progressive Chicago mfr. (NW side) needs 
col. grad, 24-28, veteran or draft exempt. 
for both creative and detailed work in all 
phases of industrial advertising. Copy 
exp. and mech. aptitude desirable. Write 
complete outline of experience, personal 
data. Local men preferred 

Box 4133, ADVERTISING AGE, 

200 E. Illinois St., Chicago 11, Il 
ADVERTISING & PUBLISHING 
FOR ALL TYPES OF POSITIONS 
GEORGE WILLIAMS—PLACEMENTS 
209 S. State St HA 717-2063 Chicago 
Copy Writers Wanted. Senior and Junior 
Men or women. Permanent. Exceptionally 
good working and living conditions for 
families. No commuting. Fast growing 
agency. Write full details in first letter 
Everett D. Biddle, 

Bloomington, Il. 
FRED J. MASTERSON 
ADVERTISING & PUBLISHING 
PERSONNEL 
All types of positions for men and women 
185 N. Wabash FR 2-0115 Chicago 


Information for Advertisers 


No. 4168. Fast-growing New In- 
dustrial Market. 

Prophesying that 1952 produc- 
tion in its field will be greater 
than plastics, Modern Metals pre- 
sents a new brochure, “Light 
Metals in 1952—a 2% Billion Dol- 
lar Market,” giving the up-to-date 
story about aluminum, magnesium, 
and titanium. In addition to an 
over-all picture of the field, speci- 
fic marketing opportunities are) 
outlined and the special services 
of the publication set forth. 

No. 4170. How to Design Comics 
Campaigns 

Metropolitan Sunday Comics} 
Group, on the basis of a Starch} 
study, has prepared a new booklet 

“Ten Best Read Campaigns, First 
6 Months, 1951. Reproduced are 
representative advertisements for | 
the ten campaigns with the highest 
“Read Most” scores, plus reader- 
ship figures in averages for all of 
the advertisements in each cam- 
paign. Interesting and inspiration- 
al 
Data for Fort Worth. | 

The Fort Worth Star-Telegram 
offers a new market map, in the 
form of a file folder, giving media 
data as well as information on re- 
tail sales, population, families, 
buying income, family coverage, 
both for the city and for the 
100 counties 


No, 4171 


etc., 
surrounding 


No. 4174. Study of Weapons Mar- | 
ket 

_ Ordnance offers an informative 

new booklet telling what the Army 

and Navy are buying in the way of | 


No. 4172. 
Field. 

“Selling to Restaurants and Ho- 
tels” is a new manual offered by 
Ahrens Publishing Co. It gives a 
Statistical picture of the market, 
supported by charts, graphs, tables, 
etc., and includes selling hints and 
possible copy slants 


Selling the Restaurant 


No. 4175. Reaching Product De- 
signers. 

A new handbook, “What Product 
Designers Want to Know about 
Materials, Finishes and Compo- 
nents,” has just been published by 
Sweet's Catalog Service for manu- 
facturers advertising and selling to 
the original equipment market. It 
is based on personal interviews 
and contains checklists of informa- 
tion product designers say they 
need, plus examples of catalogs 
they have found helpful. 


No. 4176. Data for Baton Rouge. 

The State Times and Morning 
Advocate, Baton Rouge, La., offer 
a new folder, “Baton Rouge Mar- 
ket Data,” which provides a quick 
economic survey of the area as to 
population, buying power, housing, 
employment and wages, manufac- 
turing, jobbers and _ suppliers, 
wholesale and retail trade, as well 
as comparative business indexes 
for the last decade. 


No. 4177. Tools Contractors Use. 
Practical Builder offers a new 
study based on a nationwide sur- 
vey of contractors covering owner- 
ship of such equipment as motor 
trucks, cranes, power shovels, 
mounted air compressors, portable 
electric tools and the like. The 


artillery, ammunition, motor ve-| qualifications of contractors and} 


‘hicles, electrical equipment, etc. | 
Purchasing and procurement of-| 
fices are listed, and media data | 
round out the picture 


builders covered in the study are 
exemplified by several pages of 


ASSISTANT SALES MANAGER 

One of the leading manufacturers of plas- 
tic housewares doing national advertis- 
ing wants man with solid background of 
experience in merchandising and selling 
of housewares. Will work with salesmen 
in field and major chain stores. For man 
willing to WORK and GROW with this 
company there's plenty of opportunity for 
promotion. Age 30-35. Salary open. Give 
outline of experience and personal back- 
ground together with recent photograph 
Replies will be held in strictest confi- 
dence 

Box 4099, ADVERTISING AGE, 

200 E. Illinois St., Chicago 11, Ill. 
PERSONALIZED SERVICE 
Advertising-Promotion & Sales Managers- 
Copywriters-Account Executives-Editors- 
Artists-Merchandising-Research-La y out- 

Radio-TV-Production and Salesmen 
THE HONES COMPANY 
14 E. Jackson Blvd. Chicago 4, Ill 


POSITIONS WANTED 


MAIL ORDER MAN 


offers his services to concern in need of 
practical executive who knows how to 
get orders by mail to plan, write copy, 
make layouts, research & test results, 
handle production, lists & mailings. N. Y 
area. Salary $7500 & Bonus for results 

Box 4128, ADVERTISING AGE, 

11 E. 47th St., New York 17, N. Y 


Adv. and Sales Director, midwest branch 
international beverage and food mfg 
seeks new affiliation by Jan. 1. Gilt-edged 
ref., business and moral integrity. $12,000 
salary required, Box 385, Oak Park, Ill 
PUBLIC RELATIONS-IDEA MAN. of 
proven ability and experience seeks Mid- 
West Connection. Mature years give un- 
usually wide experience in all forms of 
Promotion and Advertising. Stan Reed, 
1605 Homestead Street, Baltimore-18, Md 
FLYING HIGH ON A LEAN MIXTURE? 
High octane copywriter can help you gain 
altitude and take on that new, important 
account. Or, here's that Ad Mgr. or Asst 
you need! Good, “industrially-tinged” 
copy background. Write in confidence & 
expect quick answer. Salary open 

Box 4130, ADVERTISING AGE, 

200 E. Illinois St., Chicago 11, Ill 
Commercial Artist-eight years artist and 
art director experience with studio and 
publishing house background. Desire posi- 
tion with secure art-conscious organiza- 
tion. Presently employed 

Box 4131, ADVERTISING AGE, 

200 E. Illinois St., Chicago 11, Il 
PRINTING BUYER-I'm looking for a 
large user of printing or an agency that 
needs a printing buyer who is a practical 
printer. With 20 years front office exp., 
I'm used to cooperating with creative dept 
to get most out of ideas that influence 
the reader. Have the know-how that ef- 
fects imp. economies. I make good roughs 
and presentable dummies. With present 
employer 4% years. Salary $5,500. Chicago 
area. If this is the kind of buyer you need, 
I ask 5 min. of your time 

Box 4132, ADVERTISING AGE, 

200 E. Illinois St., Chicago 11, ll 

SEMI-RETIRED EXECUTIVE 


data showing volume and types of | Wishes to supplement modest income by 


work done 


Note: Inquiries for the items listed above will not be serviced beyond Dec. 31. 


USE COUPON TO OBTAIN INFORMATION 


200 E. Illinois St., Chicago 11, Il. 


—please print or type) 


NAME 


Readers Service Dept., ADVERTISING AGE 


Please send me the following (insert number of each item wanted 


COMPANY 
ADDRESS 
city & ZONE 


} employment with ethical concern 
| research, 


jor Sales Promotion 


| judgement 


Market 
statistical studies, sales promo- 
tion, personnel scout, purchasing or other 
assignment requiring tact and mature 
judgement. Age, 52, alert, capable. Willing 
to travel, have good car. Relocate at own 
expense but pleasant living environment 
important. Replies to Philip Berman c/o 
Wm. Douglas McAdams, Inc. 25 West 43rd 
St.. New York 18, N. Y 
EXECUTIVE ASSISTANT TO 

TOP-NOTCH ADMINISTRATOR 
Manager. Increased 
sales ten times in 3 years for one concern 
Fundamental experience in sales, sales 
promotion, public relations, merchandis- 
ing, and administration. Creative, mature 
Age 3. Married. Will relocate 
for right position. Resume on request 

Box 4134, ADVERTISING AGE, 

11 E. 47th St., New York 17, N. Y¥ 
~~ REPRESENTATIVES WANTED 
Publishers Representatives: Established 
Florist trade magazine desires representa- 
tives all areas except Chicago. Commis- 
sion. Excellent Opportunity. Write full 
details. 

Box 4127, ADVERTISING AGE, 

200 E. Illinois St., Chicago 11, Ill 


Biddle Advertising, 


BUSINESS OPPORTUNITIES 
SPECIALIZED FARM QUARTERLY, 
In 7th year, now published without ads, 
ripe to go monthly and accept advertis- 
ing. Second class entry. Ten thousand 
paid subscribers on addressograph plates 
For quick sale: $10,000 (total price) 

Box 4126, ADVERTISING AGE, 
200 E. Illinois St., Chicago 11, Ill 


large and 
well-established letterpress 
printing company is in need 
of a Production Control Man- 
ager. Experience in such a 
field is of prime importance. 
The opportunity is unlimited, 
and we are interested pri- 
marily in a man with plenty 
of know-how background and 
ability to assume complete 
charge of such an operation. 
Box 8011, Advertising Age, 
11 E. 47th St.. New York 17, 
N. Y. 


a 


—— 


SERVICE FOR SALE—$12,000 YEARLY 


This man is an allcround creative writer 
Expert at copy ideas for every media 
Designs catalogs, circulars, brochures 
Fomiliar with Graphic Arts & Publishing 
Writes unusual consumer & direct sales ads 
Originates slogans, mottoes, novelties 
Sales promotion & merchandising 
Produces Radio—T-V material such os 

he 


Advertisin 
Direct Mail and point-of-sale 
Public Relations another forte 
Experienced as editor, several magazines 
Knows make-up, dummying, layout, editing 
Editorial field is second home 
Doctor's degree makes authentic 
Articles on health, diet, vitamin theropy 
Do you need an ACE copywriter? 
Do you need a CRACK editor? 
Do you need an IDEA creator? 
If you are an advertising agency 
A magazine or any business firm 
In the LOS ANGELES area 
1 om available at once 
— Phone — Wire — Write — 
HENRY RICHMOND 
1416 North Curson Ave. — Hollywood 46, Colif 
Phone — HEmpstecd 8615 


Writer Wanted 


Man-size job for young writer on the way 
up. Assist editor of external house organ 


in automotive field. Diversified, interesting 
assignment. Loop office 
Must know how to dig for facts, recognize 


story material, deliver typed copy ahead 
of deadline. Mechanical aptitude a help 
but writing ability paramount. Some edi 
torial experience preferred. Give full de 
tails of experience and salary requirements 
in reply 

Box 8010, Advertising Age 


200 E. Illinois St.. Chicago 11. Ill 


PUBLICITY 


well as a creative idea 


corporation, manufacturing nationally advertised 
outdoor product, seeks this man—age 30 to 45 
years. Must know and enjoy the out of doors, fish- 
ing, etc. Write, giving experience and qualifica- 
tions in full. Salary is open. 


Box 8009, Advertising Age, 
200 E. Illinois St., Chicago 11, Ill. 


DIRECTOR 


WANTED: | 


An unusual opportunity for a thoroughly experi- 
enced publicity man, one who knows publications 
and syndicates, one who is an administrator as 


man. Large midwestern 


I am a seasoned writer with 
wide experience that encompasses 
magazine, newspaper. direct mail, 
outdoor, radio and house organ 
copy 

As an account executive, I have 
planned and directed agency serv- 
ice, market research, merchandis- 
ing plans and staff contact for 
accounts ranging in billing from 
as low as $10, to more than 
$1,000,000 


As an agency official, I have 
served on plan boards ana operated 
in a consulting capacity for many 
outstanding national accounts in 
addition to being President of my 
own agency 


IF YOU FIND INTEREST IN THE POSSIBILITIES WHICH 
THIS EXPERIENCE AND CAPACITY MIGHT REPRESENT 
IN YOUR DEVELOPMENT PROGRAM, WRITE ME IN 
CONFIDENCE. 
[ fave’ chien PLACEMENT AGENTS PLEASE NOTE. If you now 
have a client to whom you desire to refer this 6 
position will be fully respected and recognized 


Box 8013, Advertising Age, 200 E. Ilinois St., Chicago 11, Ml. 


TO A MIDWESTERN OR SOUTHWESTERN 

AGENCY WITH EYES FOCUSED ON GROWTH 

30 YEARS OF TOP-FLIGHT EXPERIENCE 

AVAILABLE JANUARY 1 | 

My desire to re-establish myself in one of these areas may be 

your opportunity to strengthen your service, spark your new 

business program and add prestige to your institution. Your 

present capacity to pay the high-level earnings I have enjoyed 

will not be involved if your viewpoint has as its foundation 
progress through sound development of service 


As a participant in new business 
programs, I ave prepared and 
successfully presented many major 

resentations both to estab- 
ished and prospective clients 
for a creative total of many mil- 
lion dollars in billings 

am a public speaker. I have 
directed a multitude of sales meet- 
ings, organized large conventions 
and appeared as lecturer at lead- 
~~ universities 

n the capacity of advisor and 
representative. I have prepared 
and presented critical briefs for 
both private companies and entire 


industries before state and na- 
tional legislative and regulatory 
bodies 


advertisement, your 
Please notify me. 
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CCA to Meet in Chicago for First Time 


ONE OF 52—Each of the 52 cords in this 

deck contains a different idea for a pub-- 

licity story, plus several suggested news 
“pegs.” 


‘Deck of Cards’ 
Has 52 Different 
Publicity Ideas 


MENpbotaA, ILt., Nov. 15—A new 
“deck of cards” containing 52 dif- 
ferent subjects on which publicity 
stories can be built has been placed 
on the market by Kenneth B. But- 
ler & Associates, local agency 

Each of the 52 cards in the deck 
lists one general topic of legitimate 
news interest, and contains 
many as 12 news “pegs” on which 
to hang a story 

“At first the cards were gim- 
micked as a sales point for our 
account execs to play up our agen- 
cy publicity department,” Ken 
Butler, head of the agency, said 
“The cards were so well accepted 
by clients and prospects, we de- 
cided to make them available to 
the general public.” 


as 


® A sample of the topics and the 
accompanying news pegs is a 
card with the general topic, “New 


Trade Names,” which lists the fol- 
lowing news pegs in this cate- 
gory: company trademarks added; 


new slogans; package design; 
change in trade name, and simpli- 
fication of trade name. 

The deck will be advertised in 
several trade journals, It is avail- 
able from the Butler organization 


at 700 14th Ave., Mendota, Il!. The 
price is $5 
Wile, ‘Vogue’ Use Tie-in 

Julius Wile Sons & Co., New 


York, will launch a three-month 
tie-in campaign with Vogue for 
Benedictine liqueur and benedic- 
tine fashion color, beginning with 
the January issue. J. D. Tarcher 
& Co., New York, the Wile agen- 
cy, has placed two-color pages in 
the magazine. 


Buys Transcribed Drama 
Carolina Power & Light Co., 
Raleigh, N. C., has purchased the 
Ziv transcribed package, “Bright 
Star,” in 19 North and South Car- 
olina markets. This weekly 30- 
minute radio drama stars Irene 
Dunne and Fred MacMurray. The 
business was placed direct. 


MBS Billings Gain in 1951 

Mutual Broadcasting System, 
New York, ended the first 10 
months of 1951 with estimated 
gross billings of $14,620,652—a gain 
of 9% over the same period last 
year. Business for October, 1951— 
$1,759,467—was up nearly 15% 
over October, 1950. 


My Double to Kesslinger 


My Double Co., New York, 
manufacturer of dressmaking 
forms, has appointed J. M. Kess- 


linger & Associates, Newark, to 
direct its advertising. Mervin and 
Jesse Levine Inc., New York, had 
the account previously. 


Helliwell Joins Mutual 
Charles H. Helliwell, formerly 
radio and TV director for Mathis- 
son & Associates, Milwaukee, has 
joined the central division sales 


New York, Nov. 15—For the 
first time in the history of Con- 
trolled Circulation Audit, it will 
hold its 20th annual meeting Nov. 
20 outside of New York when it 
meets at the Drake Hotel, Chicago. 

Recent growth of CCA in the 


| Midwest and on the West Coast, 


staff in Chicago of Mutual Broad- 


casting System. 


according to Adin L. Davis, man- 
aging director, now makes Chicago 
a more accessible meeting place 
for approximately half of the 
membership. 

The meeting will open with an 
informal clinic session for discus- 


sion of current auditing proce- 
dures. Richard S. Hayes, CCA 
president, will preside. 


Following the luncheon session, 
at which a number of advertising 
and association executives will be 


guests, the regular business session 
will be held for the annual election 
of officeré and directors 

CCA membership is now at an 
alltime high with a total of 308. 
During the past year the increase 
in membership has been approxi- 
mately 10% 


Rickard Resigns Dixon 

Rickard & Co., New York, has 
resigned as agency for the indus- 
trial division of Joseph Dixon Cru- 
cible Co., Jersey City, effective 
Dec. 31 


Cowles Co. Names Ward 
Cowles Co., Cayuga, N. Y., 
chemical and pulping equipment 


manufacturer, has appointed Tay- | 


lor M. Ward Inc., 
agency. 


Ithaca, N. Y., its 
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LOWEST COST PER M! 


TRUE CONFESSIONS cost less per 
M circulation than any other 
Romance magazine with a circu- 
lation over a million. 


rue 


At the 
newsstands 

— America’s 
second largest 


_onfessions 


selling 
woman's 
magazine 
seseee 


SIGHT, 
ACT 


Your Ad has All FOU pe 
when you put it ih the Movies 


When you 


use Spot Movie Ads (Film Com- 


mercials) in theatres, you get the benefit of 
SIGHT, SOUND, ACTION and COLOR to 


put across 


your sales story with maximum 


effect. In no other advertising medium can 
you buy so much selling power for so little. 


Moreover, with Spot Movie Ads you can get 


Notional Offices: NEW YORK: 70 EAST 45\h ST. . 
CHICAGO: 333 NORTH MICHIGAN AVE. 
NEW ORLEANS: 


Advertising Bureau: 


MEMBER COMPANIES: 


1032 CARONDELET ST. 


UNITED FILM SERVICE, INC. * MOTION PICTURE ADVERTISING SERVICE CO. INC. 


KANSAS CITY: 2449 CHARLOTTE ST. 
* CLEVELAND: 526 SUPERIOR N.E. 
* SAN FRANCISCO: 82! MARKET ST. 


completely selective theatre-by-theatre cover- 
age in virtually any city or town over 1,000 

pulation, including most TV areas. Spot 
Mo vie Ads offer a weekly audience equal to 
one-fourth the national population covering 

many important areas which TV does not 
reach at all! For more information, clip and 
mail the coupon now. 


GOO OOOO 2O2OO2298@ 


MOVIE ADVERTISING BUREAU 
P.O. Box 1223, G.P.O. New York 1, N. Y. 


J 


Please send me more information about 
Spot Movie Ads in Theatres. 


NAME 


YOUR COMPANY 


ADORESS 
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Owners and operators of Radio Station WHAS and Television Station WHAS-TV 
364,123 DAILY * 293,426 SUNDAY 
REPRESENTED NATIONALLY BY THE BRANHAM COMPANY 
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Liquor Industry Could Widen 
Market, Reader Contends 

To the Editor: 1 was very in- 
terested in your editorial conten- 
tion that advertising competition 
generally enlarges a market, and 
your reference to W. W. Wachtel’s 
statement that liquor advertising 
has no effect on total consumption 
or sale and merely switches con- 
sumers from one brand to the 
other. In view of Mr. Wachtel’s 
Statement, your editorial in the 
Sept. 27 issue seemed to indicate 
your readiness to make an excep- 
tion to your contention in the case 
of liquor advertising. I don’t think 
that any such exception need be 
made. 

When Mr. Wachtel, one of the 
best liquor salesmen in the busi- 
jness, says that liquor advertising 
j|has largely been used to switch 
|consumers from one brand to 
another, his statement is largely 
accurate as an appraisal of liquor 
advertising up to this time. As a 
|matter of fact, the Calvert-Frank- 
fort-Seagram divisions of Sea- 
gram Distillers Corp. have suc- 
ceeded in boosting their volume by 
hundreds of millions of dollars 
over the past few years largely by 
|taking business away from other 
| distillers. Since 1946 liquor vol- 
| ume has dropped 13%, and in 1950 
per capita consumption of liquor 
amounted to 1.30 gallons as against 
1.52 gallons in 1942. Thus, we can 
see that despite steadily increased 
advertising expenditures, the liq- 
uor market has actually been re- 
duced. 

But this does not mean that the 
liquor market could not be in- 
creased if the industry tried to do 
it. There are some 60,000,000 adults 
in the U. S. who do not drink the 
so-called “hard liquors,” includ- 
ing whisky, gin, rum, brandy, cor- 
dials, and so on. Only two-thirds 
of these people are Drys and would 
favor Prohibition, so that the re- 
maining 20,000,000 persons don't) 
drink liquor for a variety of rea- 
sons such as “they don’t like the 
taste of it,” or they “think it is 
too strong,” or that it is habit- 
forming, or else they are afraid 
to trust themselves to having an 
}oecasional drink for fear they 
| might become alcoholics. . . | 
| There is little question in my | 
| mind but that the industry could, 
| increase the number of people who | 
| drink, provided that its advertis- 
ing tack is changed. Few liquor ads 
are more than an artistic rendi- 
| tion of a bottle, a selection of one 
or more of these beaten-to-death | 
words: “smooth, mild, mellow, | 
light-bodied, full-bodied, or full- 
flavored,” and sometimes an in- 
teresting anecdote added. No 
doubt, attacks upon the industry 
by the Drys and strait-jacket ad- 
vertising restrictions have served 
to inhibit the industry against more 
aggressive advertising. But such 
advertising that has been placed 
before the consumer is nothing 
more than brand reminder copy | 
for the most part. One interesting | 
departure, which was apparently | 
designed to switch consumers from 
one brand to another, has been 
Calvert’s “taste test” ads, which 
are educational to the extent that 
they help to teach the consumer 
how to judge whisky... | 
| The facts show that the average | 
| American drinker is a moderate) 
fone. Of course, high taxes have| 
priced liquor out of the reach of 
millions of people (about 14,000,- | 
000 of them) who only drink beer 
or wine or both. But few people 
realize that the alcoholic content 
of the average highball is about} 
17%, which is less than the al- 
coholic content of some wines. Evi- | 
dence of the moderate nature of) 


‘today’s drinker lies in the fact) 


The Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome 


that most liquor is consumed di- 
luted with water, carbonated bev- 
erages, fruit juices, melted ice and 
so on. If these and other facts were 
laid before the American public, 
whether it be through advertising 
or public relations and publicity 
efforts, there is little question but 
that there would be a greater ac- 
ceptance for intelligent drinking 
among millions of new consum- 
ers... 

There is some good industry 
literature that has helped to show 
how drinks can be tastefully pre- 
pared and attractively served, most 
of such material being distributed 
in liquor stores and apparently 
aimed at people who already are 
drinkers. But the industry has not 
given wide circulation to the fact 
that liquor is actually beneficial 
to mankind when properly used, 
and that most drinkers do use it 
properly. Nor has the industry giv- 
en the consumer the maximum 
help in telling him what, when, 
where, and how to drink. 

The liquor industry has an ex- 
cellent opportunity to broaden its 
market, and there is no reason 
why its advertising should not 
play a role in this objective. All 
of which would put liquor adver- 
tising in the same categery as oth- 
er competitive advertising, i.e., 
promotion that not merely tries 
to switch a consumer from one 
brand to another but that also en- 
larges its market 

BENJAMIN W. Corrapo, 
Research Consultant, New 
York 

e 7 e 


Thinks Recruitment Ads 
Are Waste of Money 

To the Editor: Your editorial 
“A Sad Spectacle” is what 
leaves me with a feeling of nausea, 
not the action of Congress in cut- 
ting off advertising expenditures 


| for recruiting 


No doubt, you are one of the 
ones who howl the loudest for 
economy in government, except 
when it applies to you or the ad- 
vertising industry. 

As a business man, advertiser, 
veteran, no matter how I look at it 
I can't help but agree with the 
senator who thought that adver- 
tising for recruiting is a waste 


of money and that recruiting can 
best be done by the draft board. 
The “Sad Spectacle” is your cry- 
ing about a couple of agencies’ loss 
of billing with the taxpayers’ mon- 
ey. My only regret is that it doesn’t 
happen more often. 
D. C. CUSHMAN, 
Green Bay, Wis. 


Announcer Asks More 
Constructive Criticism 

To the Editor: Last spring the 
Eye and Ear Department had oc- 
casion to review the now de- 
ceased Morton Downey “Star of 
the Family” show, and apparently 
the writer was most impressed 
with the size of Mr. Downey’s ears 
and the eyes of “the announcer” 
which to him looked like “two 
burnt holes in a blanket.” I for- 
gave him (I was the announcer) 
because I felt the lighting had 
been pretty bad, the commercial 
copy even worse. 

On Aug. 27, the column re- 
viewed “Danger,” sponsored by 
Amm-i-dent, and said some very 
nice things about “the announcer.” 
(1 am the announcer.) You ap- 
proved of the style, the delivery, 
the thinking back of the commer- 
cials. Inasmuch as these commer- 
cials are, to a great extent, ad lib, 
and are definitely the result of 
close work between me and the 
| copywriter, Mr. Copeland—who is 
poten one of the best—-I was very 
pleased indeed. These commercials 
| represent what | believe to be the 
| best method of direct sell via tele- 
| vision. 
| On Oct. 8 you reviewed “The 
Perry Como Show,” sponsored by 
Chesterfield, and in commenting 
on “the announcer” (I am the an- 
nouncer!) you suggested that an 
improvement would be made if an 
announcer could be found “who 
can smoke cigarets through his 
ears.” I have tried this at home but 
I can't do it. 

Would it be too much to expect 
from ADVERTISING AGE a more con- 
structive criticism? Surely you are 
familiar with the “ties that bind” 
in tobacco advertising, and you 
must also realize that it is a rare 
thing when “the announcer” is per- 
mitted to indulge himself in purely 


*Cover the 53 counties 
in middle Tennessee and 
southern Kentucky with 
WSIX alone! 


NATIONAL REPRESENTATIVE 
GEO. P. HOLLINGBERRY CO. 
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RAOIO REACHES PEOPLE... 
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personal phraseology. The sales- 
men of TV, i.e., the announcers, 
are on the whole a hard-working 
group of much-maligned men. So 
far as I am concerned I have noth- 
ing to complain about, because 1) 
honestly feel I afn trying to do the 
least offensive job possible in what 
can easily be the most offensive 
part of any program. But I would 
appreciate help from critics such 
as you. The trade paper should be 
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know when they are going south 
and where they will be, she will 
gladly notify the program chair- 
men. 
Eton G. BortTon, 
President and General Man- 
ager, Advertising Federation 
of America, New York. 
The AFA’s address is 330 W. 
42nd St., New York 18. 


in a much better position to ad- | Adds His ‘Amen’ to Woolf 


vise than is the daily newspaper 
column that resorts too often to 
Satire in its criticism. 


To the Editor: It’s Monday night 
and I’ve just enjoyed reading 


| James D. Woolf's article, “Is the 


Perhaps the identity of the an-| public Developing a Tolerance for 


nouncer is unimportant in the ov- 
er-all picture, but it occurs to this | 
announcer that when three differ- | 
ent reviews get three peng eened 
impressions of the same man, there 
must be a reason which lies be- | 
yond the man himself. What do | 
you think? | 
Incidentally, “the announcer” is 
known in TV as Dick Stark,| 
whereas in radio, for 18 years, he} 
has been known as Richard Stark. | 
I don’t even understand that, ex- 
cept that it just happened! 
RicHARD STARK, | 
New York. 


Used Karsh Photos in ‘48, 
Canadian Agency Man Says 

To the Editor: I would like to 
“get in on the act” and extend 
the controversy as to the first use| 
of commerciai: photography by 
Yousuf Karsh. 

It appears that “everybody is 
wrong but us.” When I saw the; 
illustration in a recent issue, which | 
showed Mr. Karsh and the gentle- 
men from Calvert Distillers, 1) 
thought I \/ould write to you, but 
like so many things, I just put it 
off. However, when i saw the 
letter in your issue of Oct. 29 from 
the Atlas Steel Co., I am no longer 
putting this off. 

Although I don’t know whether 
this was the first commercial job 
by Mr. Karsh, I would like to put 
it on record that he produced a 
series of photographs for our 
client, Charles E. Frosst & Co., in| 
1948. This was a series of photo- 
graphs of the deans of medicine of 
the various Canadian medical col- 
leges, and these photographs were 
used in advertisements that ap- 
peared in several] Canadian medi- 
cal journals during 1948 and 1949. 

A. W. Hovucuron, 

Stevenson & Scott, Montreal, 

Can. 


That's What We Meant 

To the Editor: Re the Oct. 29 
ADVERTISING AGE, Page 95: 

The headline states that “He 
Would Have Liked to Have Done 
(it).” 

Do you mean this literally? Do 
you mean that at some previous 
date the idea of having done it 
would have appealed to him, but 
that such an accomplishment—or 
reflecting upon it—would now 
leave him cold? 

That’s just what you have said! 

Or did you not mean, “He Would 
Like to Have Done It”? 

Joe W. Parris, 

Advertising Department, 

Georgia Power Co., Atlanta. 


| 


Southern Adclubs Want 
Speakers; Any Volunteers? 

To the Editor: The advertising 
clubs in the South are anxious to 
know about advertising leaders 
who come down there for vaca- 
tions and who are willing to talk | 
to advertising clubs or college-ad- 
vertising groups. 

These clubs are anxious to know 
when leaders are going south for 
vacations or otherwise and secure 
them as speakers, but they have no 
way of knowing when these men 
are coming south. 

If these advertising leaders will | 
let Miss Helen Holby of our office 


Absurd Human Behavior in 
Ads?” As usual, my response to 
his column was a hearty and em- 
phatic “amen!” 


to (1) tell my wife that Apvertis- 
ING AGE was one magazine that 
I never wanted to miss reading 
and (2) write and thank you for 
your pleasing combination of news, 


| inspiration and criticism. The new 


feature arrangement makes sense. 
CLEMENT B. HAINgs, 
Lamport, Fox, Prell & Dolk 
Inc., South Bend, Ind 
e e e 


Says Proofreading Advice 


' Belongs to Creative Side 


To the Editor: "Tis indeed, with 
a tear in my eye, but with a firm 


| spirit, that I find it necessary to 
| be caustically critical of my favor- 


ite trade publication. You and 
Kenneth B. Butler have an excel- 
lent article on Page 98 of AA, Oct. 
29, but for the life of me, 1 can't 
figure out why it is headed “Tips 
for the Production Man. . .Proof- 
readers Can Be Too Fussy.” 

The meat in the article is ex- 


| cellent, but why in heaven's name 
I liked Woolf and your whole! 
issue so much that I was impelled | 


it is addressed to production per- 
sonnel is beyond my comprehen- 
sion. It would seem that a better 
heading would be “Tips for ‘Artists’ 
and ‘Copywriters’ ” (the quotes are 
intentional). 

Ten years’ experience as an 
agency production man has taught 
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me that all production men are, of rising costs, I will show you three 


necessity, cost conscious. For every 
one that you show me that is not 
quivering in the wake of today’s 


(3) bearded ladies!! 
Guenn K. Morrity Jr 


Minneapolis 
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YOUNG MARRIED MARKET! 


TRUE CONFESSIONS has the 
youngest median age of any 
woman’‘s magazine reported by 


2. intensive 
newspaper 
coverage 


There’s A 


$146,132,000 
Appetite In 


WORCESTER! 


Worcester’s food market keeps right on growing: Worcester is 
now the 29th food market in the nation. On the basis of Sales 
Management's Market Rankings, it is the 5th among cities of 100,000 
to 250,000 population. The average Worcester market family spends 
$943 a year on food alone, 29% more than the national family 
average. Put YOUR product on Worcester’s shopping list, where food 


expenditures total $146,132,000 annually. 
ORCESTER’'S WONDROUS TW 


Advertising in the Worcester Telegram-Gazette gives you the 
most intensive, complete coverage of this buy-conscious market. The 
buying of 91% of 155,000 Worcester County families is guided by 
the pages of the Telegram-Gazette. Total Telegram-Gazette circula- 
tion over 150,000, Sunday Telegram over 100,000. 


Do you have your copy of “Worcester, Now 29th Food Market in 


the Nation”, the most graphic story of a food market told in yeors? 


Sources of above dota: 1951 Sales Management Survey of Buying Power, ond Soles 
Management “Market Ronkings By Population Groups”, November 10, 1951. 


The TELEGRAM -GAZETTE 


WORCESTER, MASSACHUSETTS 


GEORGE F BOOTH Pubd sher- Z 
MOLONEY RECAN & SCHMITT, INC. NATIONAL REPRESENTATIVES 


’ OWNERS OF RADIO STATION WTAG and WTAG-FM 
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rus Televises Game 


signed 
of 


manufacturer, has 
msor the televising 


ckers in Detroit, for 


game are Baltimore, 
Cincinnati, 


lumbus, New York, 


> agency 


Richmond ciga- 
to 
5 the 
b Thanksgiving game between the} 

Detroit Lions and the Green Bay 
*. : Holiday 
* cigarets. Other cities that will see 
Boston, 
Cleveland, 
Philadel- 
phia, Pittsburgh and Washington. 
Warwick & Legler, New York, is) 50DS 


FIGURE | 


FIGURE 2 
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_ ©" ALTHOUGH ONE ' 
DRAWING CONTAINS A 
FULL RANGE OF TONES, 
REPRODUCTION COSTS 
FOR BOTH ARE EXACTLY 
THE SAME WHEN 


44 
MADE ON.... 


CRAFIINT 


DOUBLETONE 


Drawing Papers 


THE 
1227 bast 


Unlike anything else on the 
market, Craftint Double- 
tone Drawing Paper con- 
tains 2 separate, invisible 
shading tones. These tones 
are instantly “brought up” 
by simply applying special 
fluids in only the places the 
artist wishes them. See Fig- 
ure 2. Finished art, although 
containing two tones of 
gray plus black and white, 
still reproduces as straight 
line work. This, of course, 
means a big savings in re- 
production cost. Craftint 
Doubletone papers are avail- 
able in 17 different patterns 
to accommodate drawings 
for same size or standard 
reductions. 

Write today for pattern 

chart and further informa- 

tion. Craftint Doubletone is 


sold by your local Craftint 
dealer or direct. 


AFTINT MANUFACTURING CO 
152nd Street © Cleveland 10, Ohio 
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Watts, Payne 


Radio-TV Writer Sells Stock in Himself 
to Help Finance Post-Graduate Training 


Cuicaco, Nov. 12—Ever hear of 
True Futures Inc., incorporated in 
the state of Opportunity? 

The stock is not registered with 
SEC nor listed on any market, but 
a single offering late this summer 
to about 120 per- 
resulted in 
50 sales, totaling 
some $670 and, 
important- 
ly, provided G 
Herbert True and 
his wife Betty 
Ann with a 
knowledge of 
practical psycho- 
logy which the 
young couple is 
certain will stand 
them in good stead. 

Herbert True a 27-year-old 
radio-TV_ producer-writer who 
joined the staff of Gardner Ad- 
vertising Co., St. Louis, early this 
year, after having previously 
served as radio-TV director of 
Carter Advertising Agency, Kan- 
City, and radio director of 
— Advertising, Tulsa 
A “young man in a hurry” with 
a flair for the dramatic and an un- 
bounded stock of energy, he is 
caught up in the desire to know all 
there is to know about TV and ra- 
dio and at the same time manage 
to provide sustenance for a wife 
and two small sons. (He and 
Betty Ann were married while 
both were in their junior years at 
the University of Oklahoma, and 
they acquired their first offspring 
and their diplomas from the uni- 
versity almost simultaneously in 
1948.) 


3S 


G. Herbert True 


is 


Sas 


In addition to his several agency | were supplied free by Goes Litho- 
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the 
printing was done at modest cost,| dicated that his venture was 


graphing Co., special 
and the special envelopes were a 
contribution from a Kansas City 
envelope maker. Only the postage 
was paid for at the regular rate. 


jobs, True taught night and ex- 
tension courses at Washington Uni- 
versity, University of Kansas and 
Rockhurst College, and dabbled in | 


amateur theatricals and acted in @ The letter enplamet Me tems 


radio and TV parts idea: a es , » 
In the summer of 1950 he en- Here's the story: (3) on me 
basis of my professional back- 


rolled in the NBC-TV summer in- 
Stitute and the Northwestern Uni- 
versity graduate school, and as a 


ground and teaching experience in 
the evening divisions of Rockhurst 


result of the work he did there was need —— and ga 
offered a graduate scholarship at as SoZ! 
search (a copy of which is en- 


Northwestern this fall, which 
would enable him to complete his 
master’s work and do a good deal 
of special study into various phases 
of TV operation. Despite the fact 
that the scholarship represents 
only $350 cash and half of the tui- 
tion for each of two quarters — 
scarcely enough to support a family 
of four — True recognized a golden 
opportunity. 


closed) I did in Chicago last sum- 
mer, Northwestern University has 
offered me a full scholarship this 
fall. This scholarship will enable 
me to participate in the creative 
activities of various Chicago ad- 
vertising agencies, television net- 
works and stations, and at the 
same time complete my master’s 
degree which will formally pre- 
pare me for a teaching career; (2) 


® Gardner willingly granted young| @lthough Gardner Advertising is 
giving me a nine months’ leave of 


True a leave of absence, and he set | . : . 

about financing his new academic] @bsence I have little intention of 
opportunity through the organiza-|'eturning to the advertising pro- 
tion of True Futures Inc. Getting| fession as such except on a part 
up a list of some 120 people —| time basis; (3) with God’s help I 
local bankers, retail merchants,| hope to devote all future efforts to 
favorite instructors, etc. — whom) training and inspiring young TV 


he believed had exercised an im-| WTiters, creators and idea men; | 
portant influence on him, True| (4) in order to supplement the 
$750 Northwestern scholarship 


sent them a two-page letter, a pro- 
fessionally printed stock certificate 
for five shares ($5) of True Fu- 
tures stock, a stamped mail de- 
posit slip addressed to a St. Louis 
bank, and a copy of the “TV Dic- 
tionary/Handbook for Sponsors,” 
a reprint of a series of articles 
which had been written for and 
published by Sponsor. 

The unprinted stock certificates 


fund, I am offering the attached 
bona fide repayable shares in my 
future on a basis of full repayment 
to investors by June 1, 1955; (5) 
permanent book value of this stock 
is $1 per share in blocks of five; 
(6) underwriters of this invest- 
ment will be repaid according to 
the order in which they invest; 
(7) complete payments to all 
stockholders is guaranteed by a 
$5,000 North American Life In- 


surance policy which has been 


“a 
i 


Tht MINERAL AND 


Created and produced for 


501 Fifth Avenue 


GRANDMA’S MOLASSES takes 
the ( Educational) MARKET! 


ia 


VITAMIN FAMILY WHAT CAN IT OO FOR TOU? 


OWS CAKES mane 
pil Odds rithaess of Hever 


American Molasses Company by John T. Gratf Company, Inc. 


Does an Educational Program pay off in sales results? 
American Molasses Company knows definitely that it does 
because the Educational Market has been good, very good 
. « » to Grandma's Old Fashioned Unsulphured Molasses. 

If you are looking for greater results from your Educational 
Market or have a product to sell to Home Economists, let 
specialists who know the Educational Field—handle your pro- 
gram. The development of Educational Programs that fit the 
school syllabus and are used as accepted texts by Home 
Economics Teachers and Adult Home Demonstration Groups 
throughout the country, has been our business for the past 
18 years. Sound, practical programs that instruct, make sales 
now and build solidly for the future. 

Educational programs prepared and distributed by us 
have never failed to be used in the schools. Nor have they 
failed to make sales for the sponsor. 

May we tell you more about our services? 


JOHN T. GRAFF COMPANY, INC. 


A Complete Service Organization 
Specializing in the Educational Market 


signed over to True Futures Inc 
as collateral; (8) all capital from 
the sale of this stock will be used 
exclusively between Sept. 15, 1951 
and May 31, 1952, to acquire know- 
ledge and training to be utilized in 
building up the minds and pur- 
poses of creative individuals.” 


ad 


s With the $700 of his own money 


Wit which he had to start with, the 
= TH MOLASSES fact that Northwestern was able 
nee +00 altiom to get him satisfactory quonset hut 


housing for $60 a month, and some 
odd jobs he has picked up (he 
had one three-week acting-an- 
nouncing job on WBKB), the 
money garnered from the sale of 
stock certificates will probably 
see True and his family through 
the two semesters at Northwestern. 

But far more important than the 
money, he feels, is the fact that he 
has learned something about peo- 
ple and about psychology. He 
thinks he might pull the same sort 
of stunt again under similar cir- 
| cumstances, but with variations — 
and even then he isn't positive. 

In the first place, a number of 
pecple to whom he wrote (he sub- 
sequently extended his list to in- 
clude about 30 corporation heads 


over-; whom he didn’t know at all) in- 


unique enough to get attention, 
but that it didn't always leave ex- 
actly the right taste with the re- 
cipient. For another thing, he dis- 
covered that even those who 
thought the idea was excellent 
were a little taken aback by such 
an elaborate and expensive mail- 
ing devoted to selling $5 worth of 
shares, and he says that if he were 
ever to do anything similar again 
he would raise the ante to at least 
$10, and perhaps considerably 
more. 

He has also discovered, some- 
what to his astonishment, that all 
the people who indicate an undy- 
ing desire to be helpful when no 
help is needed are not necessarily 
to be counted on when help is re- 
quired. But Herbert True is happy 
about the whole thing. He has put 
his entire campaign, step by step, 
into a permanent booklet, along 
with all of the correspondence and 
replies, and he is sure that he will 
have some useful advice to offer 
youngsters who might be inter- 
ested in any similar attempt at en- 
listing support some time in the 
future. 


Canadian Publications Hike 
Rates, Change Ad Policy 

Canadian Home Journal, pub- 
lished by Consolidated Press Pub- 
lications, Toronto, will accept 
two-color, quarter-page ads 
(black and one other standard 
color only) starting next March 
Canadian Stationer and Office 
Equipment Buyer, published by 
Maclean-Hunter Publishing Co., 
Toronto, has advanced its one- 
page, one-time rate from $105 to 
$120, and all other rates accord- 
ingly, effective December. 

The Weekly Editor, published 
by the Canadian Weekly News- 
paper Assn., has hiked its full- 
page, one-time rate to $110, and 
all other rates accordingly. 


Gelula Gets Hotel Accounts 

Abner J. Gelula & Associates. 
Philadelphia, has been appointed 
to handle the accounts of Hotel 
Maplewood, Maplewood, N. 
and Hotel Mayflower, 
Beach. Advertising Bureau Inc., 
New York, had the Hotel Maple- 
wood account previously 


Cavendish to Dowd Agency 

Cavendish Trading Corp., New 
York, representative for 19 de- 
partment and specialty stores, has 
appointed Dowd, Redfield & 
Johnstone, New York, adver- 
tising agency. 


as 


Kansas City TV Coverage 
There are 157,251 television re- 
ceivers in use in the Kansas City 
area as of October, according to 
the Electric Assn. of Kansas City 


pawn er-FLYRe , 
@ NITE NEON-FLYING 
@ SKY- BROADCASTING 


AMERICAN SKY ADVERTISING CO. 


333 NO. MICHIGAN AVE” NEW YORK OFFICE 
CHICAGO) ILLINOIS 224 EAST 381TH ST 
PHONE ST 22-7487 MU 77-6477 


True — 


New York 17, N. Y. 


onfessions 


DEFINITELY A FAMILY MARKET! 


76.3% of TRUE CONFESSIONS’ 
women readers are married. 


Seuece 
At the U 


newsstands 

— America’s 
second largest 
selling 
woman's 


magazine 
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WFIL-TV Chief 
Backs New Radox 
TV Measurement 


PHILADELPHIA, Nov. 15—Roger 
Clipp, general manager of Station 
WFIL-TV, the Philadelphia In- 
quirer’s video outlet, told AA yes- 
terday that his station is in favor 
of scrapping present TV rating 
systems and of going along with 
Albert Sindlinger’s new instanta- 
neous Radox TV measurement 
system (AA, Sept. 24). 

Mr. Clipp made the statement in 
an interview with AA at the close 
of a meeting of the Television 
Assn. of Philadelphia at the Poor 
Richard Club. 

The interview followed a verbal 
free-for-all among Mr. Sind- 
linger; James Seiler, director of 
American Research Bureau Inc., 
and Sidney Roslow, director of 
The Pulse. 


8 Two months ago, Mr. Sindlinger 
told AA that he hoped to launch 
his new system in at least two 
cities some time soon, and that he 
had talked with representatives of 
Chicago stations 
After the meeting 
Philadelphia station 
mitted that they 
Sindlinger’s 


yesterday, 
owners ad- 
had taken Mr 
proposition under 
advisement. A spokesman for 
WCAU-TV said that the Radox 
system was being considered. And 
a representative of Station WPTZ 
said that his station is always in- 
terested in studying new measure- 
ment systems and had discussed 
the Radox system with Mr. Sind- 
linger. 

He pointed out, however, that 
he felt Radox had certain limita- 
tions, e.g., ihe small sample and 
the fact that it cannot provide in- 
formation on audience compo- 
sition 


8 Mr. Sindlinger, who currently is 
in. federal court with Mr. Nielsen 
and Mr. Hooper—having charged 
them with monopoly and interfer- 
ence with his Radox business, 
which shut down operations about 
a year ago—disclosed he nas made 
an offer to the three television sta- 
tions here to become partners with 
him in a local experiment of his 
Radox system to measure cumula- 
tive circulation of shows and not 
ratings. The proposed arrange- 
ments parallel those discussed by 
Mr 


Sindlinger two months ago 
(AA, Sept. 24) 
An immediate endorsement of 


the proposed plan, which Mr. Sind- 


linger also hopes to introduce in 
Chicago, was given by Mr. Clipp 
of WFIL-TV. 

® First, however, Mr. Clipp at- 
tacked the dependency of both 
radio and video stations on “rat- 
ingitis.” He said that such pre- 


judgment of a vehicle is unfair to 
salesmen who are trying to sell 
time and programs 

Mr. Clipp then turned to Clar- 
ence Jordan, executive v.p. of N 
W. Ayer & Son and moderator of 
the session, and asked him if ad- 
vertising agencies did or did not 
feel that radio and _ television 
should be measured comparatively 
with other media as regards cir- 
cvlation 

Earlier, Mr. Jordan had pointed 
out that agencies find themselves 
in a position where many shows 
ind actors determine their costs 
on such ratings and that network 
stations often base their sales 
arguments on comparative ratings 


@ “It may be that we expect too 
much from any one service when 
we expect it to answer all ques- 
tions correctly regarding size and 
composition of any one program's 
audience,” he said. “Each different 
technique tells us something in 
addition to a statistical rating, and 
we are fortunate, indeed, in hav- 
ing so much information to draw 
upon.” 
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Mr. Roslow was the first speak- 
er. He pointed out that Pulse is in 
its tenth year and provides 18 ra- 
dio reports and 20 television re- 
ports in 24 major markets. 

Mr. Seiler explained that his 
company produces two TV net- 
work reports county by county 
throughout the nation and ten 
city reports. He said also that there 
isn’t as much confusion between 
ratings as appears on the surface. 
A good measurement method 
should be representative and of 
sufficient size to eliminate fluctua- 
tions. In addition, all members of 
a family and visitors should be in- 
cluded and viewing should be 
measured as it is being done, not 
later, he declared 


@ To check accuracy, American 
Research has been experimenting 
with coincidental telephone checks 
in some areas but not in the homes 
where diaries are located. 

“We have found little difference 
in these checks, which proves the 
accuracy of the diary method,” he 
said. As for the differences be- 
tween Pulse and ARB, Mr. Seiler 
said that they are measuring two 
different things. 

“We have already satisfied our 
curiosity as to which rating service 
is the most accurate,” Mr. Sind- 
linger told the group. “We an- 
swered that question during the 
two years of operating the Radox 
system here in Philadelphia.” 

“We came to a very positive and 
definite conclusion that the rating 
concept and the use of ratings 
needed checking much more than 
which rating service produced the 
most accurate results,” he stated 


8 Mr. Sindlinger then warned that 
if the present rating concept is 
used for television, the industry 
will eventually go bankrupt as an 
advertising medium. 


“Is it not a fact,” he asked, “that 
the rating concept has already 
driven new ideas in radio into 


bankruptcy? Isn’t it true that high 
ratings in radio suggest imitation 
or more of the same? 

“Are we to assume tonight that 
television has reached its peak, 
that from now on it will follow the 
rating concept which only dictates 
imitation?” Mr. Sindlinger then 
charged that the rating concept 
already has created a financial 
crisis in radio, resulting in rate 
cuts when all other media have 
increased rates to meet rising costs 

In a voice heavy with sarcasm, 
he then asked the audience wheth- 
er, since televisions ratings have 
been declining, television rates 
also will be cut. 

He explained the 
report, which would 
minute so that even 
measured 

Pulse announced its costs are 
$200 a month to stations and $25 
to agencies. ARB costs are $215 
to stations and $65 to agencies. Mr. 
Sindlinger estimated that a min- 
ute-by-minute Radox would cost 
about $200 a year per home. 

Both Mr. Roslow and Mr. Seiler 
admitted they could not measure 
ratings of spot commercials as they 
are now set up unless stations paid 
for such measurements. 


JOHN McINERNEY 

New York, Nov. 16—John E. 
McInerney, 45, director of adver- 
tising and press relations for 
United Paramount Theaters, died 
Nov. 14 of a heart ailment 

A native of New York, he be- 
came a reporter on the old New 
York World and later the New 
York Herald before joining the 
staff of the Clipper, an early pub- 
lication in the amusement field. 

Later he became a public rela- 
tions man for Cosmopolitan and 
Universal Pictures. In 1924 he 
joined the Paramount organiza- 
tion and the following vear be- 
came advertising and publicity di- 
rector for the theater chain's 2,000 
theaters 


new Radox 
spot every 
spots are 


ADWOMEN WHOOP IT UP—Mrs. Lavra Oman of J. R. Pershall Co., president of 

the Women’s Advertising Club of Chicago, draws the names of the prize winners 

at the club’s Harvest Home dinner on Nov. 3. In the background is Mrs. Ruth Hol- 

brook, Bowman Dairy Co. Holding drum is Mrs. Mabel Obenchain, midwestern man- 
ager of Famous Features and a past president of the club. 


Retail Success 


Depends on Ads, 


Atlantans Told 


ATLANTA, Nov. 13—“No one can 
be a successful retailer unless he is 
also a successful advertiser,” El- 
mer Ward, president of the Good- 
all-Sanford Co., told the third an- 
nual Atlanta Retailing Clinic last 


| week. 


Addressing retailers from seven 
southeastern states, he said that, 
of the top 10 retail clothing adver- 
tisers of the nation, nine have made 
consistently high profits during 
the last 15 years. On the other 
hand, he said, an analysis of a 
cross-section of the poor profit 
makers reveals that 70% are small 
advertisers. 

Mr. Ward concluded that case 
studies substantiate the fact that 
big advertisers tend to be good 
profit makers and, conversely, the 
poor profit makers are generally 
small advertisers. He pointed out 
that bigness in advertising is rela- 
tive—it is a matter of whether 
“you are a big advertiser in your 
own community.” 


@ Mr. Ward said advertising has 
contributed heavily to off-location 
stores which have gained prom- 
inence 

“Many suppose that location is 
essential to an above-average job,” 
he said. “That isn’t so. Paul Gil- 
bert, former president of the Na- 
tional Assn. of Retail Clothiers 
and Furnishers, is eight blocks out 
of the way in South Bend. He's 
doing a terrific job and we be- 
lieve it’s no coincidence that he’s 
among the nation’s 25 largest 
men’s store advertisers 

“Successful advertising is scien- 
tific and it is not done by guess 
and by gosh,” Mr. Ward declared 
To make advertising produce the 
greatest results, he suggested that 
retailers: 

1. Plan not only how much to 
invest but also how to invest it 

2. Take the guesswork out of 
their advertising and put the profit 
in by coordinating with the 
various departments’ contributions 
to total store sales by six-month, 
monthly, weekly and daily periods 

3. Have the advertising copy 
stress the benefits the potential 
customer will obtain from the 
product, and what benefits the 
customer will get for his money. 


ads 


® Keynote speaker at the retail- 
ing clinic was E. O. Hand, v.p. of 


Cluett-Peabody & Co., who warn- 
ed: “Profits—that is, making any 
may in the years ahead be the 


toughest assignment we ever had.” 


Citing the experience of his 
own company, Mr. Hand pointed 
out that related selling can go a 
long way toward making retailing 
a more profitable operation. He 
added that most stores, with the 
proper effort and display, can 
double, and perhaps redouble, the 
number of related sales they are 
making. A great deal of emphasis 
should be put on buying conven- 
ience, he said 


® Robert R. Underwood, president 
of the National Assn. of Retail 
Clothiers and Furnishers, discussed 
the need for research in determin- 
ing the extent and the specific 
wants of a store’s market. Mer- 
chants, he said, must 


107 


s. Heavily at 
we Draw 
” Bankers PR Meet 


(Continued from Page 1) 
of their television activities, al- 
though figures were presented 
which indicate that banks still 
are putting 50% or more of their 
advertising budget into newspa- 


| pers. 


anticipate | 


® Robert C. Downie, president of 
the Pennsylvania Bankers Assn 
and president of the Peoples First 
National Bank & Trust Co. of 
Pittsburgh, described at a general 
session the public education pro- 
gram which his’ group has 
launched. 

Through advertising, publicity, 
pamphlets and local bank activity, 
the Pennsylvania Bankers Assn 
is combatting the misunderstand- 
ing of the banking system and the 
private enterprise system which 
has resulted from domination of 
the country’s economy by the 
“welfare planners,” he said. 

“The philosophy of the welfare 
planners,” he declared, “is largely 
responsible for the most serious 
depression experienced in Amer- 
ica, the present moral depression. 
Crime, corruption, graft, embez- 
zlement, tax evasion and a gen- 
eral moral deterioration permeates 
all segments of our society. Easy 
money and the glorification of the 
easy life have been the preach- 
ments of the bureaucratic plan- 
ners too long.” 


wants of customers and at the|® Hugh J. Barnard, retiring pres- 


same time must experiment to de- 
velop and improve customer wants 

He declared that the answers to 
questions on why consumers do or 
do not buy this or that item actu- 
ally require “sociological and psy- 


chological investigation by outside | 
| banking 


unbiased scientific groups.” 
Sponsors of the clinic were the 
college of business administra- 
tion of the Atlanta division, Uni- 
versity of Georgia; Atlanta Cham- 
ber of Commerce; Georgia Cham- 
ber of Commerce; Georgia Chain 


ident of the FPRA and v. p. of the 
Second National Bank of Houston, 
told the bank admen that “public 
relations is being recognized as an 
integral part of bank management 
This is important to the life and 
growth of free enterprise because 
is a part of the warp 
and woof of every private enter- 
prise. One cannot live without 
the other.” 

Speaking to younger members 
at the convention, Mr. Barnard 
said: “I envy you because the 


Store Council; Atlanta Sales Exec-| field for the banking public rela- 


utives Club; 
Dealers Assn.; 
Merchants of Georgia, 
Georgia chapter, 
keting Assn 


539 MBS Stations 
to Carry Several 


Johnson Newscasts 


Racine, Wis., Nov. 16—S. C 
Johnson & Son this week signed 
with Mutual for the biggest splurge 
in radio newscasts ever set on a 
single network by a single adver- 
tiser. The company will present 
four newscasts daily, six days a 
week, over 539 MBS. stations, 
starting Dec. 31 

Included in the Monday- 
through-Friday schedule: “Head- 
line News” from Chicago, 11:25 to 


and the 
American 


11:30 a.m., EST; “Capital Com- 
mentary” from Washington, 12:15 
to 12:25 p.m., EST; Sam Hayes 
from Los Angeles, 2:25 to 2:30 
p.m., EST, and Cecil Brown from 
New York, 5:55 to 6 p.m. local 
time. On Saturdays all four will 
be five-minute programs 


Johnson's wax will be featured 
in the commercials. Needham, 
Louis & Brorby is the agency 

Biggest current news schedule 
on Mutual is carried by B. T. Bab- 
bitt Inc. (William H. Weintraub 
& Co.), which airs five-minute 
news reports for Bab-O and Glim 
six times daily Monday through 
Friday. Some 360 stations are in- 
cluded in this lineup on an average 


Mar-| 


Atlanta Retail Food| tions man and woman is fast ex- 
Building Material} 


panding. Opportunities in this 
field will multiply and enlarge 
The evolution of bank thinking 


which I have seen in the past 30 
years is gaining momentum. Pub- 
lic relations will continue its 
march ahead, for it is the true 
concept of the inseparability of 
service and success.” 


® Registration at the convention 
was 744. All sessions were heavily 
attended, with more than 600 
checking in daily for a morning 
“School of Human Relations,” con- 
ducted by Dr. James F. Fender, 
director of the National Institute 
for Human Relations, New York 

S. H. Chelsted, v.p. of the 
Peoples First National Bank & 
Trust Co. of Pittsburgh, was elect- 
ed president of the association. 
Other officers elected are: Ist v. p., 
William B. Hall, v.p. of the De- 
troit Bank; 2nd v.p., L. L. Mat- 
thews, president of American 
Trust Co., South Bend, Ind., and 
3rd v.p., Rod Maclean, assistant 
v.p. of Union Bank & Trust Co., 
Los Angeles. William O. Heath 
v.p. of Harris Trust & Savings 
Bank, Chicago, was reelected 
treasurer, and Preston E. Reed, 
FPRA executive v. p. in charge of 
the association headquarters in 
Chicago, was reappointed to that 
post. 

Next year’s convention will be 
held at the Coronado Beach Hotel, 
Coronado Beach, Cal., Oct. 19-22, 
with a post-convention tour to 
Hawaii planned for the delegates 
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In Washington 


FTC-SEC to Furnish Ad 


By STANLEY E. COHEN 
Washington Editor 
WASHINGTON, Nov. 15—The Fed- 
eral Trade Commission and Secur- 


ities Exchange Commission are 
near agreement on a_ reporting 
form which will provide adver- 


tising cost figures for a number of 
manufacturing industries 

The ad ratios are a by-product 
of an annual study of corporation 
income and expenditures which 
will cover about 16,000 manufac- 
turers in 22 industry groups when 
it gets under way next spring 

An outgrowth of the quarterly 
financial series that the two agen- 


NATIONAL BEST SELLER. 
salesman 


ADVERTISE 
IN THE TOP 
MARKET PLACE 


for national advertisers is The Star 


Cost Data 


cies currently operate, the annual 
report is designed to get sufficient 
additional information to point up 
key items of expense. Reports, in- 
cluding a figure for advertising 
and public relations for each in- 
dustry, will be collected just after 
income tax time and results will 
be published in May or June. 

FTC experimented with reports 
of this kind on the eve of World 
War II. Its 1940 industrial corpor- 
ition report, giving advertising 
ratios for 86 industries, is one of 
the few authoritative studies in 
this field 

At the time, FTC reported ad- 


vertising averaged 2.99% of net 
sales for the 86 industries. While 
the figure ran as high as 14% for 
drugs and medicines, advertising 
was 1% or less for more than half 
the industries, and exceeded 4% 
in only nine industries. 
o . 7 

Government economists and sta- 
tisticians are increasingly aware of 
the need to break cost data into 
sufficiently precise parts to provide 
a clear picture of corporate opera- 
ations. Experts admit that a single 
“advertising and public relations” 
figure, provided in current drafts 
of the new FTC-SEC reporting 
form—is less than what may be 
desired, 

But it is about as far as officials 
dare to go in asking corporations 
to couperate, Something consider- 
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ably better in the way of advertis- 
ing cost data may eventually be 
coming out of the annual survey of 
manufacturing which is conducted 
by the Census Bureau. At the pres- 
ent time, this survey is limited 
largely to employment, payroll, 
sales and consumption of material. 
Census staff members are consid- 
ering a plan to break down “value 
added by manufacturing” in suffi- 


cient detail to show advertising 
cost. 
e e - 
Justice Department's anti-trust 


division was downright sheepish 
when asked last week how it re- 
conciles anti-trust prosecution of 
pro football with its laissez faire 
attitude toward National Collegiate 
Athletic Assn.’s “controlled experi- 
ment” with college football tele- 


In Washington, D. C., the No. 1 


which 


consistently carries more national display advertising 
than any other local paper (6,511,384 lines in 1950), 


GET THE 
MAXIMUM 
RETAIL SUPPORT 


ite 


). 
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ee 
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LOCAL BEST SetLER. The Star is also the major selling tool 


for local Washington advertisers. 


Year after year, The 


Star carries more retail display advertising than any 
other local paper (24,625,813 lines in 1950). 


No Matter How You Look at it... 
No. 1 in the Nation's Capital 


The Washington Star 


Evening and Sunday Morning Editions 


THE 


EVENING STAR BROADCASTING COMPANY 


OWNS AND 


Represented nationally by: O'Mara and Ormsbee, Inc., 420 


Lexington Ave. NYC 17; The John E 
Tower, Chicago 11. Member: Bureau 
ANPA Metropolitan Group, 


OPERATES STATIONS WMAL., 


Lutz Co., 


WMAL-FM 


Tribune 
of Advertising, 


Audit Bureau of Circulation. 


AND WMAL.-TV 


casts. 

The non sequitur was pounded 
home by Washington sportswriters, 
when it looked as if NCAA was go- 
ing to prevent local fans from see- 
ing telecasts of the Michigan State- 
Notre Dame game. (NCAA re- 
lented under fire.) 

The Justice Department § ad- 
mitted it had conferred with 
NCAA before the controlled exper- 
iment was arranged, but insisted 
there was no “green light.” Offi- 


'cials say the pro footbal! case is a 


“test.” If it sticks, other limitations 
on sports telecasts are to be pros- 
ecuted. 

. = * 

Cash registers of Washington 
shops tingled merrily over the long 
Armistice Day weekend, as gov- 
ernment employes used their Mon- 
day holiday for long deferred shop- 
ping. Business men had been hear- 
ing that buyers were on strike and 
were putting their cash into sav- 
ings. 

That wasn't the story last week- 
end. Government workers had re- 
ceived retroactive pay increases, 
and were definitely in a spending 
mood. 

e ° + 

Treasury Secretary John Snyder 
has a term for the current buyer's 
market. He calls it an “Indian sum- 
mer market. Before long, Secre- 
tary Snyder says, the “good things” 
will be disappearing, and the con- 
sumer will find that his choices 
will be considerably limited 

7 e + 

The Civil Aeronautics Board has 
decided that coach-type air serv- 
ice should become a permanent 
part of the air travel system. Until 
now, air coach has been operating 
under temporary authority while 
CAB determined whether it would 
weaken or strengthen air service. 

But CAB had bad news for sev- 
eral small companies which hoped 
transcontinental air 
coach carriers. It, took the position 
that existing “certificated” lines 
should have responsibility for de- 
veloping the new service 


to become 


7 e - 
Treasury's savings bond divi- 
sion ran into difficulties when it 


asked volunteer salesmen to wear 
a “T” in their lapel 

“We'll be darned if we will go 
around propagandizing for Tru- 
man,” said a contingent from Okla- 
homa 

“Truman?” said a bond official 
from Ohio. “We've been telling our 
people that ‘T’ stood for Taft.” 


Compton Boosts Strubing 
to Executive V. P. Post 

John K. Strubing Jr., who joined 
Compton Advertising in 1939 and 
has been a and plans board 
member for the 
past ten years, 
has been elected 
executive v.p. of 
Compton in New 
York. 

Mr. Strubing 
is a native of 
Philadelphia, a 
Princeton gradu- 
ate and served 
as a MarineCorps 


v.p 


officer in both 
John Strubing world wars. He 
became a mem- 


ber of the agency's board of di- 
rectors in 1950, and currently 
supervises Standard Brands, 
Campbell Soup, New York Life 
and some of Procter & Gamble’s 
accounts in the agency. 


Devon Launches Campaign 

Devon Products Co. Upper 
Darby, Pa., pharmaceutical prod- 
ucts manufacturer, plans an in- 
tensive newspaper campaign for 
its new multiple-vitamin and 
mineral tablet. L. E. Evons Ad- 
vertising, Drexel Hill, Pa., is the 
agency. 


Land Joins Allman Co. 


James Land Jr., formerly radio 
and television writer for Wolfe- 
Jickling-Conkey, Detroit, has 
joined the creative staff of Allman 
Co., Detroit agency. 
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KENTUCKY STRAIGHT 


STATION DISPLAY—This Old Grand-Dad “Holl of Fame 


WHISKEY ver cue enaen gan gee 


ui ce eae 


three-dimensional display 


currently seen in Grand Central Station, New York, was designed by McArthur Ad- 
vertising Corp., New York. Similar displays are in eight other railroad terminals os 


for west as San Francisco 


G. E. Wasey Named Director 
George E. Wasey, v. p. of Erwin 
Wasey & Co., New York, has been 
elected a director of R. B. Semler 
Co., New Canaan, Conn., manu- 
facturer of Kreml hair prepa- 
rations. Erwin, Wasey recently 
resigned the Semler account in 
the U. S. but not overseas, after 
servicing it for 21 years (AA, Oct 
22), and Monroe F. Dreher Inc., 
New York, was appointed to han- 
dle the domestic advertising. | 


Agency Gets Four Accounts 

Yambert, Prochnow, McHugh 
& Macaulay, Beverly Hills, Cal.,| 
has been appointed to handle ad- 
vertising by the following: Mutual 
Savings and Loan Assn., Pasa- 
dena; California School of Practi- 
cal Nursing; A. O. Miller, indus-| 
trial painting contractor, and Best | 
Maintenance Supply Corp., all of| 
Los Angeles. 


Topftlight Opens Oftice | 

Sales headquarters for the mid-| 
western division of Topflight Tape | 
Co., York, Pa., manufacturer of 
printed cellulose tape, have been 
opened at 221 N. LaSalle St., Chi- 


cago, headed by Roy M. Dent, 
midwestern sales manager. He 
has been with Topflight for six 
years and was recently eastern 
sales manager with offices at 512 
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Maine St., East Orange, N. J. In 
the latter position, he will be suc- 
ceeded by John Harding, a mem- 
ber of the eastern sales staff for 
the past three years. 


At the — is elwestonds 
more women buy ~ 


TRUE CONFESSIONS 


than any other 
woman’s magazine except 
The Ladies’ Home Journal. 


Taverns Losing 
Much Business 
to Package Stores 


PHILADELPHIA, Nov. 13—In the 
last decade the trend has switched 
to the point where more liquor 
buying is done in package stores 
than in taverns. 

Delegates to the annual conven- 
tion of the National Licensed Bev- 
erage Assn. were told by Sidney 
J. Hamilton, v. p. of National Dis- 
tillers’ Products Corp., that cus- 
tomers now buy 65% to 70% 
of their purchases in package 
stores. Before World War II 65% 
of liquor sales were made in tav- 
erns. } 

While some tavern owners, ac- 
cording to Mr. Hamilton, feel that 
the increased cost of living and 
television are to blame, he thinks 
there are four other reasons for 
the change: 


@ 1. Taverns generally buy their 
liquor on price alone, believing 
the customers do not know the dif- 
ference 

2. Bartenders and waiters fre- 
quently treat customers’ wishes 
with disrespect 

3. Drinks are poorly prepared 
and poorly served 

4. Customers are served more 
glass than liquor at stiff prices. 

“Yca must make the customer 
feel he is getting a good drink 
for his money if you hope to re- 
verse the trend away from the 
bars to the stores,” Mr. Hamilton 
said. 


McGuire Names Gilchrist 

Tom Gilchrist, formerly with 
McConnell, Eastman & Co. and an 
account executive of F. H. Hay- 
hurst Co. Toronto, has been 
named manager of the London, 
Ont., office of McGuire Advertis- 
ing. 


Do you know thot 
Frozen Foods is one of 
the fastest growing in 
dustries in America? 
Three-quarters of o bil 
lion dollars will be sold 
ot retail this yeor! Per 
capite consumption is now 15 pounds... 
There ore over 1,300 packers of frozen fruits 
f , poultry, 
oa, pre- por wer feeds ond — 
QUICK FROZEN FOODS is the magazine 
of the industry—with CCA audited, com 
plete coverage. Put “QFF’ in your adver 
tising budget. Write for informative indus 
try folder 


QUICK FROZEN FOODS 


E. W. Williams Publications, Inc. 
82 Wall Street, New York 5, N. Y. 


Prescription For Profits in Cleveland... 


“Readers - 


Seven out of ten Metropolitan Cleveland " temilies 
read THE PRESS on every buying day. 


“Results - 


Positive sales, results assured by 99% circulation 
concentration in the Cleveland Market. 


Reseaich- 


Continuing PRESS market research gives advertisers 
quick and positive measurement of results. 


* CUYAHOGA COUNTY 


The only daily paper that adequately covers Metropolitan Cleveland 


The Cleveland Press 
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Editorial and Publishing Groups Are 
Mollitied by New Security Order Ruling 


(Continued from Page 1) 
Business Paper Editors, said the 
government's plan seemed to elim- 
inate need for a joint censorship 
committee of business paper 
groups. He said he believed Wash- 
ington representatives of member 
papers could report abuses to the 


Oh Man! Oh 


aS 
~ 
é a 
na” 


y, fe 


Lady! Oh Boy! ts good! 


government’s committee, and that 
each publishing and editorial group 
should be able to handle the prob- 
lem by itself. Mr. Morrow also 
represented Associated Business 
Publications 

The effort to set up a joint com- 
mittee got under way late last 


month after Warren C. Platt, pub- 
lisher of National Petroleum News, 
wrote members of NBP and ABP 


to the effect that the two groups | 


should cooperate in setting up ma- 
chinery to combat censorship (AA, 
Oct. 29). 

@ At the same 


time, Robert E. 


Harper of NBP wrote executives of | 
editorial | 


other publishing and 
groups proposing a meeting here 


§ rachs 


a 
> 

; 

wT 


impulse buying ... 
BRACH’S Cleveland ear cards 
are designed to step-up the 
impulse buying of BRACH’S 
Mint “2 Big Bars in One” at 
the thousands of transit store 
stops in Cleveland. 

Men, women and children 
can buy it at their stops on 
the way home daily. 


Mitchell, 
McCandless & Klaus 
527 National City Bank Bldg. 
Cleveland 14, Ohio 
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Nov. 
joint committee. Subsequently the 
meeting was postponed to Nov. 13. 

After today’s meeting, Mr. Har- 
per said NBP believes business 
papers would be in a stronger pos- 
ition if they could agree on a co- 
operative effort in the censorship 
field. He said NBP still hopes other 
groups will decide to cooperate in 


a single committee to channel 
abuses to the government com- 
mittee. 


Paul Wooton, president of the 
Society of Business Magazine Edi- 
tors and dean of the Washington 
business press reporters, said the 
plan for a joint committee ap- 
peared to be out—at least for the 
moment. He said the outcome will 
probably depend on the effective- 
ness of the inter-agency committee 
described by Mr. Perlmeter. 


Y&R Boosts Mary O'Meara 


Mary E. O’Meara has been pro- 
moted to associate copy director 
of Young & Rubicam, New York. 
She joined the agency in 1946 as 
a copywriter. 


~ To Outs 


Use Magazines T 


ell YOUR 


Competition — 
hat Outsell THEIRS 


At the newsstands, where magazines are in direct competition with each other, more 
women buy TRUE CONFESSIONS than any other woman’s magazine except The Ladies’ Home 


Journal...Note that three of the top twelve newsstand leaders are Romance magazines, 


Average Ist 6 months 1951 


Rank § Magazine 


1 Ladies’ Home Journal 


2 Life 


3 TRUE CONFESSIONS 


Newsstand 
Sales 


1,874,441 
1,653,999 
1,609,348 


TRUE CONFESSIONS up 


4 Saturday Evening Post . 


5 Better Homes & Gardens 


6 McCall's 


7 Look 


8 Woman's Home Companion 


4 Coronet 
10 true 


1 1 True Story 


12 Modern Romances 


from 000 copies 


1,584,990 
1,462,964 
1,452,324 
1,314,358 
1,279,362 
1,183,333 
1,175,088 
1,161,914 
1,002,042 


Magazines listed above include only those with 


newsstand circulation in excess of one million. 


At the Newstands: 


America’s Second Largest Selling 
Woman's Magazine... 


Rank Magazine 
Ladies’ Home Journal 
Life 


Saturday Evening Post . 


OMS WP = 


Woman's Home Companion 
McCall's 


Better Homes & Gardens 


Good Housekeeping. 


Wan TRUE CONFESSIONS 
- > Look 

! 9 true 

10 Coronet 

i True Story 

12 


Average Ist 6 months 1950 


Newsstand 
Sales 


2,051,185 
1,808,202 
1,674,559 
1,415,483 
1,396,170 
1,379,466 
1,360,914 


1,313,460 


1,262,323 
1,261,385 
1,112,335 
1,000,313 


Le 


eo 
onfessions 


9 to discuss creation of a, @ . ‘ 
« “Rate Cutting 


by Radio Nets 
Appalls Kobak 


(Continued from Page 1) 
character of radio. ..and network 
radio sells itself short in this way. 

“The more successful a network 
is as a network, the more success- 
ful are its stations—and the more 
successfully it can serve its adver- 
tisers. Should the present trend 
continue there will be no national 
networks,” he stated. 

Mr. Kobak emphasized the im- 
portance of continuity and product 
identification with a program or a 
star in radio advertising. He con- 
tinued: 


® “You all know what has hap- 
pened to continuity—which was 
one of the big factors upon which 
radio (networks and stations 
alike) built their bigness and suc- 
cess and their ability to sell for 
the advertiser. And in addition to 
continuity, one of radio’s strengths 
was identification of product with 
program or star. 

“What have we today? You can 
buy a piece of Skelton—you can 
buy a one-time shot in Tandem— 
you can buy a participation in 
Pyramid. So continuity and identi- 
fication have been sacrificed. It 
was done to lure the advertiser 
back into radio—to get billings— 
but remember, if it doesn’t pay 
off for the advertiser, he will 
blame radio and not only will 
broadcasters lose, but advertisers 
also will lose. This type of selling 
is selling network radio short.” 


s Suggesting that perhaps the re- 
cent AM rate cuts should not have 
been cuts but raises instead, the 
former radio executive said the 
“entire philosophy and structure 
of radio rates, national and local, 
[may] need reviewing in the light 
of conditions today. 

“For example: a half-hour is 
60% of the hour rate and a quar- 
ter-hour is 40% of the hour rate. 
Are the reasons which caused these 
proportions to be set up long ago 
still good today? Is there valid 
reason today for the difference be- 
tween strip rates and contiguous 
rates? Is it right for rates to go 
up 100% at 6 p.m.? 

“The time has come for a thor- 
ough cost study. A study of the 
cost of doing business. Maybe in- 
stead of a complicated rate card 
we need something simple. A flat 
rate for a station or a network, 
based upon the availability of au- 
dience. And a rebate rate when 
the station or network delivers less 
—just as magazines guarantee a 
circulation and rebate if they fail 
to deliver the guaranteed circula- 
tion. And why should a national 
network even list the rate of each 
market? A national advertiser is 
buying national coverage. He will 
buy it on a national rate, not a lot 
of local details. 


@ “And the cost study should take 
into consideration that radio must 
get enough money to do a better 
job for listener and advertiser. 
otherwise it cannot be healthy. 
And unless radio is successful as 
a business it cannot be a success- 
ful salesman for the sponsor. 

“Special deals are nothing more 
nor less than secret under-the- 
table cutting of rates. It is unmoral 
because it is secret, but it doesn't 
stay secret. It is demoralizing be- 
cause it depresses values and 
makes radio harder to sell. It will 
kill radio as a medium faster than 
any other single thing.” 


Thompson Transfers Moore 

J. Walter Thompson Co., New 
York, has transferred William G. 
Moore to the company’s Rio de 
Janeiro office. 
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Radio, TV Don’t 
Compete, Says 
A. C. Nielsen 


New York, Nov. 13—Advertisers 
should recognize that radio and 
TV “are usually more complemen- 
tary than competitive, i.e., they 
reach largely different markets,” 
according to A. C. Nielsen, presi- 
dent of A. C. Nielsen Co. 

In a talk at the annual meeting 
of the Grocery Manufacturers of 
America here yesterday, Mr. Niel- 
sen said that, “in general, there is 
relatively little duplication be- 
tween the typical evening TV and 
radio programs. The most profit- 
able procedure in general, as we 
see it, is to blend these two media 
in the most skilful manner. Here 
is a place where big profits will be 
made from now on.” 

Mr. Nielsen devoted an impor- 
tant portion of his speech to a ser- 
ies of recent developments in food 
marketing. The trends which ap- 
pear to be particularly significant, 
he said, are: 


8 1. The growth and importance of 
supermarkets. “In comparison with 
the prewar level, the number of 
supermarkets has increased about 
60%, and their 1951 sales volume 
is more than 51% times the prewar 
level. From 1948 to 1951, the in- 
crease in sales has been about 19% 
While supermarkets comprise only 
about 5% of the nation’s grocery 
stores, they do about 38% of the 
total business—a volume of nearly 
$12 billion a year.” 

2. Increased stocking of drug 
products by grocery stores. “Dur- 
ing the past five years, the per- 
centage of grocery stores stocking 
more than 20 different drug com- 
modities has increased from 7% to 
28%. And the per cent of grocer- 
ies handling certain commodities 
(e.g., hair tonics and deodorants) 
has more than doubled.” 


® 3. Retail inventory trends. Mr. 


Nielsen said that Nielsen Food In-| 


dex reports showed that trade 
stocks of most items in short sup- 
ply during the war had been re- 


stored by Dec. 1, 1947. However, 
from that point onward, cautious | 


buying liquidated inventories and 
they moved to record low levels 
by the summer of 1949. 

The liquidation trend was ar- 
rested late in 1949 and during the 
first half of 1950. With the Korean 
war, retail inventory levels on 
“short supply” items increased, and 


continued to increase until April | 
1, 1951. However, consumer buying | 


did not keep pace with trade buy- 
ing and thus the average supply on 


April 1 was about one-third larger | 


than a year earlier, and became a 
threat to factory sales when Kor- 
ean peace hopes rose, 

However, the producer of com-| 
modities which were in normal | 
supply during the war is in a dif- 
ferent position. Inventories of these 
items since the Korean war have 
increased in line with modest sales 
gains. When truce talks started, 
retailers cut back on their pur- 
chases of these items and, on Aug. | 
1, 1951, inventories were down 
close to record low levels of Aug-| 
ust, 1949. Thus, manufacturers of 
these items will have to exercise, 
extra vigilance in order to mini-| 


| 


mize out-of-stock conditions. | 


4. The importance of shelf posi- | 
tion. “Many case histories from! 
Nielsen Food Index show clearly | 
that shelf position exerts an im-| 
portant effect on sales,” Mr. Niel- 
sen declared. He cited, as an ex- 
ample, two food products whose 
total national sales are about 
equal. However, in stores where 
brand “A” has an advantage over | 
brand “B” in regard to shelf fac- ' 
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COLOR AND B&W—Cooper’s Inc., Keno- 
sha, Wis., ran this r.o.p. color ad in 
the Milwaukee Journal, 
and Pittsburgh Gazette, in coloroto in 
the Columbus Dispatch and Minneapolis 
Tribune and in b&w in a number of other 
popers. The agency is Henri, Hurst & 
McDonald, Chicago. 


ings, it outsells brand “B” by 67%. 
In the stores where brand “B” has 
an advantage in the matter of shelf 
facings, however, it outsells brand 
“A” by 51%. 

In addition, Mr. Nielsen declared 
that displays have a definite, meas- 
ureable effect on sales. “Case 
studies of four brands show sales 
positions, in the displaying stores, 
ranging from 6% to 74% above the 
sales positions in the average 
store.” 


es Mr. Nielsen also reviewed de- 
velopments in the field of market- 
ing research for the grocery man- 
ufacturers. Among the items he 
discussed were the following: 

1. Nielsen has financed special 
census tabulations which show, for 
every county in the U.S., (a) the 
number and sales volume of chain 
grocery stores; (b) the number 
and sales voiume of independent 
grocery stor®s, and (c) the num- 
ber and sales volume of each of 
several size classifications of in- 
dependent grocery stores. The ma- 
terial is available on IBM cards 
and Nielsen will punch codes for 
a manufacturer’s own sales terri- 
tories or other data desired at 
cost. 

2. Nielsen Food and Drug Index 
services now cover the entire 
Commonwealth of Australia. 


3. Nielsen Food Index statistics 

are being used to refine the gov- 
| ernment's cost-of-living index. 
s 4. The company’s data also has 
been used to work out retail mark- 
up figures for a large number of 
grocery items, broken down by 
store size groups which are speci- 
fied by the Office of Price Stabili- 
zation. 

5. Improvements in index break- 
| downs make it possible for grocery 
| manufacturers now to get figures 
| which show not only the impor- 
tance of each type of store in the 
U.S. as a whole, but the impor- 
tance of each type of store within 
each of nine territories. 

6. Nielsen now expresses dis- 
tribution and out-of-stock figures 
on the basis of sales of stores, 
rather than numbers of stores. 
As a result, it is possible for a 
manufacturer to calculate theo- 
retical loss arising from retail out- 
of-stock conditions. 

At present, typical food prod- 
ucts show annual sales losses, from 
this source, ranging from about 
$1,000,000 a year to about $5,000,- 
000 a year. 


Lever Adds Walter LaBorie 

Lever Bros. Co., New York, has 
appointed G. Walter LaBorie, for- 
merly with the Reuben H. Donnel- 
ley Corp., as general promotion 
manager. His work will include 
that formerly done by Frederic 
Schneller, now a v.p. with D’Arcy 
Advertising. 


Last Minute News Flashes 


Merritt Elected Albert Frank-Guenther Law V. P. 

New York, Nov. 16—Stanley F. Merritt, copy director and member 
of the plans board of Albert Frank-Guenther Law Inc., has been 
elected a v.p. of the agency. Before joining the company three years 
ago he was with Newell-Emmett Co., and before that with Calkins & 
Holden. 


National Business Publications Names Agency 

WASHINGTON, Nov. 16—National Business Publications has appointed 
Henry J. Kaufman and Associates, Washington, as advertising counsel 
for a campaign in advertising and marketing publications. The asso- 
ciation includes 124 member publications with circulation audited by 
CCA and ABC. 


Bonafide Cancels Time for ABC-TV Show 

New York, Nov. 16—Bonafide Mills has canceled its ABC-TV time 
contract for “Versatile Varieties,” effective Dec. 14. Gibralter Adver- 
tising Agency here told AA the client was dissatisfied because it could 


| not get enough markets on the network to satisfy dealers and dis- 
| tributors. Spots will be used until new arrangements can be worked 
| out for better market coverage. 


Toledo Blade | 


No Action on TV ‘Bootlegging’; Other Late News 

e At press time it was still undetermined what action, if any, National 
Broadcasting Co. and/or the National Collegiate Athletic Assn. intends 
to take against WKZO-TV, Kalamazoo, Mich., for “bootlegging” the 
Michigan State-Notre Dame football game on Nov. 10. Blacked 
out of the station lineup as a part of the NCAA's contro] plan, the 
Michigan station was denied special permission to air the game, but 
went ahead anyway using its own relay equipment to make the 
pickup. An NCAA spokesman in New York said he considers it an 
NBC problem. 


e Oliver W. Heath, formerly on the advertising sales staff of Cos- 
mopolitan, has joined Leo Burnett Co. as account supervisor on the 
Brown Shoe Co. account 


e Bayuk Cigars Inc., Philadelphia, manufacturer of Phillies cigars, has 
appointed Ellington & Co., New York, as its advertising agency, effec- 
tive Jan. 1. Neal D. Ivey Co., Philadelphia, currently handles the ac- 
count. 


@ Dobeckmun Co., Cleveland, fabricator, printer and converter of cello- 
phane, textiles, paper and foils, has appointed Anderson & Cairns, New 
York, to handle its product advertising. A consumer campaign and busi- 
ness paper program on the company’s metallic yarns and gift wrap- 
pings are being planned. Fuller & Smith & Ross, Cleveland, formerly 
handled the account. 


e@ Norwich Pharmacal Co., Norwich, N. Y., has switched its export 
advertising from Irwin Vladimir & Co. to National Export Advertising 
Service, New York, effective Jan. 1. Plans call for use of printed 
media and broadcast advertising in overseas markets on Pepto-Bismol, 
Amolin and other Norwich products. 


e Kenwill Corp., Cleveland, manufacturer 9f Magikoter, roller-type 
paint applicator, has appointed W. Earl Botawell Inc., New York, to 
handle all advertising. The account was formerly serviced by Duane 
Jones Co. 

e Harold H. Webber, v.p. of Foote, Cone & Belding, has been elected 
to the board of governors of the central council of the American Assn. 
of Advertising Agencies. William B. Lewis, president of Kenyon & 
Eckhardt, has been elected a governor of the New York council. 


Macy’s Gets $4,500,000 tor WOR Holdings 


New York, Nov. 15—Details of 
the merger of WOR and WOR-TV, 
New York, with the Yankee and 
Don Lee networks were made pub- 
lic this week in a stockholders’ 
statement by Jack I. Straus, pres- 
ident of R. H. Macy & Co., owner 
of the New York stations. 

Announcement of the acquisi- 
tion of the Macy radio-TV proper- 
ties by General Tire & Rubber 
Co., owner of the Yankee and Don 
Lee networks and a principal own- 
er of Mutual Broadcasting System, 
was made some time ago but de- 
tails were withheld pending for- 
mal application to the Federal 
Communications Commission. 


Our “purpose is to vest in one’! 


operating company the respective 
radio and television properties. 
The capital stock of the operating 
company will be owned by Gen- 
eral Tire and by Macy's, with 
General Tire holding 90% and 
Macy's 10%,” Mr. Straus said. 


@ “In addition to the merger of 
our radio and television subsidiary 
into the operating company, cer- 
tain radio and recording equip- 
ment owned by WOR Program 
Service will be sold to that com- 
pany. As a result of these transac- 
tions, Macy will receive in addi- 
tion to its 10% stock interest in 
the operating company about $4,- 
500,000 in cash or other current 
assets. 

“Furthermore, Macy will own 
the operating property and equip- 
ment at the WOR television studios 
and the two WOR transmitting 


stations which will be leased to 
the new operating company, which 
lease contains purchase options 
starting at $4,600,000 and reducing 
progressively over the period of 
the 25-year lease. 

“When these transactions are 
completed a substantial capital 
gain will result which will be sub- 
ject to applicable capitai gain and 
intercompany dividend taxes. The 
capital gain to Macy’s will, after 
taxes, amount to more than $1.50 
per share on Macy’s stock,” Mr. 
Straus said. 


Hyde Named Tea Group Head 


Anthony Hyde, for the past three 
years managing director of the 
Tea Bureau, has been named 
president of the organization, a 
newly created position. Mr. Hyde 
is also vice-chairman of the Tea 
Council, an organization made up 
of members of the tea trade in 
this country and tea growers 
abroad, and which directs the tea 
industry's advertising campaign 
in this country, serviced by Leo 
Burnett Co., Chicago agency. Mr. 
Hyde at one time was a copywrit- 
er with Young & Rubicam and an 
account executive with Lord & 
Thomas, predecessor agency of 
Foote, Cone & Belding. 


Thompson Is Thomas Agency 

J. Walter Thompson Co., New 
York, is the agency for Seth Thom- 
as clocks, division of General 
Time Corp., Thomaston, Conn. AA 
erroneously reported Nov. 12 that 
Batten, Barton, Durstine & Os- 
born was directing the company’s 
latest campaign. 


Two Atlantic City 
Dailies Now Taking 
Out-of-Town Copy 


Atiantic City, N. J., Nov. 13— 
The Atlantic City Press ran a full- 


|page advertisement from a Phila- 


delphia department store Sunday 
and precipitated a flurry of appre- 
hension among local merchants 

A seven-man delegation repre- 
senting local stores called to ask 
publisher Rolland L. Adams if the 
move indicated a departure from 
the paper’s 57-year-old policy of 
refusing to accept ads from metro- 
politan stores which compete with 
local enterprises. 

Mr. Adams, who also publishes 
the Globe-Times, Bethlehem, Pa., 
was not immediately available, but 
General Manager Monroe Mendel- 
sohn confirmed local fears when 
he declared: “We will accept other 
Philadelphia and New York adver- 
tising.” 


a Competition between the metro- 
politan and resort shopping dis- 
tricts has long been a matter of 
concern to owners of shops here 
For most of them, their existence 
depends on the extraction of sur- 
plus dollars from Philadelphians 
and New Yorkers vacationing here 
during the lush summer months. 

They are distressed by recur- 
rent signs of a reversal of the 
flow during winter months, when 
resort residents visit the larger 
cities on shopping tours. In one ef- 
fort to keep local dollars at home, 
stores here adopted Wednesday 
night openings to compete with a 
similar practice in Philadelphia 

Only two weeks ago, the mer- 
chants’ division of the Chamber of 
Commerce announced plans for an 
advertising campaign to make the 
city the shopping center for an es- 
timated 150,000 persons in the At- 
lantic County trading area. A se- 
ries of ads were to be run in the 
Press and Union, only dailies /n 
the area. 


@ Under their former ownership, 
the Press (morning and Sunday) 
and the Union (evening) did not 
run out-of-town ads. Since Mr 
Adams took over in April of this 
year, however, several changes 
have taken place in advertising 
procedure and policy. 

After buying up the city’s only 
other daily, the struggling Atlantic 
City Tribune, he hiked ad rates 
2¢ a line across the board. The M 
E. Blatt Co. department store, larg- 
est regular advertiser, promptly 
yanked its daily full-page ad and 
has not returned. 

Blatt’s now distributes an 8-to 
12-page tabloid to 60,000 homes 
two or three times a month, ad- 
vertises over all three local radio 
stations and has expanded its di- 
rect mail program. The _ store 
claims its sales figures for the past 
four months show an increase over 
a similar period last year. 

On the other hand, Mr. Adams 
reports that advertising linage for 
July, August and September was 
up an average of about 35,000 lines 
over last year’s figures, despite 
the loss of the Blatt account. 


@ The ad which provoked today's 
excitement was an omnibus ad 
from Strawbridge & Clothier, fea- 
turing nine Armistice Day specials 
Despite local merchants’ fears 
that Philadelphia ads in the Press 
and Union will lure many custom- 
ers out of town, it is a fact that a 
large proportion of the Press and 
Union readers are also regular 
readers of Philadelphia papers 
All three—the Bulletin, Inquirer 
and Daily News—send several edi- 
tions to the resort daily, and al- 
though no accurate figures are 


available there is little doubt that 

their combined circulation equals 

or exceeds the 35,000 of the Press 

and Union. New York papers are 

also received here but are not so 
widely read. 
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Sun Radio Appoints Waters 

Sun Radio & Electronics Co., 
New York, has appointed Norman 
D. Waters & Associates, New York, 
to handle its advertising 


H. H. DuBois Gets Account 

H. H. DuBois Inc., Philadelphia, 
has been appointed to handle ad- 
vertising for Coastal Seafood Co., 
Valona, Ga 


NOW AVAILABLE! 
MAILING LIST 
Every Cor Dealer in U. S. 


Our business requires a complete 
list of EVERY new and used car 
dealer—KEPT UP TO DATE 
MONTHLY. 60,000 names, all 
plated, separated by states. Will 
run off names on your mailings, or 
stickers, at $15.00 per M. 
AUTOMOBILE BLUE BOOK 
900 So. Wabash Ave. 
Chicago 5 HA 7-3945 


Ludgin Urges That Advertisers, Agencies 
Sell Economic Importance of Advertising 


Detroit, Nov. 14—“Far too many 
people think they would be just as 
well off without advertising. Ad- 
vertising has sold a world of mer- 
chandise but advertising hasn't 
sold advertising,” Earle Ludgin, 
head of the Chicago agency bear- 
ing his name, told the Michigan 
council of the American Assn. of 
Advertising Agencies here yester- 
day 

Mr. Ludgin urged advertisers to 
give serious consideration to the 
problem of increasing public ac- 
ceptance of advertising as a vital 
force in the economy. 

He also said that the public mind 
and the public ear “are suffering 
from the fatigue of unbelievabil- 
ity.” Mr. Ludgin explained that 
“fatigue of unbelievability is a 
term I have borrowed from the en- 
gineers. They speak of the ‘fatigue 
of metals.’ The dictionary defines 


YOUR MAT MOLDER__ 


ET MR MOLDER 
"ON THE PHONE 


7) 


KNOWS STEREOTYPING 


He has a lively mental picture of the conditions under 
which your matted campaign will be cast and recast in 
newspaper plants, large and small, near and far .. . 
The candid advertising executive will ask himself how 
much HE knows of the ins and outs of the stereo craft. 
Then he will decide to specify quality but leave the 
choice of a mat to the man who knows. 


CERTIFIED DRY MAT CORPORATION 
9 Rockefeller Plaza, Dept. C, New York 20, N. Y. 


For dependable 
stereotyping, rely on 


plant 


COU.LINS, MILLER & 


HUTCHINGS, Ine. 


| then 


it as ‘deterioration in a structure 
or machine due to a continuous 
repetition of stress.’ 


® “In simpler terms, when metal 
is struck repeatedly in the same 
spot it eventually loses its normal 
characteristics and suffers from 
fatigue. The public mind and the 
public ear,” he said, “cannot be 
gauged as accurately as metals, but 
I believe that in their own way 
they are suffering from the fatigue 
of unbelievability.” 

Louis N. Brockway, executive 
v.p. of Young & Rubicam, New 
York, and board chairman of the 
Four A’s, cited a long list of pro- 
duction achievements under the 
American system but admonished 
the group: “We must remember 
that it is not automobiles, not bath- 
tubs that make us great. It is free- 
dom. 

“As advertising people with our 
many connections in the field of 
communication, let us use our in- 
fluence and the tools of our trade 
to drive home that fundamental 
truth. 


® “Without freedom to think, speak 
and write as we wish,” he said, 
“we could not have had the great- 
est material progress of the past 
century. You could abolish all the 
gadgets of modern life, put us back 
in the horse and buggy days of 
100 years ago, and we would still 
be a great nation.” 

Frederic R. Gamble, president 
of the Four A’s, said that “the best 
predictions we can get seem to in- 
dicate no foreseeable shortage of 
soft goods and a continuing need 
to advertise them 

“The situation as to hard goods 
may be different,” he said. “It 
seems to depend on when cuts in 
supplies of materials will balance 
the inventories that have been 
built up. The best guesses I have 
been able to obtain indicate that 
this will not take place before 
some time next vear, if then.” 


Don Bridge. I. H. Fitch 
Promoted by Gannett 

Don U. Bridge, advertising di- 
rector of the Gannett Co. news- 
paper group, has been promoted to 
associate general manager of the 
Times-Union and the Democrat & 
Chronicle, both of Rochester. In 
his new post he will assume most 
of the duties of Erwin R. Daven- 
port, general manager of the two 
papers since 1937 and co-founder 
with Frank Gannett of the Gan- 
nett Newspapers. Irving H. Fitch, 


national advertising manager of 
the two Rochester papers, has 
been promoted to succeed Mr 


Bridge in the post he has vacated 

Mr. Bridge in 1943 took over the 
new position with Gannett 
of advertising director. Previously 
he had been advertising manager 
of the New York Times. During 
World War II he was special con- 
sultant on newspaper advertising 
to the war finance division of the 
Treasury Department. He is a 
past president of the Newspaper 
Advertising Executives Assn. and 
is one of six honorary life mem- 
bers of that group 


Russell H. Nagle Named V. P. 
in Erwin, Wasey L. A. Office 

Russell H. Nagle has been 
named a v.p. of Erwin, Wasey & 
Co. in the agency's Los Angeles 
office. He has 
been with the 
agency since 
1947, and is cur- 
rently responsi- 
ble for merchan- 
dising and pro- 
motional activi- 
ties. 

Prior to join- 
ing the organiza- 
tion, he was re- 
gional manager 
of Life's mer- 
chandising de- 
partment, with headquarters 
Chicago. 


Russell H. Nagle 


in 


i A ee 


TAYLORED PAGE—This Saturday Evening Post ad and smaller ads in Better Homes & 
Gardens, Field & Stream, House Beautiful, The New Yorker, Woman's Day and 
Sports Afield’s hunting annual will be used by Taylor Instrument Corp., Rochester, 
in its Christmas-time promotion, via Batten, Barton, Durstine & Osborn, Buffa'o 


Also, Taylor makes use of a small package of Accent food flavoring 
in a new deoler brochure, to stress its 


account 


Industrial Surveys’ 
Barton Is Optimistic 
on Research Volume 


New York, Nov. 13—Marketing 
research companies can look for- 
ward to growth and expansion in 
1952 largely because food and drug 
manufacturers will have more 
need than ever before for up-to- 
the-minute information on their 
markets 

This is the outlook of Sam G. 
Barton, president of Industrial 
Surveys Co. Mr. Barton reported 
that in August his company ended 
the biggest vear in its history from 
the standpoint of billings and num- 
ber of clients 


eo BBDO 
accent on retail soles 


He added that Industrial Sur- 
veys, in the first quarter of fiscal 
1952, has written more new con- 
tract billing thus far than in all 
the previous year 

Among the new clients are Birds 
Eye-Snider (General Foods), Le- 
ver Bros., Nestle Co., O-Cedar 
Corp., and C. A. Swanson & Sons. 


NBC Appoints L. W. Simmel 
Ludwig William Simmel, for- 
merly co-op program sales man- 
ager for American Broadcasting 
Co., New York, has been appointed 
manager of minute man plan and 
co-op program activities, a new 
post, for National Broadcasting 
Co., New York. Under the minute 
man plan, local stations are pro- 
vided with network caliber pro- 
grams to sell to local advertisers. 


£.. 


there's nothing else I 


No other publication in Canada 
has this combination of impor- 
tant selling features — consistent 
coverage ot a// English-speaking 
Canada—choice of different sec- 
tions at different rates 
family readership—- proven dealer 
support. 
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the STAR WEEKLY 


Published at 80 King Street West, Toronto, Canada 


US. 


Representotives:; Ward-Griffith Co. Ine, 
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If You Spent $100 


Advertising Age, November 19, 1951 


in ‘41, You Need 


$150 Today to Buy ‘Equivalent’ Ads 


Needham, Louis & Brorby 
10-Year Study Analyzes 
Space and Time Costs 


Cuicaco, Nov. 14—An adver- 
tiser who spent $100 for advertis- 
ing in 1941 would have to spend 
more than $150 today to even be- 
gin to achieve an equivalent result. 

That's the primary conclusion 
reached by Perham C. Nahl, as- 
sociate research director, and 
Leslie R. Gage, media analyst, of 
Needham, Louis & Brorby, Chicago 
agency, in an extensive report on 
space and time costs titled “What 
Does the Advertising Dollar Buy 
Today?” 

The researchers set up cost in- 
dexes for each of the major adver- 
tising media, with a view to ob- 
taining an accurate measure of 
total dollar cost, circulation or 
coverage and cost per 1,000 circu- 
lation, for each of three yvears— 
1941, 1946 and 1951. 

They admit that some of the 
figures are more accurate than 
others; specifically, the magazine 
and newspaper figures have a 
greater reliability than the radio 
and outdoor data. In each case 
they assert the best available 
sources were used. 

All figures were converted into 
index numbers for each medium, 
using 100 for 1941. 


s The cost indexes for consumer 
magazines were found to be: 


1941 1946 1951 
Page cost index 100 120 149 
Circulation index 100 106 134 
Cost per 1,000 index 100 98 11) 


| 
In compiling the consumer mag- 


azine tabulation, all mass circula- 
tion publications carrying a sub- 
stantial volume of advertising for 
which ABC circulation reports 
were issued are included. The cost 
per b&w page per 1,000 delivered 


[jusiness REPLY CARDS 
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circulation varied from $2.58 in 
"41, and $2.54 in °46, to $2.86 in "51 
Cost trends for four-color ads are 
almost identical to the b&w cost 
trends, figures varying less than 
one percentage point, it is reported 


® For business publications, the 
cost indexes are: 

1941 1946 1951 
Page cost index 100 104 149 
Circulation index 100 111 133 
Cost per 1,000 index 100 lig 120 


Analyzed in these indexes were 
63 publications directed to 30 dif- 


ferent industries or businesses; 
b&w page costs per 1,000 were 
computed from combined page 


rates and circulation. 


8 Outdoor cost indexes are as fol- 


lows: 

1941 +1946 861951 
100% showing cost index 100 106 132 
Population index 100 106 115 
Cost per 1,000 index 100 100 115 


The outdoor indexes are based 
“on the total cost of a 100% show- 
ing nationwide and people, or 
population. If the factors of pas- 
senger car ownership and miles 
driven were injected,” the report 
states, “the cost trend would be 
more favorable to outdoor adver- 
tising. On the other hand, the aver- 
age cost per poster panel has in- 
creased 56.7% since 1941, consider- 
ably more than the cost of a 100% 
showing across the country.” 


® The network radio time cost in- 
dexes are: 


1941 1946 1951 
Time cost index 100 113 117 
| Coverage index 100 132 144 
| Cost per 1,000 index 100 86 81 


In evaluating the network radio 
| indexes, the study says the figures 
must be qualified “because all the 
information required for evaluat- 
ing network radio on a national 
scope was not available for the 
year 1941. Furthermore, the indus- 
try associations, networks and sta- 
tion representatives have no usa- 
ble statistics available to serve our 
purpose 

“In computing the cost trends, 
we have used total U. S. radio 
|families (up 43% from 1941 to 
|1951), the Nielsen Radio Index 
| which started in 1943 with an esti- 
jmate of sets in use (nighttime) 


Good readership depends on 


good editing. That's why ads in 
Parade get more readers per dol- 
lar than the same ads in any 


other magazine. 


a 


for 1941, and the combined one- 
hour nighttime rate for the four 
basic networks.” 

Concerning the network radio 
indexes, the study asserts: “Lis- 
tening, percentage of sets in use 
and average hours per day have 
decreased since 1946. The decline is 
more pronounced since 1948 as 
the trend continued upward 
through that year. Rates have in- 
creased some since 1941, but all 
networks will have cut time costs 
on the average of 10% by the end 
of the year. Increase of U. S. fami- 
lies and higher percentage of radio 
homes have more than offset the 
decline in the listening, consider- 
ing the country as a whole.” 


® For spot radio time the cost in- 
dexes are: 


1941 1946 1951 
Time cost index 100 136 167 
Coverage index 100 132 i44 
Cost per 1,000 index 100 102 116 


Like network radio, the cost of 
spot radio is difficult to compute as 
a broad measure of the medium, 
the report notes. “With a repre- 
sentative list of 32 stations (lo- 
cated in all sections of the U. S 
and varying in power and network 
affiliation), we applied the Nielsen 
Index as with network radio 
against radio homes in the areas 
covered and total cost for a one- 
minute nighttime announcement 
with maximum discounts. Spot 
radio time costs have increased 
substantially more than network 
rates.” 


@ The Needham, Louis & Brorby 
study recognizes that radio talent 
costs are an important part of any 
radio advertiser’s budget. The re- 
port includes this radio talent cost 


index (by averaging the cost of 
an actor and a musician) 

1941 1946 = 1951 
Radio talent cost index 100 109 153 


The study also includes a pro- 
duction cost index, obtained by 
averaging the cost increase in 
composition, electrotyping, en- 
graving and art. “This average,” 


the report notes, “is, at best, an 
| estimate.” 
1941 1946 195) 
Composition 100 132 176 
Electrotyping 100 138 179 
Engraving 100 137 206 
Art 100 135 225 
Average 100 135 197 


To provide a frame of reference 
for comparison of advertising cost 
increases, the study includes eco- 


| base of 100. 


1941 1946 = 1951 | 

Population 100 106 115 
Families 100 107 125 
Disposable personal 

income 100 173 235 | 
Consumer expenditures 

for goods 100 179 232 
Manufacturers’ sales 100 iM 259 
Total dollar advertising 

volume 100 181 310 
Consumers’ prices 

‘cost of living) 100 132 4 


' 

|= In conclusion, the analysis sums 
| up today’s advertising dollar situ- 
| ation this way: 

“Space and time costs have in- 
creased over the past ten years 
Production and talent costs have 
increased even more than space 
and time costs. 

“1. To get the same c 
today, the advertiser must spend 
19% more dollars than he did in 
1941; 15% more than 1946 

“2. But, the market bigger 
There are 25% more families today 
To get the same circulation per 
family, the advertiser must spend 
49% more than in 1941 

“3. Today's advertisement has 
less chance to make an impression 
than it did in 1941. There is far 
greater competition for the con- 
sumer’s attention, time and dollar. 
Total advertising expenditures in 
1951 are more than three times 
what they were ten years ago 

“So, with the important intangi- 
ble factors which cannot be stated 
in quantitative terms, the adver- 
tiser needs a 50% larger budget 
just to get the same family pene- 


is 


tration that he had ten years ago. | 
To have the same sales impact, he 
needs even more.” 


Lever Bros. Starts Contest 


Lever Bros. Co., New York, has 
launched an “Arthur Godfrey 
$125,000 Rain-Soft Rinso jingle 
contest" with four-color, half- 
page comic insertions in 109 news- 
paper Sunday comic sections and 
full play for the four weeks of the 
contest on the Arthur Godfrey CBS 
radio show, and “Big Town” on 
NBC and CBS-TV. Grand prize is 
$10,000 to the top entrant of the 
full contest period and subsidiary 
prizes of 100 Westinghouse Laun- 
dromats each week. Ruthrauff & 
Ryan, New York, is the Rinso 
agency 
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A strange story is told in November McCall’s . . . 
of Americans, almost all of us, starving on full 
stomachs. A searching, two-year study-in-depth, 
sponsored by McCall's has revealed astonishing 
facts about our national undernourishment . . . 


and also ways to correct it. 


Today, McCall’s is teaching millions of Amer- 
icans how to eat... healthfully and happily . . . 
always emphasizing good nutrition via well 
planned menus, thoroughly tested recipes, and 
the utilization of America’s superior packaged 


foods. 


McCall's helps the housewife buy good food 
at her retail store... through the McCall’s-S.M.1. 
“Harvest” and “Pageant” of National Brands, 
the greatest food promotions in history... and 
through McCall's Ad-Planner Service, which 
helps retailers translate McCall's editorial guid- 


ance into their own local advertising—all year 


round. 


No wonder McCall's receives 3 times more 
mentions in retail food advertising than any other 


magazine. No wonder McCall's circulation has 
* been soaring above the 4,000,000 mark, month 
after month. 
To advertisers, McCall's offers a tremendous 
national selling force . . . operating in activated 
= local markets . . . from coast to coast. 


CIRCULATION OVER 4,000,000 
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